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U.S. Must Build Ability to Sell to 


Maich Ability to Produce: Donaldson 


‘Hard Sell’ vs. ‘image’ 
Ads Is Healthy Battle, 
AA‘s Bernstein Tells AFA 


For other stories and pictures of 
the AFA meeting see Pages 2, 8, 
90, 112 and 113. 

PHILADELPHIA, June 14—Ameri- 
can advertising must provide a 
bold, sweeping program of new 
ideas to cope with the problems of 
overproduction, Ben R. Donaldson, 
director of institutional advertis- 
ing, Ford Motor Co. and chairman 
of the Advertising Federation of 
America, told the opening session 
of the 52nd annual AFA conven- 
tion here at the Bellevue Stratford 
Hotel. 

Speaking to more than 1,000 del- 
egates representing 120 affiliated 
clubs from all parts of the world, 


Marketing Is Now 
‘Key to Planning,’ 
Dr. Bund Reports 


New York, June 14—Marketing 
is increasingly being accepted “as 
the cornerstone of a company’s to- 
tal planning effort,” and the mar- 
keting function is today the fastest 
changing management function. 

Dr. Henry Bund, vp of the Re- 
search Institute of America, gave 
these findings today in a prelimi- 
nary report on a six-month study 
of “The Changing Role of the Mar- 
keting Function.” 

The study, which covered some 
200 companies, was financed by 
the New York chapter of the 
American Marketing Assn. and 
will be published in the fall issue 
of the Journal of Marketing. 


# Dr. Bund, who directed the 
study, presented a bird’s eye view 
of the findings at the chapter’s 
final luncheon of the 1955-56 sea- 
son. He said the study will show 
a “fantastic amount” of change go- 
ing on in the marketing field. As 
evidence, he cited the following: 

1. There has been considerable 
“restructuring of corporate organ- 
izations.” This involves, in the vast 

(Continued on Page 4) 


he pointed out that the problem is'| 
to “balance our ability to sell goods 
against our ability to make goods.” 

“Our great productivity, arising 
from the most dynamic economy 
the world has ever known, has 
given us an imperative challenge 
to provide new ideas and imagina- 
tion,” he said. 

He noted that creativeness is the 
life blood of advertising and urged 
advertisers to engage in more re- 
search which “can be translated 
into greater effectiveness of stra-| 
tegy, copy and format. Every dol- 
lar we spend for advertising must 
be spent more creatively than ever | 
in the past, if it is to live up to its) 
full responsibility.” 


® Stressing the importance of 


good taste, believability and com-| 
municativeness, Mr. Donaldson) 
suggested that more marketing re- 
search could be an important fac- | 
tor in developing efficient selling | 
techniques. 
He spoke at the kickoff lunch- 
eon Sunday, which was replete 
with ceremonials, including a spe-| 
cial one at the grave of Benjamin | 
Franklin, the 250th anniversary of 
whose birth is being celebrated | 
this year. The Poor Richard Club, | 
host club, with the Philadelphia | 
Club of Advertising Women, is 
celebrating its 50th anniversary. 
Highlight of the luncheon was 
the presentation of the Advertising 
Woman of the Year award to Mrs. 
Harriet Edmunds (AA, June 11).! 


® At the first luncheon of the 
business sessions on Monday, the 
main speaker was Joseph B. El- 
liott, former president of Schick 
Inc., who urged retailers to intro- 
duce “automation” in salesman- 
ship. 

Some of the elements required 
for such “automation,” he said, 
are (1) that the retailer ought to 
determine whether his staff knows 
what it is doing, (2) that sales- 
men be trained and (3) that over- 
head be kept down. 

In addition, according to Mr. El- 
liott, the retailer should look over 
his line of merchandise and try 
to determine what is profitable 


(Continued on Page 8) 


K&E’s Brady Blasts 
‘Mush-Gush-Plush’ Ads 


Executives’ ‘No’ Kills 
Creativity, Perpetuates 
Stereotypes, He Says 


Derroir, June 13—Barrett 
Brady, vp in charge of creative 
services of Kenyon & Eckhardt, 
New York, last night blasted 
“stereotype” advertisements and) 
urged admen not to “sacrifice our | 
best ideas on the altars of con-| 
servatism.” 

“I’m not advocating wild-eyed, 
long-haired, radical advertising.” 
he said. “This is just a plea for 
fresh approaches keyed to con- 
temporary reality.” 

Mr. Brady addressed 300 agency 


any one of a dozen advertising | 


said. 


representatives at the spring meet- 
ing of the Michigan Council of the 
American Assn. of Advertising 
Agencies in the Rackham Memori- 
al Bldg. 


® He cited an automobile ad 
in a British magazine, which 
read, “Unchanged for 1956,” with 
the name of the car beneath. 
“Imagine the state of shock— 
the heart attacks, the strokes—if 
we presented anything like this in | 


departments here in Detroit,” he 


Mr. Brady said three types of 


auto advertising used from 1915 to 
(Continued on Page 100) 


The Embattled Networks ... 


Network Presidents Tell 
_ Senate Investigators TV 
| Is ‘Far from a Bonanza’ 


| testimony and statements of each 
| of the three network presidents 
appear on Pages 111 and 114. 
WAsHINGTON, June 15—The Sen- 
ate commerce committee’s investi- 
gation of television networks 
reached its climax this week, as 


Lentheric Settles 
Helene Curtis Suit: 
Will Rename Product 


New York, June 14—A trade- 
mark infringement suit brought by 
Helene Curtis Industries against 
the Lentheric division of Olin 
Mathieson Chemical Corp. has 
ended in an out-of-court settle- 
ment favorable to Helene Curtis. 

The Chicago cosmetics company 
slapped a suit on Lentheric for in- 
fringing on its trademark, Spray 
Net. The Olin division had been 
marketing a product under the 
name Spray Hair Net. 

Lentheric has now recognized 
Curtis’ exclusive ownership rights 
to this title and has agreed to dis- 
pose of stocks labeled Spray Hair 
Net. 

Lentheric plans to change the 
name of its product to Spray. 


WHEN IS A VALVE?—Crane Co. ad, 
acknowledging there are some 
valves, such as for tubas, that it 
doesn’t make, provides a cover for 
a four-page folder by band instru- 
ment maker C. G. Conn Ltd., whose 
copy chimes in to point out who 
does make tuba valves. 
(See story on Page 8) 


Rep. McCormack 
Acts to Derail 
Postal Hike Bill 


WASHINGTON, June 14—Post- 
master General Arthur Summer- 
field’s drive for higher postal rates 
ran into a new and probably fatal 
delay today, as House Majority 
Leader John McCormack (D., 
Mass.) announced he will not call 


Separate stories covering the} 


Stanton, Sarnoff and 
\Kintner Take the Stand 


heads of all three networks— 
armed with voluminous statements 
and legal briefs, and flanked by 
numerous vice-presidents and legal 
counsel—appeared on the scene 
to rebut charges that existing net- 
work control over station time is 
hampering the operations of inde- 
pendent program producers, non- 
network advertisers and non- 
affiliated stations. 

Each network had statistics to 
show that tv is far from the bo- 
nanza described by Sen. John 
Bricker (R., O.), in a recent report 
asserting that networks and big 
market stations make huge re- 
turns on their investments. To 
dramatize the point, Frank Stan- 
ton, CBS president, told the com- 
mittee the loss of a single night- 
time advertiser in 1955 would have 
turned CBS’ profit into a loss. 

“Networking is a double-liabil- 
ity business,” Mr. Stanton said. 
“The loss of a sponsored program 
entails a double loss; not only is 
the revenue for the sale of the 
time gone—for all time (a half 
hour unsold is unsold forever)— 
but the network faces the cost of 
producing a replacement series in 
the unsold time.” 


= Robert Kintner, president of 
ABC—and the only network head 
who was alone and not flanked by 
aides—was critical of FCC’s fail- 
ure to act on the allocations prob- 


(Continued on Page 111) 


up the bill for debate unless he is 
forced to. 

In outlining the House’s program 
for the coming week, the majority 
leader failed to include the postal 


Fitz-Gibbon Accuses Direct Sellers of 


sie bill Wnen qusea tyne 1 IMidity, Smugness; Urges Ad Push 


(Continued on Page 115) 


Last Minute News Flashes 


Doherty, Clifford Gets Four Fisherman Seafoods 


Boston, June 15—Fulham Bros., producer of Four Fisherman fro- 
zen seafoods, has appointed Doherty, Clifford, Steers & Shenfield, New 
York, to handle its advertising. Tatham-Laird, Chicago, is the previ- 
ous agency. 


Ben Hur Appoints Mathisson & Associates 


MILWAUKEE, June 15—Ben Hur Mfg. Co. has named Mathisson & 
Associates to handle its advertising and merchandising, effective im- 
mediately. Mathisson replaces Walker B. Sheriff Inc., Chicago. The 
company manufactures home freezers. 


Ford of Canada Division Goes to Vickers & Benson 


TORONTO, June 15—The Ford Motor Co. of Canada this fall will shift 
all advertising for its Mercury-Lincoln-Meteor division from Cockfield, 
Brown & Co. to Vickers & Benson, Toronto. Cockfield, Brown will con- 
tinue to handle three other major Ford of Canada accounts—Ford 
Monarch division, parts and accessories division and Ford Tractor & 
Equipments Sales Co. of Canada, as well as all institutional advertis- 
ing, and also will continue to look after the Canadian presentation of 
the Ed Sullivan tv show which is sponsored by the Mercury-Lincoln- 
Meteor division. Company growth was given as the reason for the move. 


Allis-Chalmers Schedules Spreads in ‘SEP’ 


MILWAUKEE, June 15—Allis-Chalmer Mfg. Co. will launch a cam- 
paign in The Saturday Evening Post next week (June 23) designed to 
“help people see Allis-Chalmers as the company it really is.” The cam- 
paign will consist of a series of color spreads in the Post, at the rate of 
about one a month, with each ad revealing “significant achievement 
of company staff operations, as well as those of the six divisions.” 
Over-riding theme of al] the ads will be “engineering in action.” Bert 
S. Gittins Advertising is handling the campaign. 

(Additional News Flashes on Page 115) 


Cuicaco, June 13—Top execu- 
tives of the country’s direct selling 
companies were roundly chided 
here today for their “inferiority 
complex” about direct selling, for 
their complacency about the 2% 
of the retail market they claim 
and for the defensive nature of 
their “terrible public relations.” 

The blast came from Bernice 
Fitz-Gibbon, prominent adwoman 
and retail merchandising expert, 
onetime ad director for Gimbel 
Bros. Now a retail advertising con- 
sultant, she told the National Assn. 
of Direct Selling Companies meet- 
ing here today that while store re- 
tailers and consumers alike have 
in the past_few decades gradually 
|accepted direct selling as a stand- 
ard merchandising procedure, di- 
rect sellers themselves don’t seem 
to realize it. They’re still bogged 
down, she said, trying humbly to 
prove only that they have a right 
to a small place in the sun. 


= “Your public relations are ter- 
rible,” she told the door-to-door 
sellers. “Too many of you like to 
think you are in a humble pro- 
fession... You sob to the courts, 
protesting how little business you 
are taking. . . You brag about the 
2% of the retail sales you claim, 
as if it were achievement enough.” 

During the past decade or so, 


(Continued on Page 4) 
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Ads Whet Consumer's Appetite to Buy , 


But Don’t ‘Close’ th 


Copy is Like Martini; 
Double Not Necessarily 
Twice as Good, He Says 


PHILADELPHIA, June 13—Walter 
Weir, who is highly regarded in 
copy circies, today declared, “In 
no sense can the copy be said ever 
to close the sale.” 

The vp of Donahue & Coe, New 
York, told the Advertising Federa- 
tion of America that he was 
“forced to admit that copy is little 
more than the martini before the 
meal. “It can stimulate the appetite, 
but it cannot cause the meal to be 
eaten before it is served,” he said. 

“And if it overdoes itself,” he 


Chemstrand Seeks 
Agency as Part of © 


Overseas Expansion 


New York, June 13—-Chem- 
strand Corp., producer of nylon 
and Acrilan synthetic fiber, is 
going international. 

The company shortly will open 
a factory in Britain and at the 
same time will begin an export 
drive from America. William 
Reede, formerly head of his own 
international agency and most re- 
cently European manager for 
Grant Advertising, has joined 
Chemstrand as export advertising 
coordinator, working under Ber- 
nard F. Bertland, merchandising 
manager. 

An agency will soon be ap- 
pointed in England. Chemstrand, 
owned jointly by American Vis- 
cose Corp. and Monsanto Chem- 
ical Co., currently has no export 
agency service in this country. 
Doyle Dane Bernbach Inc. handles 
the domestic account. 


Admiral Names 
Henri, Hurst; Sets 
Bigger Budget 


Cuicaco, June 13—Admiral 
Corp., which parted company with 
its agency, Russel M. Seeds Co., 
last month (AA, May 21), an- 
nounced today the appointment of 
Henri, Hurst & McDonald to han- 
dle all media and printed materials 
for its appliance and electronics 
divisions. 


® Three other divisions—interna- 
tional, government laboratories and 
accessories—remain with Crutten- 
den & Eger Associates. 

Last year, Admiral was No. 90 
in the list of the top 100 adver- 
tisers, with a total of $3,267,626 
spent in the four measured media 
(AA, May 28). The account is 
estimated to bill between $4,000,- 
000 and $6,000,000 annually, with 
total advertising expenditures, in- 
cluding cooperative funds, amount- 
ing to about $12,000,000, according 
to Admiral. 
® Acquisition of the Admiral ac- 
count made it necessary for Henri, 
Hurst to resign the Gibson Refrig- 
erator Co. account. Frank H. Fish- 
er, manager of advertising and 
sales promotion at Gibson, told 
AA that he already has appoint- 
ments to talk with ten agencies. 
After these talks, he said, he will 
ask three of the ten to make full 
presentations. Meanwhile, Wallace- 
Lindeman Inc., Grand Rapids will 
continue to handle Gibson’s col- 
lateral and telephone listing ad- 
vertising, he said. 


e Sale, Says Weir 


continued, “if it mixes itself doub- 

ble or triple strength, on the mis- 
|taken assumption that, if some- 
thing is good, twice as much is 
twice as good, it can very easily 
result in no meal at all.” 

“I can no longer bring myself to 
feel that conviction—when one 
reads an advertising message—is 
either desirable or, for that mat- 
ter, attainable. I do not see how, 
in the scientific age in which we 
live, a person can be convinced of 
the advantages a product claims 
for itself before he has bought the 
product and put it into use. 

“IT am, however, afraid that a 
good deal of the pseudo-scientific 
advertising you see today—and 
most of the exaggerated claims— 
result from the belief on the part 
of the advertiser or the agency 
man—or both—that every adver- 


(Continued on Page 30) 


St. Georges & Keyes 
Gets Swiss Tourist 
Office Ad Account 


New York, June 13—After three 
years as a direct advertiser, the 
Swiss National Tourist Office is 
returning to the agency fold. 

St. Georges & Keyes has been 
named to take over the Swiss 
tourist advertising account, effec- 
tive July 1. Foote, Cone & Belding 
was the last agency to service this 
account. 

A spokesman in the New York 
office told AA the Swiss have de- 
cided to use an agency again be- 
cause they are expanding their 
promotional campaign in Amer- 
ica. 

In the past season, Swiss tourist 
|promotion has been running in 
}one-quarter and one-third pages 
lin Esquire, Holiday, Saturday Re- 
view, Sports Illustrated and Town 
& Country, supplemented by in- 
sertions in newspaper travel sec- 
tions and regular schedules in 
travel publications. 


Paris, June 12—In France, the 
poster is considered something 
more than a mere advertising me- 
dium. It is regarded as an art form, | 
with a history predating the mod-| 
ern advertising industry. 

This tradition was much in evi- 
dence recently, as Air France un- | 
veiled a set of 10 new posters | 
which will soon go into worldwide 
distribution. 

The background of the produc- 
tion of these new posters illustrates 
|the reverence with which the 
|French approach Vaffiche. 

It seems Air France decided last 
|year that its posters were falling 
behind “the taste of the constantly 
|expanding traveling public.” 

And so it called in Jean Carlu, 
a well known poster artist and 
president of the Alliance Graph- 
ique Internationale, and asked him 
to serve as art director in prepa- 
ration of a new campaign. 


a M. Carlu rounded up 10 top 
poster artists, several of them of 
| worldwide renown, and got them 
to design a striking series of 10 
posters built around two themes: 
“Air France, the largest airline 
network in the world” and “An 
invitation to travel.” | 

The first of these was illustrated 
by Jacques Nathan and Raymond 
Savignac. The “Invitation to trav- 
el” theme, featuring countries and| 
continents served by Air France, | 
was illustrated by Jean Colin) 
(North America), Paul 


Gardner 
Wright 


Co., is the new president of the 
Louis. Other new officers shown 


Henry 
Rowland 
ELECTED—Mrs. Mabel Henry, educational director of St. Louis Dairy 


Women’s Advertising Club of St. 
here are Joan Gardner, publicity 


and promotion director of St. Louis Fashion Creators, vp; Mrs. 
Frances Rowland, assistant pr director of the United Fund of Great- 


er St. Louis, secretary, and Jane 


Wright, art buyer-typographer of 


Gardner Advertising Co., treasurer. 


Masochism Pulls Admen in Business; Early 
Psychic Injury Kills ‘Em Young, Doctor Says 


New York, June 12—Advertis- 
ing men don’t die young because 
of the stresses or strains of their 
jobs. Not according to Dr. Daniel 
E. Schneider. Dr. Schneider is a 
psychiatrist who insists admen die 
young because of “early psychic 
injury.” 

Dr. Schneider, in an interview 
published by “Pix Biz,” house or- 
gan of FPG, New York photo- 
graphic agency, points to a series 
of studies he’s conducting to prove 
his point. 

“Premature coronary cases, ac- 
cording to these studies,” says Dr. 
Schneider, “are the culminating 


Air France Travel Posters Are ‘Significant 
Examples of Modern French Art'—Ads, Too 


bois (South America), Guy Geor- 
get (Far East), Eric Lancaster 
(Paris), Herve Morvan (Europe), 


Jean Picart-le-Doux (France) and 


Bernard Villemot (India). 

The posters are contemporary in 
style—but not abstract in subject 
or design. Animals, people, monu- 
ments or scenes are used to reflect 
a region. For example, the North 
American poster designed by Jean 

(Continued on Page 112) 
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Colin| ART’S SAKE (TOO)—Here are three of Air France’s se- 
(Equatorial Africa), Jacques Du-| ries of 10 new posters which were recently unveiled 


result of early psychic injury, usu- 
ally in early infancy and child- 
hood, and their incidence in the 
‘advertising profession is merely a 
reflection of the circumstance that 
individuals who have suffered such 
injury are prone to select a pro- 
|fession with the characteristics of 
advertising.” 


= In Dr. Schneider’s view, the 
“deep need for masochism, com- 
pulsive preoccupation with words, 
and a pervasive, although con- 
|sciously denied, belief in magic 
are noteworthy motivations in such 
choice.” According to the doctor, 
people like this “would develop 
comparable physical onslaught 
even if they happened to engage 
in other professions.” 

“Pix Biz” says that Dr. Schnei- 
der’s view is that the “hectic na- 
ture of advertising work—the in- 

(Continued on Page 22) 


Sateway, Nielsen Sign Pact 


be included in the national grocery 


| 
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Beards, Horses, 
Etc. as Ad Fads 


New York, June 12—John P. 
Cunningham, lamenting and lam- 
basting “Madison Ave. herd think- 
ing,” climbed on the anti-horse, 
anti-beard bandwagon last week. 

Speaking before the visual com- 
munications conference of the N.Y. 
Art Directors Club, the president 
of Cunningham & Walsh demand- 
ed “we must have less imitation 
and less mediocrity.” 

“We partners-in-persuasion have 
an absolute obligation to create 
a product-picture for the people 
who hire us that is fresh, individ- 
ual and different from competi- 
tion.” 

“We must get rid of a good deal 
of this Madison Ave. herd think- 
ing,” he said. 

“Take cake mixes. One advertis- 
er seems to make a great success 
by a photographic close-up of a 
great succulent slice. 

“Pretty soon all the cake mixes 
are vying with one another to see 
which one can get photographical- 
ly closest to your eye-balls. 

“And beards. Just because one 
advertiser achieves’ distinction 
around a bearded character, do we 


(Continued on Page 31) 


Public Likes Ads— 
Even Eye Patches, 
Horses: Martineau 


PHILADELPHIA, June 13—Pierre 
Martineau, director of research, 
the Chicago Tribune, said at the 
convention of the Advertising Fed- 
eration of America that modern 
advertising is designed to get “in- 
side people” and is attuned to mod- 
ern mass buying and the move- 
ment of consumers to the suburbs. 

Admen are using such esthetic 
devices as color, animation and 
physical appearance of retail ads 
as a non-rational approach to 
those who buy. 

This change in mass taste, he 
stated, also has brought about the 
use of such strange illustrations as 
horses in living rooms and patches 
on one eye—plus humor, which 
the speaker described as the “in- 
congruity of unexpected juxtaposi- 
tion of the human element.” 

The fact that such advertising 
is being accepted is a tribute to the 


Safeway Stores Inc. and A. C. congenial attitude of the consumer 
Nielsen Co. have signed an agree- today towards advertising in gen- 
ment whereby Safeway stores will eral, Mr. Martineau said. 


In fact, people actually like ad- 


store sample used in producing) vertising, because “people like to 


Nielsen Food Index Services in the 
|U.S. and Canada. 


| 


know why they are buying a 
product,” he added. 


> 
* 


in Paris. Designs of posters with “An invitation to 
travel” theme reflect the regions represented. 


Cunningham Hits | 
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Floridians Get 
Hot Under Collar 
at Du Pont Ad 


Agency May Have Added 
15% to Temperature, 
Greenewalt Suggests 


Sarasota, June 13—Sarasota’s in| 
a sweat. And it’s not the weather. | 
As everyone knows, the weather 
here is always lovely. Everyone 
knows, that is, except possibly the | 
Du Pont company and its agency, 
Batten, Barton, Durstine & Osborn. 

It all started coolly enough, with 
a page ad in the May 7 Life for 
Dacron, a fiber which Du Pont 
pushes. The ad’s illustration 
showed a handsome man, impec- 
cably clad in a “cool summer suit” 
of Dacron. This lad was in the act 
of marking lines on a blackboard. 
Weather lines. Only trouble was 
that the line he was marking 
through Florida—drawn right 
through the very heart of Sarasota 
—was marked 105°. 

Well, that hit Tod Swalm, man- 
ager of the local chamber of com- 
merce, right where he lives. So Mr. 
Swalm sat down and penned a 
pained missive to C. H. Greene- 
walt, president of E. I. du Pont de 
Nemours & Co., way up there in 
a where it really gets 

ot. 

“Never, sir,” said Mr. Swalm to 
Mr. Greenewalt, “in the entire his- 
tory of recorded weather statistics 
has there been a temperature of 
105° in Sarasota. In fact, in the 
last 87 years—since 1896—a tem- 
perature of 100° was recorded only 
once, and that in 1898, according to 
the official records of the US. 
weather bureau.” 


s After pointing out that Sarasota 
has “one of the most equable clim- 
ates in the world,” with a year- 
round mean average of 71.8° and 
an average maximum for the hot- 
(Continued on Page 103) 
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‘NOT A BIRD’—Jos. Martinson & Co., New York coffee roaster and 
distributor, has had many requests for reprints of its current ads 
appearing in New York theater programs which feature caricatures 


of prominent stars indorsing the 


company’s Jomar instant coffee. 


Al Paul Lefton Co. is the agency. 


U.S. Households Now 
Number 48,800,000, 
Census Bureau Says 


WASHINGTON, June 13—Since 
March, 1950, the number of house- 
holds (or occupied dwelling units) 
in the U.S. has increased by more 
than 5,000,000—about 900,000 a 
year on the average—and their to- 
tal number now is about 48,800,- 
000, according to the Bureau of 
the Census. 

Urban and rural-nonfarm house- 
holds increased by about 1,000,000 
a year between 1950 and 1956, 
from 37,300,000 to 43,100,000, while 


FTC Told It's Too Late to Unscramble 
‘Farm Journal,’ ‘Country Gentleman’ 


Hearing Examiner Says 
Legal Waiting Period 
Would Have Barred Deal 


WASHINGTON, June 13—A Feder- 
al Trade Commission hearing ex- 
aminer ruled today that the) 
merger of Farm Journal and 
Country Gentleman should never 
have been allowed, but that the 
government is powerless to rem- 
edy the situation now. 

In an initial decision, on evi- 
dence which was submitted during 
hearings on the merger, Examiner 
Frank Hier protested the “inade- 
quacy and ineffectiveness” of ex- 
isting anti-merger laws. 

“A pre-acquisition waiting and 
examination period, coupled with 
the power to seek injunctive relief 
from the courts, would have kept 
the eggs in the basket until it had 
been determined whether it was 
in the public’s interest to scramble 
them, instead of—as here—trying 
to unscramble them,” he wrote. 

As a result of the merger, he 
said, Farm Journal “is not only 
the only general interest farm 
magazine with nation-wide circu- 
lation, but the dominant magazine, 
circulationwise, in many states.” 


= Alleging that he sees “an in- 
cipient tendency toward monop- 
oly,” he commented, “No other gen- 
eral interest farm magazine is 


within hailing distance of it, in 
either resources or circulation.” 

Under the law, he said, all that 
can be accomplished now would 
be an order requiring divestiture of 
the trade names “Country Gentle- 
man” and “Better Farming,” and 
Country Gentleman’s lists of sub- 
scribers and advertisers. “This at 
most,” he said, “may only disturb, 
but not diffuse, the coalescence 
which has taken place. 

“Country Gentleman is dead,” 
he continued, “and the assets 
which it turned over to the re- 
spondent are now without value 

(Continued on Page 6) 


rural-farm households declined by 
about 100,000 a year, from 6,300,- 
000 in 1950 to 5,600,000 in 1956. 

There are now about 42,800,000 
families (groups of two persons 
or more related by blood, mar- 
riage or adoption and residing 
together), according to the survey, 
taken in March, 1956—an increase 
of 3,500,000 since 1950. 


® Married couples now number 
38,300,000, with only 1,300,000 
(3.3%) not maintaining their own 
households. In 1950, married cou- 
ples numbered 36,100,000, with 
2,000,000 (5.6%) without their own 
households. 

The census report shows 9,900,- 
000 unrelated individuals—(per- 
sons other than inmates of institu- 
tions) who are not living with any 
relatives. 

(Current population report P- 
20, No. 68, “Household and Fam- 
ilies, by type: 1950 to 1956,” is 
available from the Bureau of the 
Census, Washington 25, D. C. at 
10¢ a copy.) 


Geyer Names Four VPs 

Geyer Advertising, New York, 
has elected Donald J. Slattery Jr., 
Robert F. Wilson, John R. Geyer 
and Stephen H. Hartshorn vps. 

All with the agency some time, 
Mr. Slattery and Mr. Wilson are 
account executives; Mr. Geyer, 
son of founder B. B. Geyer, is sec- 
retary and a board member, and 
Mr. Hartshorn is research direc- 
tor. Nicholas Ivan Orloff, formerly 
record promotion manager in 
Michigan for the distributor divi- 
sion of RCA Victor, has joined 
Geyer’s Detroit office as a copy- 
writer. 


female of the species is more 


Earnings of Magazines May Grow 85% 
In Next 3-5 Years, Bernhard Predicts 


‘Ah, to Be in England’ 
New York, June 12—The 


deadly than the male in the 
advertising business, if an 
Associated Press dispatch 
from London is any criterion. 

The AP said the current 
issue of Advertisers’ Weekly, 
London, carries an ad that || 
reads like this: 

“Brunette. Attractive phe- 
nomenon: 5’1” tall; vital sta- 
tistics 34-22-35. Well dressed, | 
with ability to charm and 
subjugate the most hard- 
hearted client. Sound knowl- 
edge of fashion trade and ad- 
vertising. Seeks overpaid job 
as assistant to account ex- 
ecutive on fashion or textile 
account with view of easing 
him out at the first available 
opportunity.” 


Theater Program 
Can Sell Coffee, 


Martinson Finds 


New York, June 12—Jos. Mar- 
‘inson & Co., coffee roaster and 
distributor, has had unusual suc- 
cess with an advertising experi- 
ment uncommon in food advertis- 
ing. 

During the past six months, it 
has been running ads regularly in | 
New York legitimate theater pro-| 
grams published by Playbill. Each 
ad in the series is a brief, /ight-| 
hearted indorsement of the com-| 
pany’s Jomar instant coffee and 
features a caricature of a prom-| 
inent theatrical star appearing 
currently in a Broadway hit. 

The ads are specifically tailored | 
for a quality-conscious audience, | 

(Continued on Page 23) 


PHILADELPHIA, June 12—Com-| 
mon pleas court No. 1 has ruled 
that use of trading stamps does 
not constitute a violation of the 
state’s fair trade act when they are 
issued with fair-traded merchan- 
dise, dismissing a complaint 
brought against American stores 
Co. by five pharmacists. 

Judge Peter F. Hagan ruled that 
trading stamps have not met with 
“express legislative condemnation 
in this commonwealth, and there 
is nothing in the [state fair trade] 
act invoked to indicate that its 
provisions were intended to pre- 
vent the practice” of giving stamps 
on fair-traded goods. 

The pharmacists have brought 
a similar case against Penn Fruit 
Co., which is pending in another 
common pleas court here. Plain- 
tiffs are David Gever, Bernard 
Grossman, Harry L. Novack, Reba 


Shuman and Samuel Belber. 


Highlights of This Week's Issue 


Motivation research is no 
panacea, market research head 
A 

Retailers in northern California 
meet stamp competition with 
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fish Page 40 

FTC charges Whitman candy with 
unfair discount practices Page 67 
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ing to study product re- 
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ad medium by national adver- 
tisers Page 83 

Business papers help build sales for 
anti-smog equipment ..Page 84 

New York Art Directors Club an- 
nounces winners in ad art com- 
petition 


shows Page 89 
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NARTB code board warns stations | This Week in Washington 
2 Tips fer the Production Man .. 


to obey tv code Page 9 


Prize contests may conflict with | wnat They're Saying 


Page 86 
More people buy stocks; gain iS Looking at Radio & TV 
attributed to ad efforts .Page 88 
Creative people are just like other | 9, the Merchandising Front 
people, treated likewise, survey | Photographic Review 


Oklahoma lottery law ..Page 93 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 


Newsprint Lack, Loss 
of Business by TV 
Alter Scene: Analyst 


New York, June 12—Magazine 
advertising revenues this year will 
reach $830,000,000 (14.5% ahead 
of 1955). This figures represents 
8.3% of the $10 billion total ad 
revenues estimated for 1956. 

That prediction is made in the 
current issue of “The Value Line 
Investment Survey,” published by 
Arnold Bernhard & Co. 

In its current appraisal of major 
magazine publishing companies, 
the survey points out that the most 
notable item is the expansion of 
magazine advertising revenues in 
the first quarter of this year. 

“In the first three months of 
1955,” it notes, “while totai ad 
revenues increased 12%, maga- 
zine sales rose only 2%. For the 
first three months of this year, 
however,” it says, “magazine rev- 
enues posted a 14% gain, com- 
pared to only an 11% advance in 
total advertising. Moreover, a large 
part of the increase stemmed from 
greater linage saies. Sizable space 
rate advances effected earlier this 
year also figured importantly. 


® “One of the costliest problems 
confronting publishers,” the survey 
finds, “is that of building circula- 
tion so as to set a higher base for 
establishing space rates. The ratio 
of newsstand sales to subscription 
sales has declined markedly for 
nine of the top ten magazines. Bet- 
ter Homes & Gardens is the lone 
exception. 

“Probably the« most important 
factor in the downtrend has been 
the growth in readership of the 
sensational, expose-type magazine. 
Newsstands have been featuring 

(Continued on Page 105) 


Bay State, Quaker State Courts Differ on 
Compatibility of Trading Stamps, Fair Trade 


Boston, June 12—A manufactur- 
er who tolerates issuance of trading 
stamps by retail outlets cannot 
complain when non-signers of a 
fair-trade agreement cut prices. 

That was the ruling here yester- 
day of Judge Bailey Aldrich in 
U.S. district court, when he denied 
a preliminary injunction sought 
by Colgate-Palmolive Co., New 
York, against four Boston retail 
stores for cutting prices in alleged 
violation of the Massachusetts 
fair trade law. 

The court ruled that the issuing 
of trading stamps is a form of dis- 
count and noted that many retail- 
ers selling Colgate products issue 
trading stamps. He ruled that a 
manufacturer who allows retail 
outlets to issue trading starmps has 
no ground for complaint when non- 
signers of the state’s fair trade law 
cut prices of the manufacturer’s 
products, 


Coming Con t 

Creative Man's Corner 
Editorials 
Employe Communications 
Getting Personal 
Just Looking 


Looking at Retail Ads 
Obituaries 


Ratings 
Rough Proofs 


JOSEPH UNGAR, formerly a vp of 
Biow Co., has joined Ai Paul Left- 
on Co. as vp of marketing. Mr. Un- 


Voice of the Advertiser 


gar will headquarter in Lefton’s 
New York office, 
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Marketing Is Now 
‘Key to Planning,’ 
Dr. Bund Reports 


(Continued from Page 1) 
majority of cases, (a) an expan- 
sion of marketing staffs; (b) in- 
creased importance for the mar- 
keting function in the corporate 
structure, and (c) closer integra- 
tion between marketing and other 
management areas. 

2. The past few years have been 
marked by an “unprecedented” 
amount of personnel and job title 
changes. Significantly, these 
changes “reflect the introduction 
of new concepts, new functions 
or different corporate alignments.” 

3. Individuals with backgrounds 
other than sales are popping up 
more frequently in marketing-—for 
example, the psychologist, statis- 
ticlan and cost analyst. There is 
growing use of staff specialists in 
market research, sales training 
and merchandising. 

4. Objective techniques and 


cae apes oe tga Ta Sie 


measuring devices have been in- 
troduced into a field which “has 
traditionally boasted that so much 
of its success depends on hunch 
and intuition.” 

5. There is a trend toward sys- 
tematic training of marketing per- 
sonnel. 

6. Many companies, “from Gen- 
eral Electric down,” expect their 
people in other functions, such as 
manufacturing or finance, to know 
something about marketing. 

Dr. Bund emphasized that reor- 
ganizations of the marketing func- 
tion vary widely. There is no typ- 
ical example. The study itself will 
show how companies have at- 
tacked the problem, he said. 

However, he reported, in general 
the marketing function is being 
broadened and given “consultation 
or even co-responsibility for other 
management functions.” This does 
not imply “supremacy,” he said, 
but rather a “key role.” The trend 
is for marketing “to capitalize on 
all specialized knowledge.” 

Dr. Bund predicted that there is 
“not a single category—market re- 


search, advertising research, sta- 
tistics, training—in which job op- 
portunities will not multiply in 
the next ten years.” 

As for the skills required in the 
new marketing setups, Dr. Bund 
reported there is “a growing con- 
viction that management today 
involves persuasion, not order- 
giving,” and as a result companies 
are looking for individuals with 
“ability to deal with and work 
through people.” 


@® Where are the top marketing 
people coming from? Dr. Bund 
said they usually come from the 
sales management field, and he 
believes the majority will con- 
tinue to come from this field. He 
conceded that advertising has 
“proved a beneficial background” 
for top marketing executives, but 
he emphatically rejected the view 
recently advanced in an advertis- 
ing trade journal (not ADVERTISING 
AGE) that business is in quest of 
a marketing superman and that 
“today’s advertising executives are 
best-equipped to fill this role.” 


<p are ngs 


eb ct he et game ee a eo 


Your consumers see your 
product. . . and hear about 
it In your advertising .. . 
but we give them a chance 
fo try it. Together we clinch 
the sale. in six years, 40 
million product samples 
were distributed in Guest 
Pacs through. hotels, air- 
lines, clubs and banks. 


«--ts an aimed and con- 
trolled distribution method 
of sampling for cosmetics, 


GUEST PAC CORPORATION 
608 Fifth Avenve, New York 70, K. Y. 
600 Lincoln Road, Miami Beach, Fia. 


9538 Brighton Way, Beverly Hills, Calif, 
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Fitz-Gibbon Accuses Direct Sellers of 
Timidity, Smugness; Urges Ad Push 


(Continued from Page 1) 
Miss Fitz-Gibbon said, there has 
been a perceptible change in re- 
tailer attitudes toward direct sell- 
ers. They now recognize door-to- 
door salesmen as_ effective 
introducers of products, as excel- 
lent creators of 
stores as well as themselves—and 
as good healthy competition that 
benefits all merchandising. 

She lauded the direct sellers 


particularly for their ability to win | 


over consumers to products that 


department stores had failed to r 


sell successfully. 


® What direct sellers should now i 


do, she advised, is to stop bragging 
that door-to-door selling has “be- 
come an American institution” and 


that “Abe Lincoln used to be a) 


door-to-door salesman.” 

They must start doing “power- 
ful advertising” to create a wel- 
come mat for themselves at the 
consumer’s door, she said, adding: 
“You need to let the public know 
what you have to offer. . . You 
have such a nice story to tell, but 
you haven't told it.” 

With machines to take much of 
the effort out of her daily rou- 
tine, said Miss Fitz-Gibbon, the 
American housewife is “sitting 
there on the divan—bored, idle, 
waiting for you. She is your cap- 
tive customer, but you haven't 
taken advantage of it.” 


® NADSC delegates also heard 
some observations about the 
growth of direct selling in the past 
50 years from 50-year veteran 
Alfred C. Fuller, board chairman 
of Fuller Brush Co. 

“Fifty years ago,” he recalled, 
“house-to-house selling was con- 
sidered entirely beneath the con- 
sideration of sales managers as a 
means of building sales. It had a 
poor reputation with housewives as 
well as with business management. 

“When we compare the position 
which direct selling enjoys today,” 
he said, “the contrast is striking. 
It seems to me this proves that 
there never was anything wrong 
with house-to-house selling, but 
that there was a great deal wrong 
with the way in which it was con- 
ducted.” 

Keystone of Fuller’s success in 
the direct selling field, he said, is 
the idea of providing a genuine 
service to housewives—education- 
al home demonstrations of superi- 
or products for making house- 
keeping an easier job. 


= At the meeting NADSC an- 
nounced the results of a survey it 
initiated in 1954 to determine the 
characteristics of sales people cur- 
rently in the direct selling field, 
as a guide to what kind of people 
get into the business and why. 
Statistical study of the survey was 
made by the University of Indiana 
business school and the results 
were presented before NADSC by 
Dr. Albert Haring, professor of 
marketing. 

These are some highlights of the 
results: 


e Of the nearly 1,500,000 people 
now engaged in direct selling, 
slightly over half of them work on 
a fulltime basis. About 45% of the 
survey respondents were women, 
87% of all respondents were mar- 
ried, and 79% of these reported 
having children. Slightly over 
10% of the respondents were wid- 
ows or widowers. 


e More than 75% attended high 
school, and slightly more than 25% 
attended college. Some 71% own 
their own homes; 89.3% own cars; 
19.8% are active in local political 
affairs, and 22.4% were election 
workers or members of political 


business—for | 


committees. Again, 36.3% belong 
to PTAs, 6.6% are members of 
chambers of commerce and 4.3% 
belong to the local better business 
bureau. 


| 
| 


Win C. Cook 


NADSC’s annual Phil Gordon 
Memorial Award, for the best pr 
effort put forth by a member com- 
pany, was awarded this year to 
J. R. Watkins Co., Winona, Minn., 
food and cosmetics producer. This 
was the second year in a row the 
Watkins Co. won the honor. 

Win C. Cook, president of Vita 
Craft Corp., Kansas City, Mo., was 
reelected president. 


Atom-Boast Ad 
Arouses Suspicion 
of Congress Unit 


WaAsHINGTON, June 14—A news- 
paper ad placed by America’s In- 
dependent Electric Light & Power 
Companies, a client of N. W. Ayer 
& Son, has bothered the joint con- 
gressional atomic energy commit- 
tee to the point where it may sub- 
poena some utilities executives. 

The committee apparently would 
like to hear some testimony about 
claims in the advertisement that 
the U.S. leads the world in the 
atomic reactor race. 

According to the ad, which ran 
yesterday in many of the nation’s 
biggest dailies, this is the way na- 
tions rate in nuclear reactors built 
or planned (all types and for all 
purposes) : 


Completed Building or 

as of ‘56 planned 

U.S. 55 35 
Great Britain 7 23 
Russia 6 iW 
All others 10 14 


Sen. Clinton Anderson (D., 
N.M.), chairman of the committee, 
has contended that the U.S. is not 
only not leading in atomic power 
plants, but is trailing far behind. 
He indicated that some leading 
private power companies declined 
to participate in sponsoring the 
newspaper ad, and he wants to 
know their reasons. 

Edward R. Dunning, vp and ac- 
count exec at Ayer, in New York, 
said there would be no statement 
forthcoming on the contemplated 
action of the committee. He said 
that 135 companies are included in 
America’s Independent Electric 
Light & Power Companies and that 
the account, which has been with 
Ayer for 15 years, annually spends 
“a couple of million dollars.” 


Black to ‘Western Metals’ 
James A. Black has been ap- 
pointed district manager of West- 
ern Metals, Los Angeles. He will 
handle advertising sales in Ohio, 
western Pennsylvania, western 
New York and eastern Michigan 
from offices in Chagrin Falls, O. 
Mr. Black, formerly with the me- 
dia department of Fuller & Smith 
& Ross, Cleveland, also will con- 
tinue as a representative of Thom- 


as Publishing Co. 
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FTC Told It's Too Late to Unscramble "om °sis.000 in aucust, 1955, 


Farm Journal’s gross advertising | 
‘F J s G # |revenue was over $1,000,000 in| 
arm Journal, ountry entleman om on 0 ae aga apa, 


. , : p Mr. Hi jected the defense 
(Continued from Page 3) |Junction to prevent consolidation | ¢pa¢ the — Shea pana valid se te 


to any newcomer, or indeed, to | of the properties were rejected by | the “failing company” doctrine. He 
any farm publication now in the | federal courts. said Curtis had a surplus of $16,- 
field. When his corn is taken from| Commenting on the allegedly 000,000—“more than ample” to re- 
him and the horse dies, it is the adverse effects of the merger, the | vitalize the magazine. 

height of vanity to strew the bare|examiner said advertisers now 


corncobs on his grave.” |have the choice of advertising “in| s “The record does not show that aa TO : . 

the one substantial national farm | Curtis had to sell, or that it had CORSE ERS AND PRESS DURING 
® From a practical standpoint, he|magazine” or paying from one-|no other reasonable, possible or — E SBRASSIERE MARKET WEEK 
continued, divestiture now of the|and-a-half to two times the rate feasible alternative,” he said. “It _~_ G reecty 
list of subscribers will accomplish |for as broad coverage in advertis-| would be naive to assume that ‘ . in S 
nothing. Farm Journal, he said,| ing in eight to twelve section mag-|Curtis could not continue with : Tp ORDIALLY InviTeD 70 Tak 
“has extracted all the juice from |azines. Country Gentleman. If so, all Farm , ANY BRASSIERE SHOWROOM ang 


the fruit, as well as from the list} Noting the significance of the|Journal had to do was wait for 
of current Country Gentleman ad-|two magazine properties involved|the horse to die, and then pick 
vertisers. Neither list has any|in the merger, he said Farm Jour-|the bones—free, or near free. 


value in the market except as list | nal’s $10,000,000 represented 20.6% “It also would be naive to as- 
of names. As such they are value- }of total advertising in 30 farm | sume that the disappearance of 
less.” : ‘Magazines in 1953, and Country | Country Gentleman. If so, all Farm 


FTC compiained against the | Gentleman's $7,645,000 an addi- tor, not specifically provided for 
merger in July, 1955, less than six | tional 15.5%. In 1954, Farm Jour-|in the acquisition contract, but un- 2 : , . : 
weeks after it occurred. Efforts of|nal had 20.1% of the advertising | mistakably required thereby, was PROPER CARRIAGE—Free trensportetion wes ” ovided via this gilded 
the commission to obtain an in-'in the field, and Country Gentle- not a powerful motivating factor| ©@¢h with two white-horsepower to brassiere showrooms during 
Corset & Brassiere Market Week, New York. Riding off to work are 
Alice Mann (left) and Mary Jane Seale, models, in an English 
barouche provided by Rubber Fabrics Co., suppliers of Brafoam. 


in the negotiations.” | periodicals.” 
The acquisition, begun with a, “. ~~. The boundary of the two 
- . letter agreement June 6, 1955, con- relevant markets in this case,” 
cluded in a formal agreement in | he said, “is drawn to include all 
The value of the exclusive T.R. Clientele can mot ceccics. Soe cess. coer interest farm publications 
ferred to Farm Journal: (1) Its) Which sell their magazines to 
right to the names “Better Farm- farmers and to those interested in 


be measured by mere numbers of circulation alome— ix oe coer “centemen® rrming, sna those which sl oa 


(2) the list of subscribers to its | vertising space for the sale of both 
publication, and (3) the advertis- | agricultural products and general 


ers placing orders for September |COMsumer goods.” 


° | and subsequent months. 

~~ f urchasing power of the & hs q |# In addition, he noted, the sub- 
\t iS in terms 0 p f : |scriber to Country Gentleman or 
. h order pay for, pre e |@ Farm Journal canvassed the Farm Journal is interested in news 
companies who ’ di : | Subscribers and gave them the al-| of farming and will not accept The 
it that T R outstan ing ternative of substituting Farm) saturday Evening Post, The New 

and use | ’ io | Journal or its twin publication, yorker or Life instead. 
a hi P Circulation Excels! Town Journal, or of cancelling) Farm Journal had further 
Buyers p : their subscriptions. Advertisers| claimed that it is not a national 
i fee were canvassed in a like fashion.| magazine but three regional mag- 


| On the question of “relevant) azines, with a central-east edition, 
| markets,” Farm Journal had con-|a southern edition and a western 
| tended that it competes for adver-! edition. 


Recent Dun & Bradstreet surveys show the unequalled _tising to a large extent with every; Convinced that the magazine is 
° ° . ° | magazine published and with tele-| “one general interest farm maga- 
buying potential of Thomas Register clientele. One rea- vision, radio, outdoor advertising! zine,” the examiner stated that. 
° |}and direct mail. for example, “the regionalization 

son for T.R. preference by 11,648 Advertisers. | Examiner Hier ruled, however,|of Farm Journal cannot be said to 


|“The basic fact is that farm pub-| have had any substantial effect on 
| lications are a distinct and separa- its advertisers. The overwhelming 
ble class of periodicals, entirely’ majority of such advertising 
different in their audience and (93.32% in 1955) was still being 
their appeal to advertisers, from’ bought on a national coverage 
general news and fiction carrying basis.” 


A Thomas Register representative will be glad to show 
you these comprehensive reports at your convenience. 
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“He promises to put the Redbirds 
onto the top perch...any bets?” 


HERBERT BEAVEN, V. P. and Acct. Supervisor, Mogge-Privett, Inc., 
| Los Angeles, previews “I'm Here to Win a Pennant” from this week's Post. 


“Anybody who could juggle and 
‘horse-swap’ the old White Sox into 
the first division is a man to reckon 
with. And now Frank Lane has a hot 
flock of Cardinals to start off with and 
a blank check to back him up. I don’t 
know whether his pennant-or-bust 


Do advertisers- and readers- 


choose the same magazine 2 


Perhaps you've heard the rumor that this is the last generation 
of readers...that reading is a dying habit. But look at the facts. 

If you read all the stories and articles in an average issue of 
The Saturday Evening Post, it would take you some seven hours. 
If you read the ads (and who doesn’t), it would take you con- 
siderably longer. Yet the Post—a reading magazine in the 
fullest sense—is now enjoying an all-time peak in popularity! 
Its circulation has hit a new high of nearly five million. 

And advertisers and agency men are very definitely following 
the reader. For they have invested more dollars in the Post dur- 
ing the first six months of this year than ever before in its history! 
The Post gets to the heart of America. 


plan will work, but his article should 
be ‘must’ reading for every man on 
the defending Dodgers!” 

. . . 
In all, 8 articles, 4 short stories, 2 seri- 
als, and manyspecial features in the June 
23 issue of The Saturday Evening Post. 
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(Continued from Page 1) | 
and what is not. 

Next he urged the retailer to 
look over his services. “Services | 
should be chosen on the basis of | 
how well they can be merchan-| 
dised,” he said. After that, every | 
store owner must use his imagina-| 
tion and employ gimmicks to bring | 
traffic into his store. 

“It always bothers me to see 
services performed without being 
sold,” he said. “Department stores 
perform so many services. They’ve 
developed great organizations for 
advertising and displaying and 
selling merchandise. They take 
good care of their customers, make 
shopping so easy for them, so 
pleasant, so safe.” 

But, because these services are 
traditional, he said, the store tends 
to take them for granted—and lets 
its customers take them for grant- 
ed. 


® Current arguments about 
whether advertising should at- 
tempt to build an image in the 
consumer’s mind or present logical 
reasons for buying the advertiser’s 
product are “interesting but large- 
ly pointless,” AFA was told by 
S. R. Bernstein, editor of ADVERTIS- 
ING AGE. 

“There are all kinds of talk and 
debate about whether advertising 
should use ‘hard sell’ or ‘soft sell,’ 
‘reason-why’ or ‘image-building,’”’ 
he said. “This makes wonderful 
material for erudite discussions, 
but it is mostly irrelevant and im- 
material,” Mr. Bernstein said. 

“The fact is that advertising is a 
selling tool. The success of selling 
is measured by sales and orders, 
not by attitudes or images or pop- 
ularity ratings. Therefore, that ad- 
vertising is best and most effective 
which sells most effectively. Any 
other measure of advertising ef- 
fectiveness merely tends to obscure 
the real function and the basic 
importance of advertising.” 


® Assuring his audience that “sell- 
ing most effectively” almost never 
means “hitting the prospect over 
the head with a meat axe, and 
certainly never means untruthful 
or misleading or distasteful adver- 
tising,”” Mr. Bernstein Said that 
“ringing the cash register is only 
part of the test of effective adver- 
tising. 


U.S. Must Build Ability to Sell to 
Match Ability to Produce: Donaldson 


“The other—and equally im- 


portant—part is to sell in such a|jin (1) education in advertising,|merchandising and publicity, J. 
way that the customer is pleased| (2) public service through adver-|L. Hudson Co.; Joseph F. Hobbins, 
tising and (3) public relations| advertising manager, 


with the product and the transac- 
tion and looks forward to dealing 
with you again,” he said. 


“The fact is,” Mr. Bernstein) 
maintained, “that both sides are) 
exaggerating their positions— 


sometimes to the point of absurd- 
ity. It is nonsense to assume that 


Elliott Rexford 


THEY WERE THERE—At the Advertising Federation of America convention in Philadelphia 
last week were Joseph Elliott, former president of Schick Inc.; Alfred P. Rexford, R. 
W. Rexford Co., and Seiji “Sam” Chihara, Dentsu Advertising, Tokyo. In the center 
photo, Dr. Vergil D. Reed, J. Walter Thompson Co., chats with Helen A. Holby, re- 
tiring AFA director of club services; Ruth T. Gardner, who succeeds Miss Holby (see 


so-called reason-why advertising 
is concerned only with nuts and 
bolts, and thread count, and price, 
and other purely material things. 

“Reason-why exponents from 
Claude Hopkins on down have al- 
ways paid a tremendous amount 
of attention to psychological prod- 
uct benefits—to image-building, if 
you wilt. They were by no means 
advocates of a dry, catalog-type 
recitation of the virtues of a prod- 
uct. 


a “By the same token, some peo- 
ple assume that the advocates of 
image-building want to leave the 
realm of sanity completely in their 
advertising, and that they have a 
complete and utter contempt for 
the facts. 

“This too is largely nonsense. 
Much of the so-called image-build- 
ing advertising has used good, ef- 
fective selling copy to hammer 
home its argument, even though 
the hammer may have been hidden 
under velvet draperies. 

“The simple fact is that there 
are fashions in advertising that 
mirror the general mores of the 
moment. Because we live in a 
high-level luxury civilization, ca- 
tering largely to half-formulated 
wants rather than basic needs, cer- 
tain products can do a better and 
more effective sales job right now 
by using avant garde art, surreal- 
ism, and unusual symbolism. 

“There is nothing wrong with 
this, and practically nothing new. 
It has always been true. But it by 
no means indicates that human 
beings have changed so drastically 
that all advertising should now sell 
‘images’ rather than give good, 
sound facts and reasons why the 
product or service should be 
bought. 


8 “The only danger that confronts 
us is the terrible danger that the 
present disagreement over basic 
advertising philosophies and ap- 
proaches will become agreement. 

“As long as we have ardent de- 
votees of both sides, or of a dozen 
different positions, we are all right. 
It is only when one side wins out, 
and everyone slavishly follows, 
that serious harm can be done to 
the effectiveness of all advertis- 
ing.” 

The AFA also announced win- 
ners of the annual competition 
among ad clubs for achievement | 


through advertising. 
The Advertising Club of Char-! 


lotte won first prize for education |David Kutner, merchandising man- 


mention. 
For clubs of more than 100, first 
prize went to the Women’s Adver- 


tising Club of Chicago. Dallas Ad- | Deems, exec vp, Hearst Magazines. 
Automation in selling came up 


vertising League was second, and 


|ance Co.; Robert M. Gray, director 
Esso 


of advertising and sales, 


| Standard Oil Co.; and Richard E. 


honorable mentions went to the for frequent mention; even those 


Memphis and Minneapolis clubs. 
Public relations for advertising: 


|discussing media 
| changes in selling as affecting me- 


Clubs under 100, first prize to Ad-| dia. 


vertising Club of Charlotte; second, 


E. B. Weiss, vp, Doyle Dane 


Shreveport adclub, and honorable Bernbach Inc., participating in the 
mention to the Huntington, W.Va.,| selling patterns panel, was most 
club. Clubs with more than 100: spectacular in his discourse. 


First prize to Women's Advertis- | 


He predicted revolving stores, | 
ing Club of Detroit. Advertising| with customers sitting in front of| 


referred to 


Advertising Age, June 18, 1956 


There Are Valves 
And Valves; Conn 
Agrees With Crane 


(See picture on Page 1) 

ELKHARDT, IND., June 14—Crane 
Co., Chicago, and C. G. Conn Ltd., 
Elkhart band instrument manufac- 
turer, seem to agree that between 
pew two of them they have a big 
|share of the valve manufacturing 
business. 

Crane Co. went into trade and 


Club of Toledo was second, and| merchandise conveyed to them for | husiness papers recently with ads 


honorable mentions went to the 
Columbus Chamber of Commerce | 
adclub and the Des Moines adclub. | 

The awards for public service | 
through advertising for groups un-| 
der 100: First prize to Advertising | 
Club of Jackson, Miss.; second | 
award to Women’s Advertising| 
Club of Des Moines; honorable | 
mentions to the Sioux City and| 
Champaign-Urbana clubs. 
= Among groups of more than 100: | 
First prize to Oklahoma City Ad- 
vertising Club; second to the Ad- 
vertisers of Cincinnati; honorable 
mentions to Women’s Advertising 
Club of St. Louis and Dallas Ad- 
vertising League. 

Patricia Westcott, 17, senior at 
DeVilbiss High School, Toledo, 
won the annual high schoo] stu- 
dent essay contest of $500 and a 
trip to the convention. Presenta- 
tion was made by Robert MacNeal, 
president of Curtis Publishing Co. 
and chairman of the committee. 

Mr. Donaldson was re-elected 
AFA chairman; Robert M. Feem- 
ster, chairman, executive commit- 
tee of the Wall Street Journal, 
was re-named vice-chairman. Elon 
G. Borton continues as president 
and general manager. 


s Vice-president Genevieve Haz- 
zard, Campbell-Ewald Co., Detroit, 
was mamed chairman of the 
Council on Women’s Advertising 
Clubs; and C. Leonard Shaw, pub- 
licity manager, the Norton Co.; 
Melvin T. Tharp, director of ad- 
vertising for the Columbus Dis- 
patch, and Ken E. Johnson, of the 
Kansas State Bank, vps, were 
named chairmen of the Council on 
Advertising Clubs. Loretto J. Fox, 
pr manager of the Falk Corp., 
continues as secretary; William G. 
Werner, director of public and 
legal services of Procter & Gamble 
Co., was re-named treasurer. 

New directors named: Felix) 
Coste, vp and director of market- 
ing, Coca-Cola Co.; Gene Flack, di- 
rector of advertising, Sunshine | 
Biscuits; L. B. Sappington, vp-| 


Anaconda | 


Co.; Mary E. Busch, vp, Emery Ad- 
vertising Corp., Baltimore, and 


in advertising for clubs under 100| ager, Motorola Inc. 
Re-elected directors were Mar- center in this country. He offered/| start, has been named New Eng- 


was second in this group, and the! garet Divver, advertising manager, his own college as a possible head-| land manager. He will have head- 
Fort Worth adclub got honorable| John Hancock Mutual Life Insur- 


members. The Sioux City adclub) 


Chihara Reed Holby 


Gardner Bosshard 


and Edward C. 


push-button 
chases. 

He talked about moving side- 
walks bearing customers from 
huge parking lots to the shops, 
predicting such innovations will 
bring vast changes in selling. 

Self service in the future, Mr. 
Weiss predicted, will extend to 
virtually all categories of merchan- 
dise. The checkout counter will be 
electronic and minus the checkout 
girl. Merchandise will be marked 
in code, totaled and recorded. 


a “With atomic-radiated food 
freed from spoilage problems, 
food will be sold in mounting vol- 
ume from electronically-controlled 
batteries of vending machines,” he 
added. 

In fact, some shopping will be 
done electronically from the auto, 
utilizing a huge electronic bulletin 
board with remote controls to the 
car, he said, and store directories 
will be electronic. 

H. Bruce Palmer, president of 
the Mutual Benefit Life Insurance 
Co., also stressed automation. He 
said that if we are to continue the 
trend toward automation in other 
phases of business, automation in 
selling is also in the cards. 


a “One way of providing automa- 
tion for the salesman is to enable 
him to talk to several people at 
one time, instead of presenting his 
sales message to an individual,” 
he stated. “This is a tremendous 
challenge to the advertising world. 
Perhaps no tool of selling has a 
greater opportunity to help the 
salesman in this regard than to- 
day’s advertising.” 

At the closing luncheon session 
on Wednesday, Howard Pyle, de- 
puty assistant to President Eisen- 
hower, presented the Benjamin 
Franklin medal of the U.S. Con- 
gress to Ben R. Donaldson, chair- 
man of the AFA, for the federa- 
tion. 

He described the members of the 
advertising industry as the “key 
troops” in the battle to get infor- 
mation to all free countries. 

At the final session, covering 
advertising education, Dean Gor- 
don A. Sabine, college of commu- 
nication arts, Michigan State Uni- 
communications 


an advertising 


quarters of such a center. 


McClelland MacNeal 


Von Tress, Curtis vp. 


recording of pur-| 


showing a musical and a non- 
| musical valve. The ads declared, 
| “There are some valves that Crane 
| doesn’t make.” The ad continued: 
“Crane makes more valves than 
anyone else.” 

Perceiving an opening for tie-in 
promotion, C. G. Conn Ltd., whose 
line includes tubas, worked up an 
agreement with Crane and came 
out with a four-page folder whose 
cover duplicates Crane’s ad, but 
with the added question: “Three 
guesses who makes the most band 
instrument valves?” The answer 
is carried in the folder’s inside 
spread showing Conn’s Elkhart 
plant, pictures of wind instrument 
valves and so on. 

Idea of taking off on Crane’s ad 
was worked out between Conn’s 
ad manager, Mrs. Vera Shields, 
and Conn’s agency, MacDonald- 
Cook Co., South Bend, Ind. Crane 
Co. and its agency, Buchen Co., 
| Chicago, provided the two-color 
ad plates for Conn’s brochure. 


Ray Champion, 50, 
Harnischfeger Homes 
Ad Executive, Dies 


Cuicaco, June 13—E. Ray Cham- 
pion, 50, director of advertising 
and merchandising of Harnisch- 
feger Homes Inc., Port Washington, 
Wis., died here suddenly yesterday 
of a heart attack. 

Mr. Champion was exec vp and 
general manager of Applegate Ad- 
vertising Agency, Muncie, Ind., for 
two years before joining Harnisch- 
feger less than two months ago. 
Previously he had been merchan- 
dising manager of Lennox Furnace 
Co., Marshalltown, Ia., for eight 
years; advertising manager of the 
Coolerator Corp., Duluth, and 
an employe of Investors Syndicate, 
Minneapolis. 

He was a graduate of the Uni- 
versity of Minnesota, where he was 
a varsity football player. He was 
an honorary life member and for- 
mer president of the Minneapolis 
Advertising Club. 


| ‘This Week’ Boosts Lalley 
| Frank Lalley, a member of the 


| versity, urged the establishment of | sales staff of This Week Magazine 


_almost from the supplement’s 


‘quarters in Boston. 


Gamble Von Tress 


story on Page 96); Felix Bosshard, Willy Bosshard Advertising, Zurich, Switzerland, 
and Joseph McClelland, ad manager, Norristown Times Herald and co-chairman of the 
convention. At right are Robert E. MacNeal, president, Curtis Publishing Co.; Mrs. 
Frederic Gamble, wife of the president of the American Assn. of Advertising Agencies, 
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DALLAS ‘does not live 
ly Dallas, alone... 


< 
- Sales to 
ae Ow -of-Town Customers 
NAP Account for 35.2% of 
mer Dallas’ Retail Volume 
DALLAS’ BUSINESS IS BIGGER THAN DALLAS: i 
Employment of Sales Management's retail concentration formula 72-County Dallas Market Sales: 
reveals the extent of Dallas’ out-of-town business in ae ae FOOD ...... $ 814,828,000 
STORE GROUP DALLAS CITY SALES %.) ae GENERAL MDSE. . 564,248,000 
Food . . . . . . $ 184,119,000 20.8% APPAREL... .. 219,220,000 
General Mdse. . . . 211,799,000 60.0% FUR... HSLD 
Apparel . . . 67,260,000 43.2% eHSLD.,RADIO 166,097,000 
Furn., Hsld., Radio. . 38,583,000 20.5% AUTOMOTIVE .. 983,478,000 
Automobile . . . . 253,720,000 37.7% DRUG ...... 127,739,000 
Se 31,466,000 34.6% TOTAL RETAIL SALES $3,984,820,000 
Total Retail Sales . . $1,044,216,000 35.2% (SM: May 10, 1956) 


Add Dallas’ out-of-town customers to your Dallas prospects 

by advertising in The Dallas News — the newspaper North 
Texans read to keep up with their Dallas interests. With 

The New’s 20% larger circulation and greater, more 
selective coverage, expect fuller response from both Dallas 

and the larger, richer 72-county Dallas Market! 


ONLY THE DALLAS NEWS 
COVERS THE 
BIGGER DALLAS MARKET 


Ghe Hallas Morning eos | 


DALLAS’ LARGEST NEWSPAPER: More people BUY The News . 
more people READ The News... more people are INFLUENCED by The News than 
any other North Texas newspaper. 


CRESMER & WOODWORD, INC. © National Representative © New York © Chicago ® Detroit © Los Angeles * Atlanta ©* San Francisco 
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GOVERNMENT 


Of all news and business mag- 
azines, Newsweek has the great- 
est percentage of circulation 
among government executives. 


Magazine Govt. Circulation 


NEWSWEEK 7.7% 


Time 7.4% 


U. S. News 6.6% 


Business Week 4.8% 


Nation's Business 6.2% 


Fortune 3.5% 


CIRCULATION BONUS 


Newsweek is currently delivering the 
biggest in the news and business 
magazine fields. 
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BUSINESS, INDUSTRY, | 
GOVERNMENT 


Newsweek delivers more readers 
in these fields . . . per advertising ‘- 
dollar... than any other news or | 

business magazine. 
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ADVERTISING VITALITY any) 
4 ' Of the 100 largest consumer, business and 7 a 
> a °. industrial advertising campaigns appearing / 
in American business and news magazines 
. aaa oe i last year, 87 appeared in Newsweek... more a 


than in any other magazine in this group. 


GROWTH 


Newsweek’s postwar circulation growth 
among industrial executives has exceeded 
that of any other magazine in the field: 


Magazine 1946 1956 Gain 


NEWSWEEK 222,300 | 413,000 | 190,700 


Time 443,300 | 602,000 | 158,700 


U. S. News 95,500 | 272,025 | 176,525 


Business Week | 63,900 | 145,475 ! 81,575 


Newsweek readers have the second 
highest median income (exceeded 
only by The New Yorker) among 
. ALL magazines checked by Starch. 


| INCOME 


| NEWSWEEK... serving 
| Americas Most Significant Million 
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‘Research’ Is Not Necessarily ‘Sense’ 


We like to think of ourselves as research-minded, and generally in 
sympathy with attempts to make the advertising and marketing 
scenes a bit more scientific. 

But once in a while our faith is shaken, and then we begin to under- 
stand the deep scorn in which certain creative people tend to hold all 
advertising and marketing research which goes beyond the reason- 
ably simple determination of arithmetic answers to simple marketing 
problems. 

This happened to us the other day, when a lengthy release from 
an organization called “Advisors in Management” landed on our desk. 
Advisors in Management, we were told, are “communications re- 
search consultants,” and the release told us that every marketing 
man should know three women who “represent the three basic types 
of shoppers identified in a study of the psychological patterns behind 
supermarket behavior.” The three women turn out to be “Mrs. Brand 
Buyer, Mrs. Sale Shopper, and Mrs. In Between,” and this neat 
pigeon-holing is the result of having “trained psychologists” observe 
women in the act of shopping. 

Having put all women shoppers into three categories, we are now 
able to determine (our release says) that they react quite differently 
to coupon and premium offers, and also to advertising: 

“Mrs. Brand Buyer tends to be indifferent to all advertising ex- 
cept for the brand she already buys or those that imply a high de- 
gree of quality. She has made up her mind in advance and doesn’t 
want to be swayed by arguments from competitors. 

“Mrs. In Between is much more aware of advertising than either 
of the other groups. She searches through advertising for some dif- 
ference that will make one product stand out above all the rest. She 
wants to be reassured that the products she selects are the right 
ones. However, she often confuses claims of rival advertisers and is 
seldom able to detect differences among brands. 

“Mrs. Sale Shopper reads ads in a very selective manner. She 
shops through newspapers as she would in a store. She compares 
prices and searches for bargains. She is very dependent upon news- 
papers for providing this price information.” 

This is, of course, pretty elemental stuff. But that is not why we 
are holding it up to scorn. The point we’re interested in is this pigeon- 
holing process. Here we have three separate and distinct shopping 
personalities exposed to us; yet the easily provable fact is that every 
shopper fits into all classes, jumping from one to the other on the 
basis of the product or service being considered, and maybe also on 
the basis of what the old man said last night when he looked at his 
checkbook. 


Frame of Reference Is Important 


Last week ADVERTISING AGE printed two letters from readers about 
a story—and particularly a headline—on a recent article reporting 
an exchange of questions and answers on the 15% agency commis- 
sion at a meeting of National Federation of Advertising Agencies. The 
letters accused us of distorting the sense of the exchange, particular- 
ly in the headline. 

This is a serious charge, and we take it seriously. We believe, 
earnestly, that it is part of our job not only to report literally what 
goes on, but also to report so that the intent and the true meaning are 
not distorted. Apparently we did not completely satisfy at least two 
readers on this score with regard to the story in question; and we are 
sorry. 

We should like to point out for the benefit of all speakers, however, 
that the frame of reference is important. For example, a couple of 
years ago there could be casual references to the agency commission 
system which could be interpreted casually; now it is difficult to 
assume anything casual about any reference to the subject. Conse- 
quently, it behooves speakers to be extra careful of what they say, 


and how they say it. 


Gladys the beautiful receptionist 


+o ar ae 
iM. Seas > 


—Howard Ray, Ray & Berger, Hollywood, Cal. 
“No appointments today. He says by the time Friday arrives he’s so 
tired he can hardly lift his feet to the top of his desk.” 


What They're Saying 


Where's Our Salesmanship? stigma of unjustifiable expense 
We’ve mentioned this before but any more than any other portion 

we’re going to mention it again be-|of an alert advertising campaign 

cause we still are baffled. Why is carries the stigma of expense. 

it that America—land of top-notch —Arthur L. Harris, president, Atlanta 

salesmanship and adroit advertis- uper Co. spemiing 6 Ge exam AA- 


lanta Advertising Institute. 
ing—cannot sell itself in foreign : 
countries? The Switch from Sales to 


A New York Times correspon- a Marketing Concept : 
dent writes from Bangkok that It is the customer and his zo 
this country’s giant aid program in quirements that is the dynamic 
Thailand is “working an economic force that dictates how we will 
and social revolution” but the market our goods; hence, we must 
people don’t know it. develop an awareness of the trends 

Our health program in the coun- | ‘hat influence and bear = mer 
try is checking disease, particularly keting. The marketer = the logical 
malaria, which previously took | °M€ to provide all essential data 
45,000 lives annually. We are concerning the marketability of a 
building a modern highway sys- product, to all segments of a com- 
tem through Thailand’s jungles we pe the ai at the 
and pushing a cattle-raising proj- = aoe . +6 a ~s m pow 
ect designed to improve the lot of aes, picts . ee = 
the termes. research, and his particular sensi- 

We are doing all this yet, ob- tivity of customer and market con- 
serves the Times writer, “the ex-| ditions —— ‘ eye ~ 
tent and importance of the effort ©"8'™°¢? CR CHINE GOe HO PT- 
remain unknown and unappreci- duction department with the cus- 
ated to most of the people.” tomers’ requirements to assure 

The story in Thailand es compliance in the form the end 
story we have heard so often be- product takes. It is marketing’s job 
fore about our foreign aid pro- to provide what the market needs 
grams. And it isn’t as if we were at an acceptable price and at a 
rank amateurs at the business. ee od wang — 
We've been at it for years and have - . ao : 
ait Ginn unen titiens department will sell whatever the 
- nage : plant produces are passe. So are 

How about enlisting some of our . ae 

; nee unsubstantiated personal opinions 
top selling and advertising talent : aed 
és ween an effeciien oon concerning the marketability of a 
campaign? It isn’t that pes ae product where the product will be 
pa ae lie ie ete pana sold, required quantities, product 
we help to feel obligated. It is im- ae eS oe 


| available. 
portant, however, that the people; _4 4 ‘ogesen, vp in charge of 


of these foreign lands know we are marketing, BullDog Electric Products. 
good friends, seeking nothing but| 3 NIAA convention in Chicago May 
a better world for everyone to live 
in. Explanation 
—Editorial in The News, Bangor, Me. | RCA TO SELL 

| BI OLOR TV 
Are Cartons Ads? sar he $495 
_As more and more of the atten-| = This is the lowest price yet 
tion of industry every year is be-| synounced for a  large-screen 
ing concentrated on the package aS) color ty set. It is $200 below RCA’s 
a promotional means, we TruN | avertised figure for its previous 
point-blank against this wall. Is low-priced color set. 
the carton an advertising medium? | An RCA spokesman said the re- 
When the buyer, the advertising | quction was due to accelerated 
agent, and the carton manufactur-| > quction, a simplified chassis de- 
er frankly accept, in all regards, | sign and consumer resistance to 
the package as an advertising tool, higher prices. 


the cost will no longer bear the —Chieago Sun-Timcs, June 5. 


Advertising Age, June 18, 1956 


Rough Proofs 


| The Republic of Panama used a 
full page in Life to announce a new 
| series of postage stamps honoring 
| Pope Pius XII and his eleven pred- 
}ecessors of that name. 
Who said philately was dead? 

. 


So far the Assn. of English 
Teachers hasn’t entered a formal 
protest against the tv announce- 
ment which proclaims, “With H-A 
hair arranger, your hair looks 
right, lays right.” 

. 


Spalding is promoting a buy- 
now-pay-later plan for the pur- 
chase of gold equipment, and con- 
sidering what happens to the clubs 
of exasperated duffers, no one is 
even considering the repossession 
angle. 

* 


Russell Lynes says in an article 
in Harper’s that much of today’s 
advertising has an air of “studied 
lunacy.” 

Well, that’s a little better than 
lunacy that wasn’t even planned 
that way. 

7 


Walter O’Meara urges copywrit- 
ers to read Greek plays and French 
novels, and fortunately for those 
planning to take his advice, he 
doesn’t say they have to use the 
originals. 


It’s to be hoped that advertising 
can recover from the body blow 
delivered at that brainstorming 
session held during the National 
Sales Executives congress, when it 
was suggested that reading time be 
saved by using a clipping service. 

. 


Social Research is going to do a 
motivational study for the broom 
industry and may come up with 
the basic fact that women believe 
a new broom sweeps clean. 

- 


Howard D. Evans has been ad- 
vanced to advertising and sales 
promotion manager of Mead John- 
son’s parenteral products division, 
and strange to say the news an- 
nouncements got it right. 


Look reports that 22.6% of the 
people interviewed by Alfred Po- 
litz would be willing to pay $1 to 
see a World Series game on tele- 
vision. 

The other 77.4% probably ex- 
claimed, “Perish the thought!” 

e 


Better Homes & Gardens reports 
reader interest in the vacation- 
uranium hunt described in its 
pages. Readers who participate in 
expeditions of that kind will be 
constantly confronted with the 
$64,000 challenge. 

. 


A one-man agency operator 
looking for a Girl Friday says, 
“Exceptional opportunity for in- 
telligent woman to eventually 
share ownership.” 

And a really intelligent woman 
may eventually share the owner. 

” 


Leonard Reinsch says there will 
be 1,500 radio-tv people at the 
Democratic national convention in 
Chicago. If they only had the time, 
they could have a first-rate con- 
vention of their own. 


Copy Cus. 
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More advertisers © 


place more linage in 


Advertising linage is the final measure 
of a newspaper's sales power 


ae re A | (Che Philadelphia Inquirer 


Constructively Serving Delaware Valley, U.S.A. 
Exclusive Advertising Representatives : West Coast Representatives : 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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all THE NEWS-JOURNAL 


MANSFIELD, OHIO 


CIRCULATION 

Growth is the key word in describing 
ie 31,760 the Mansfield, Ohio, market. Growth 
as exemplified by the building of a 
Fisher Body Plant covering | 776,000 
square feet—and providing Mansfield with 3,000 new jobs and 
3,000 new paychecks. Growth that shows in the new Erie R.R. 
freight yard, handling 700 cars a day; growth fed and nurtured 
by Westinghouse, Barnes Manufacturing, Empire Steel, Gor- 
man-Rupp, Tappan Stove, Humphreyes Manufacturing and 
other new and old industries in Mansfield. 
Growth in sales, too, in the Richland county market of which 
Mansfield is shopping center. In this prosperous area, 102,300 
Ohioans spend over $129 billion annually —$36 million in food 
stores and over $3 million in drug stores 
The Mansfield NEWS-JOURNAL does an outstanding job of 
serving—and selling—the Mansfield-Richland county market. 
Its circulation Sundays is 33,458 and still growing. 


FAMILY WEEKLY mode this ge 
nouncement of ||? markets in 
Advertising Age on Moy 7, 


add THE TELEGRAPH 


BLUEFIELD, WEST VIRGINIA 


CIRCULATION 


Sv -35,777 
Bluefield is a major shopping center 
for nearly 400,000 people living in 
a ten-county area in two states. 
With retail sales totaling $250,000 
and over $100 million in wholesales, Bluefield is a key market 
of the Virginias. As the business center for the fast-growing 
New River industrial empire, and the huge Pocahontas coal 
fields, Bluefield payrolls are big—and growing. Among the 
new industrial arrivals in Bluefield is the Thayer Company, 
foremost manufacturers of juvenile furniture. Among the larg- 
est of Bluefield’s industrial plants are those of the U. S. Steel 
Corp., Celanese Corp., and Hercules Powder. The Telegraph, 
now observing its 60th anniversary year, has done an outstand- 
ing job covering and serving this fertile area of the Virginias. 
FAMILY WEEKLY is proud to add The Telegraph to its family 
of distributing newspapers. 
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Family Weekly Combines the Buying Power of 116 Key 
Markets . . . and covers this “SuperCity” with . 


2,870105 


| CIRCULATION 


—_—_— 


———— 


FAMILY WEEKLY’S SUPERCITY of 116 markets is impressive. 
It is made up of over 370 counties covered by the newspapers 
that distribute America’s fastest-growing Sunday Colorgravure 
magazine. . . The population of SUPERCITY is greater than 
metropolitan New York. . It is greater than the combined metropolitan areas of 
Chicago, Los Angeles and Philadelphia. In retail sales, FAMILY WEEKLY’S 
SUPERCITY market is over 30% greater than those of all Canada, and represents 
9.5% of the U.S. total. A “most-read” feature of the Sunday newspapers in its 
116 markets, FAMILY WEEKLY delivers thorough coverage with local impact 
and full impression in 2,870,105 homes every Sunday. Your FAMILY WEEKLY ‘ 
representative has the full story of how you can profitably add SUPERCITY to : 
your other major markets, and sell it with one order, one billing — and in color. 
Why not call him in? 


FAMILY WEEKLY MAGAZINE, INC. 
Leonard S. Davidow, Publisher 


153 N. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK 17: 17 E. 45th Street 
DETROIT 2: 3-223 General Motors Bidg. 
SANTA MONICA, CALIF: 130 Alto Avenue 


THIS IS THE SUPERCITY OF 116 MARKETS YOU CAN REACH IN FAMILY WEEKLY: 


ALABAMA: Anniston, Dothan, Florence-Sheffield -Tuscumbia - Muscle Shoals, Huntsville, Tuscaloosa - ARKANSAS: El Dorado, Hot Springs, Pine Bluff - CALIFORNIA: Eureka, Monterey, 
Socramento, Senta Barbara, Santa Rosa - COLORADO: Colorado Springs, Grand Junction, Pueblo - CONNECTICUT: New Haven - FLORIDA: Daytona Beach, Pict 
Gainesville, Orlando, Sorasota, Tallahassee, Tampa, West Palm Beach - GEORGIA: Albany, Rome - IDAHO: Boise, Idaho Falls, Pocatello - ILLINOIS: Bi 4 
Urbona, Danville, La Salle, Quincy, Springfield - INDIANA: Marion, New Albany - (OWA: Council Bluffs, Davenport, Dubuque, Waterloo - Guriamty toutes Orson, those. £ 
boro, Paducch - LOUISIANA: Bogalusa, Lofoyette - MASSACHUSETTS: Lowell - MICHIGAN: Grand Rapids - MINNESOTA: Albert Lec - MISSISSIPPh Biloxi-Gulfpori, * 
Greenville, Tupelo, Vicksburg - MISSOURI: Jefferson City, Springfield - NEVADA: Los Vegas, Reno - NEW JERSEY: Asbury Pork, New Brunswick, Trenton « NEW MEXICO: 
Sante Fe - NEW YORK: Binghamton, Elmira, Utica - NORTH CAROLINA: Concord, Solisbury - OHIO: Canton, Coshocton, Lima, Mansfield, Zanesville - OKLAHOMA: Ardmor=. 
aa a OREGON: Eugene - PENNSYLVANIA: Loncaster - SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE: Kingsport, 

+ TEXAS: Abilene, Austin, Big Spring, Denison, Denton, Galveston, Greenville, Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, Snyder, Yexorkana, Tyler, 
won ten + UTAH: Logon, Ogden, Provo - VIRGINIA: Donville, Lynchburg, Suffolk - WASHINGTON: Walla Walla, Wenatchee, Pasco-Kennewick-Richland » WEST VIRGINIA: 
Beckley, Bivefield - WISCONSIN: Racine - WYOMING: Cosper, Cheyenne. 
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Motive Studies 
Aren‘t Cure-Alls, 
Wood Warns 


Sr. Louris, June 12—‘“Don’t be 
lulled into thinking that motiva-| 
tion research can provide you with} 
advertising gimmicks that will) 
permit you to neglect all other| 
factors of marketing.” Albert J.| 
Wood, president of the Philadel-| 
phia market research company) 
bearing his name, issued this 
warning to the Sales Managers’ 
Assn. of St. Louis here today. 

Magazine articles extolling the 
virtues of motivation research are 
to some degree responsible for this 
notion, Mr. Wood said, citing in 


/answers provided by motivation 


particular an article in the cur- 
rent (June) Fortune. 

Such articles, he said, treat mo- 
tivation research “as if it were a 


| 


technique capable of finding out} place. 


how to mesmerize consumers, 
through advertising, into some sort 
of hypnotic trance wherein they 
will travel anywhere, any time to 
buy your product—no matter how) 
poorly distributed, no matter how 
bad a product it may be, and no! 
matter how over-priced.” 
® Even some motivation research-| 
ers seeking this kind of panacea, 
he noted, are led to ignore every-| 
thing except deep-seated psycho-| 
logical motives. “They apparently | 
forget that the amount of shopping} 
around that one has to do, that 
the price one has to pay for goods, 
that the way the goods taste, feel, 
look or perform are also motives,” 
he said. 

Actually, Mr. Wood said, many 


research reveal simple prosaic 
problems like price, taste, etc. He 
cited one case in which a “poor 
third place” beer company in a 
certain area used motivation re- 
search to discover what kept the 
company from getting into first 


Advertising, distribution, 


packaging, were all found to be 
equal to competition—it was 
simply the fact that there was 
something in the beer itself people 
didn’t like. The solution was to 
remedy the taste problem and 
leave the advertising completely 


|unaffected by the research. The 


result, Mr. Wood said, was the 
company rather quickly achieved 
the first place stature it wanted. 
Another case he noted was that 
of a frozen food manufacturer 
who found one of his convenience 
food products that he believed to 
be a good one turned out to be al- 
most a complete failure in the 
market. Motivation research in 
‘his instance, he said, discovered 
simply that the price was higher 
than a housewife would have to 
pay for the food if served in a 
restaurant. The manufacturer 
couldn’t lower his price, so he 
withdrew the line completely. 


® To explain the theory of market 
sampling, Mr. Wood compared 
market researchers to engineers 
who make test borings in 20 or 30 


— It Happened 


at Rike-Kumler Co.—Dayton, Ohio 


eS 


F AMER 


Rike Kumler adapted the American Home May cover in this window display — followed through 
inside the store with extensive spot displays on the walls, counters and special tables. 


Leroy Lyon, Divisional Merchandise 
Manager at Rike-Kumler’s says, “The 
Carnation Fantasy was an outstanding 
success at Rike’s. The careful thought and 
planning that went into the program have 
paid off handsomely in volume and profit. 


“Every angle of publicity and display was 
covered. We feel that the forceful and 
dramatic presentation by The American Home 


gave us a grand start 


in Dayton.” 


COOL TOPPING—Small fry dig in as they sample Cream of Wheat 

Corp.’s “Breakfast Surprise”—hot Cream of Wheat topped with ice 

cream. The company is promoting the combination for summer and 

is introducing it via press breakfasts in key cities. In San Francisco, 

Bitten, Barton, Durstine & Osborn invited the guests to bring their 

children since the breakfast is expected to be especially attractive 
to youngsters. 


places on a riverfront site to de- 
termine whether or not pilings 
are necessary. Continuing with the 
simile, he said, “I will say this for 
the engineers: Professional engin- 
eers will refuse to work for you 
unless you are willing to pay for 
the full amount of work they deem 
necessary to meet their profes- 
sional standards. 

“So it must be in motivation re- 
search,” he asserted. “If the re- 


sults are going to be projectable,) 


they must meet the requirements 
of statistical sampling theory... 
Motivation research that claims 
to have found ways to short-cut 
scientific sampling procedures 
automatically removes itself from 
the status of a science. It is 
pseudo-science,” he said. 


Toronto Board Okays 
Competitive TV Stations 

By a three to two vote the To- 
ronto Board of Control called for 
a removal of the ban on privately- 
owned competitive tv stations in 
the greater Toronto area. The pro- 
posal goes to the city council for 
debate before making a decision 
regarding submissions to the Fow- 
ler Commission on broadcasting. 


N. Y. Art Directors Elect 
William H. Buckley, an art di- 

rector with Benton & Bowles, New 

York, has been elected president of 


the Art Directors Club of New) 
York. Robert H. Blattner, art di-' 


rector of Reader’s Digest, has been 
elected Ist vp, and Cecil Baum- 
garten, consulting art director, has 
been elected 2nd vp. Edward R. 
Wade, Parade Publications Inc., 
and Mahlon A. Cline, consulting 
art director, have been elected 
secretary and treasurer respec- 
tively. 


Gilbert Returns to Chicago 

Eugene Gilbert & Co., youth re- 
search organization, has reopened 
san office in Chicago at 135 S. La 
| Salle St. The company was orig- 
|inally established in Chicago in 
|1944 and moved to New York in 
11947. H. Robert Merwin, formerly 
field staff supervisor of the New 
York office, will head the Chicago 
operation. 


Richard Baiter Joins Lever 

Richard E. Baiter has joined 
Lever Bros. Co., New York, as 
merchandising manager of toilet 
soaps. Mr. Baiter has been with 
Standard Brands for the past 20 
years, most recently as vp in 
charge of merchandising in the 
grocery division. 


Mullen Agency Adds One 
Mullen & Associates, Minneap- 
olis, has been appointed to handle 
advertising for Shopmaster, man- 
ufacturer of home workshop power 
tools. Bozell & Jacobs, Minneapolis, 
formerly handled the account. 


hen the same copy 


is used for national advertising 
in media printed by letterpress and gravure 


it is advantageous 


to order plates for letterpress and gravure 


from CM&H 


COLLINS, MILLER & HUTCHINGS, INC. 
LETTERPRESS 
GRAVURE 
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The 
New Yorker 
really 
gets 


around! 


With the alert literati, for example. So far in 1955-56, 32 books 
have already been published, all or part of which first appeared in The New Yorker. 


THE 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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| ivisi agency functions as their major Four A’s Sets Conventions Dates of the east central meeting 
Donnelly Division business and which are independ- The American Assn. of Adver- have not been announced. 


3 oO oO o Continue 15% Rebate ¢"t of financial control by any of | tising Agencies, New York, has set 


their clients.” It “will not willingly <-hedules for three of its four re- Premium Toy Sales Rise 


Bagby Fond perpen heed do business with any agency - gional conventions. The central re- Toy sales in the premium field 

| Donnelly Corp. has notified adver- gaged in rebating = splitting of gion annual meeting will be held increased 25.4% in 1955 over the 

|tising agencies with which it agency commissions. Oct. 4 and 5 at the Hotel Black- previous year, according to the 

does business that it will continue Donnelly publications include stone, Chicago. The western region! June issue of Premium Buyers’ 

to give the standard 15% discount Electricity on the Farm, Fire En- meeting will be held Oct. 7 through | Guide. On the average, manufac- 

to advertising agencies. gineering, Sports Age, Starchroom 10 at the Hotel Del Coronado, | turers do about 10.9% of their vol- { 
It will “continue to recognize as) Laundry Journal, National Rug Coronado, Cal. The eastern meet-| ume in premium sales. Nearly 55% yp | 

advertising agencies those organ-| |Cleaner, Wastes Engineering and | ing will be held Nov. 27 and 28|sell their regular line of merchan- 

izations which fulfill the usual| Water Works Engineering. at the Hotel Roosevelt, New York. |dise as premiums. 


NEW—Sascha Brastoff Products, 
West Los Angeles, is opening a 
consumer campaign with this four- 
color page appearing in June is- 
sues of House Beautiful, The New 


Yorker and Sunset Magazine. Car- 66 a * | 
son-Roberts, Los Angeles, is the 


Isn't it checking available sources 
for the latest data compiled and 
published? Thus the researcher 
knows where he must start to pin- 
point the type of information 
which is needed for a particular 
marketing program. 


Because the 556-page Annual 
Market Data & Directory Num- 
ber of Industrial Marketing is 
saving so much time and energy 
for so many marketing men, we 
suggest it can be exceptionally 
helpful to you, too. 


It contains basic data about every 
important industry and trade in 
the U.S. and Canada. The infor- 
mation is based not only on gov- 
ernment statistical services, but 
also on market research published 
by trade associations, business 
publications, etc. 


It also gives you basic data about 
business papers that reach any 
given market. Covers over 2,500 
business papers. Indexes them by 
field served. Gives ad rates, cir- 
culation, page size, name of the 
editor, etc. 


It's really an amazing book—the 
only one of its kind in the world. 
If you are at all interested in ad- 
vertising and selling to business 
and industry, you definitely 
should try the Industrial Market- 
ing service which includes a ‘ 
monthly copy of IM plus the 
556-page Annual Market Data & 
Directory Number, June 25th — 
all for only $3. 


Mail Coupon Today 


4 INDUSTRIAL MARKETING 
; 200 E. illinois St., Chicago 11 
A Enter my year’s trial for $3. } 
a My money back any time I'm | 


not satisfied. 


NAME 


COMPANY 


STREET - | 


city. z 


STATE 


{[) $23 enclosed [) Bill firm [) Bill me 


/ {,, yy 
SO Abhi? 47 


ame . " . a ae rd eas m hive oh sy TR See a . ) =a a eo! co ae re 3 
Tan * ’ sass oa Ps - i ee ee Serer ee ‘ ag li fee wy 5 * ee ie 
ey Sida : [ee ace ei : Sa ie + Re pe Sar > ee ae eee ee ty eS aa ae. 
ee 7 Aces ce ee Pare a leas Be ie, be - ; a f 4 a7 Phe y - 3 . — - 

mo ‘ S intitiitaca 
Ase 
ace 
He 18 
dis 
toa 

Mee Seven 
qe 7 P i 
a ft ) fe y 
Le ’ ee) ~~ 
Po 4) 
ie . Oe 
AY a ; 
pote 4 ’ { Brastehf, rine 
ie . CHINA 
ic : ¥ ~ 

rae ; , 

re 4 ‘ Pi : 
a; id ' 
roa? 
ey ee ra Geet Ory he - 
he 
To . - 
~ 

its 
he 
eK te 
Soft 
ep agency. f 7 
oe 
ae  - 

o£: a 
Th 
Ray 
ERD What's The First | 
fut we s B e os sf | 
Bd VJ i tos ty «4 ae ie ro aay | 

es 1 bi, PRBS 
ge ‘ M k NERS Jie - ' 
+ Market Research? | Pg F 1 .-2 | 
: ' . Any 4 ; oo - 7 3 : 

5 ’ .-)6 <a | 
5 \y \ ' 3 ay a ame , 
iE \ = 4 _ SZ Eclat a et ~, 

i \, ™ Tees 4 , a 
fr ' i 
Th 4 gt NS > 
4 : ‘a —— . "aie i 4 * “he oa) . A 
3 ; ae t, 4 a. >. Se, S. (a 
1 —_— j e NAST vo Ne Put 
ae y ; a as Se a, * > 

Fi . VS a} ae fe : a 
Toy Ses a / eh a ‘i < . ‘ — i 
se o% j a & a Se \Y ; 
iat SE “S S Bh mA ‘oa . aw 
dm oe ~~ SN A OS Ala 

om a. Se o > w 4 i 
a 5, " *, " “ o- P mo 
w , os Se, te , | 
3 Be. - ie.” oh 4 \] Ij> 
ae. byes ol pitied is " ; y . : 
iat gone eee : “+ ’ : 
£ sy ae = = i ~ 
ae ghee eo rm % 
hae fe ~_ , 
a ee di = . ~. 
a i 7m * ! ce 4 
3% ieee , = 
‘) ‘ Ps ; x ? 
ig PS * a 4 
cE - : ’ ‘ 
" ; ; 
4. . ae 
=< oe ee ; 
iia ; ee i 
‘ 2 | 

4 eee ee eee ew emma: ; 

: ; e. e. gs 

Aa) : | oe a j 
E . 
a r a 
x 
2 
= > 8) Ge, 
si ee | ee  ~ 
os " ” . ry ee 4 
; e Ss fe : ar 5 5 sa P thers Ages : = ‘ 
Bi } ; ‘ 
eric? Sai, Tc weeniee:. A Aoife NE eee ome ee a a oe. | ae SS Se ee ee, ae — = od ee 


Advertising Age, June 18, 1956 


Long Articles Get 


High Readership Too, 


Says ‘Post's’ Hills 


Cuicaco, June 14—Advertising 
executives here have been attend- 


ing daily luncheons at the 


Shera- 


ton this week to see The Saturday 


H Evening Post presentation, 


“Be- 


{ hind Post Covers,” which went on| 


the end of the schedule (AA, April | 


30). 


1. While some articles and sto- 
lries are slanted at men or women, 


The demonstration, shown with the number of subjects of common 
color slides on a wide screen, lays | interest to both sexes is increasing. 
the greatest emphasis on the con- | “Business,” for example, dealing 
tinuous research to which the Post | with people and their jobs, has al- 
is subjected. The work is done 
through the Curtis research de- 


partment, using field interviewers | 
‘all over the country. 


most equal interest for both men 
and women. 


|stimulates interest in the feature) 


2. High-speed news reporting | 


circulations and book reading. 


s 3. Brevity is not necessarily a 
virtue in getting maximum reader- 
ship. Research indicates that long 
articles and serials get higher 
readership than shorter fare. 

4. The personal interest type of 


story gets top ratings. In its em-| 
phasis on medical and health re-| 
Among the results of the studies|magazine, which supplies back- | porting, the Post technique of de-| 


‘reported by Robert Hills, manager | ground and details which may be |scribing an individual experience | 
tour late in April and will be/of Post editorial promotion, were missing in spot news reports. This|in combatting a disease has cre- 
shown in a total of 42 cities before the following: 


lexplains the growth of magazine) 


‘ated high interest. 


3 


oe 
ee 


Ste 


*Including 
2 Peabody, 
3 Ohio State, 
1 duPont, 
2 Sylvania, 
5 Emmy and 
62 other awards 


a 


<a 
we 


@ 


¢ 


Winning an occasional award 


wins 75 awards* 


It suggests a firmly 


in all categories of 


for good programming could be 
accidental. But when a station 
in three years 


it begins to look premeditated. 


held 


conviction about the quality of 
entertainment and information 
likely to excite the pleasure 
and interest of its community — 
and the ability to provide 


such programming consistently, 


The latest tributes to this 
ability are the two awards which 
Peabody and Ohio State gave 

to KNXT and Dr. Frank C. Baxter 
for “Shakespeare on TV,” 


the 


notable television series which 
has given millions of people 
new insight into the wisdom and 


poetry of the great playwright. 


These awards reaffirm the unique 
personality which KNXT represents — 
for its viewers, as a source of 


fresh and challenging entertainment 


programming; 


for its advertisers, as a medium 


which continues year after year to 


command the attention and 


loyalty of the largest average 


audiences in Southern California. 


KNAAw. 


CBS Owned —Channel 2— Represented by 
CBS Television Spot Sales 


Mr. Hills added that box-office 
appeal is not the only guide to edi- 
torial decision; many articles are 
run because they represent the 
editors’ belief that they coritribute 
to better understanding of national 
and world problems. Articles on 
communism are in this class. 

A remarkable display of Norman 
Rockwell cover pictures accom- 
panies the Post showing. The 
| original sketch is followed through 
its various transitions until it 
reaches the final published cover. 


New Cold Water Soap Bows 

Wool Kare, new cold-water soap 
for woolens, is now being distrib- 
uted by the Columbia-Minerva 
division of David Traum Co., New 
York. Offered in both powder and 
liquid form, the product will be 
advertised in August issues of 
Vogue and Mademoiselle, and is 
now being promoted to the trade 
via a spread in the June issue of 
Notions & Novelties Review. Dele- 
hanty & Frankel, New York, is the 
agency. 


The Raleigh News and Observer- 
Raleigh Times gives complete 
coverage of this importcat 33 
county agricultural - industrial 
region. A market that accounts 
for 30% of North Carolina's 
Retail Sales... 


$974, 245,286 


Eve ening. 


The ONLY Morning-Evening-Sunday 
papers in the entire 33 County Area. 


Morning & Evening— 
143,433 


Evening & Sunday 
153,804 


(ABC Pub. Statement.—-3/31/56) 


Represented by 
The Branham Company 
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% Can you cultivate all major buying influences in the $41 billion-a-year spending Chem- 
ical Process Industries . . . and still avoid the dollar-dissipation of duplication? The 
answer is yes ... if you deliberately compact your advertising power in the only two 
publications who pointedly differentiate between the field's two distinct buying groups 
. .. Chemical Week, editorially earmarked for management at all levels (administration, 
production, research) . . . Chemical Engineering, slotted exclusively for engineering- 
minded production readers (men responsible for the design, construction, operation, 
maintenance of process plants). No one magazine can walk up both sides of the busy 
CPI street. High editorial selectivity reaps for the advertiser his richest reward in the 
low reader duplication between these two McGraw-Hill leaders . . . only 6.9 percent 
among individual subscribers! A helpful new data sheet gives you a functional break- 
down of both books, plus a duplication analysis. Write for your copy today! 
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Advertising Age, June 18, 1956 


Masochism Pu lls Admen into Business: Early deprives the profession of the sus-{ He is under “controlled ten- 


p hi I : prmng satisfactions of real crea-|sion”; he is “sweet” in manner 

; : ive activity—is noteworthy. The|and usually in a physical hurry, 

| sy Cc ~ nj ury Kills Em Young, Doctor Say s | men who dies a premature cor-| which, if impeded, will produce an 
(Continued from Page 2) |adds “Pix Biz,” that “the man who onary death often has a personal-| outburst of hate; he is ridden by 

| tensity of competition, the relative | goes into advertising has so com-|ity the very anthithesis of the crea-|ambition; he feels a pervasive 
|insecurity of tenure of agency ap-|pulsive a need for the ‘healing’ | tive artist.” guilt and a need for self-purifica- 

| Pointments by clients, the absence |influence of word-and-publishing| Dr. Schneider’s “coronary man”|tion which usually expresses it- 
of scientific standards which would | magic that he masochistically ac- \—the man who dies prematurely | self in excessive work; he indulges 
|make decisions less a gamble, etc.|cepts these disadvantages.” Then | from a coronary attack in his 30s/|in fantasies of “success” or “hero” 
—are real but secondary factors in| the house organ continues: or early 40s—is paraphrased by | adventures. 

|the coronary deaths of advertising} “The need of kowtowing to the “Pix Biz” from published works; The piece in “Pix Biz,” incident- 7 
men.” whims and caprices of clients—an | by the psychiatrist. The “coronary |ally, is titled: “The Man in the | 
| It is apparent to the psychiatrist,|aspect of the work which often |man” looks like this: | Black Wooden Suit.” 


WARD L. QUAAL is returning to WGN 
Inc., Chicago, on Aug. 1 as vp and 
general manager, succeeding Frank 
P. Schreiber, who has resigned 
(AA, June 11). Mr. Quaal, who is 
resigning a vp post with Crosley 
Broadcasting Corp., was with WGN 
from 1941 to 1949. 


cons] — GOUPLE OF NEWCOMERS MOVING: 


Conventions 


*Indicates first listing in this column. 
June 17-19. New England Newspaper 
Advertising Executives Assn., summer 
—s Sebasco Lodge, Sebasco Estates, | 
e. 
June 17-22. National Advertising Age | 


| 


cy Network, 25th annual maleal 


ABC Radio adds 

Grand Central Station and 
The Jack Paar Show 

to its successful 


conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. . 

June 24-28. American Newspaper Classi- 
fied Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-26. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress | 
Hotel, Victoria, B.C 

June 29-July 1. Northwest Daily Press| 
Assn., summer meeting, Northernaire, | 
2 Three Lakes, Wis. ; | 
me July 22-27. Photographers’ Assn. of | 
- America, annual convention and trade} 

; show, Conrad Hilton Hotel, Chicago. | 

*Aug. 13-18. Affiliated Advertising | 

Agency Network, annual meeting, Reno, | 
S Nev. | 
Aug. 24-28. Mail Advertising Service| 
Assn., 34th annual convention, Drake | 
Hotel, Chicago. 

Sept. 22-25. Advertising Specialty Na-| 
cm tional Assn., annual convention and spe- | 
cialty fair, Palmer House, Chicago. | 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. | 

Sept. 27. Magazine Publishers Assn., | 
fall meeting, Westchester Country Club, | 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., | 
annual convention, Hotel Statler, New | 
York. | 


morning programing bloc 


Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib- | 
it, Hotel Statler, Detroit. | 

Oct 11-13. Pennsylvania Publishers | 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. | 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- | 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula-— 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. | 

Oct. 22-23. Boston Conference on Dis- | 
tribution, Hotel Statler, Boston. | 

Oct. 22-24. Assn. of National Advertis- "£ 
ers, annual meeting, Drake Hotel, Chicago. | , t t+ sgn ante ade ena tena oe ill 

Nov. 11-15. Outdoor Advertising Assn. | : 4 : 
of America, Hotel Ambassador, Los An- | ; 2 i * mae | 
geles. 2 . ere 
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Doyle Dane Appoints Yost mm, <> Pits 
. Jonathan Yost has been named | . 
cone tv-radio director for the Los An-| . ' > Cy 


ad 


Tete geles office of Doyle Dane Bern- | : 
bach Inc. For the past two years ; Gnd 6 ae 
he has been a writer-producer for | X 5 t 
Cunningham & Walsh, producing | / Nae | es * e*: 
live and film commercials on the} aes tee » 
it Liggett & Myers account, and was | ben ee Peek” & ager a 
agency supervisor on “Dragnet,” | 7 . g<"* ; 
" “Gunsmoke,” and “Warner Bros. Se fae AS | ee ae 
Presents.” , 
i 

7 


Peacock Division Names Enloe ae c 1 A 
Mitchum division of Golden Pea- Fe aie tet 
cock Co., Paris, Tenn., has ap- } eae ae : 7 
pointed Cortez F. Enloe Inc., New 
York, to handle advertising for 
two of Hormonex products. The ac- 
count was previously handled by 
O’Neil, Larson & McMahon, Chi- 
cago, who continues to represent 
the company’s Esoterica cream, 
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Theater Program 
Can Sell Coffee, 


Martinson Finds 


(Continued from Page 3) 
according to David North, Martin- 
son’s advertising manager. 

“The Playbill series,” he says, 
“is an extension of a campaign 
theme the company introduced for 
its Jomar instant coffee when the 
product was first brought out in 


| 1953. 
“At that time,” he says, “we 


developed a cartoon character who | 


| seemed to fly through the air while 
| drinking a cup of coffee, to stress 
| the speed with which a cup of de- 
_licious instant coffee could be pre- 
|pared and enjoyed. The ‘flying 
|man’ received so much attention 
that the character has since been 
incorporated into the label on the 
Jomar jar cap. 


a “The Playbill ads,” Mr. North) 


|says, “for all their brevity and| 


limited space, have all the basic 
requirements of a good ad. Each 
has a catch-line, an eye-catcher in 
the form of the caricature and also 
the use of a prominent theatrical 
personality’s mame. Each ad con- 
tains selling talk addressed to a 
specific audience, and each is 


quickly identifiable and easily re-. 


membered.” 

Mr. North admits the Playbill 
ads were started as something of 
an experiment. “During the first 


three months,” he says, “they were 
a flop. We had no reaction at all. 
But during the last three months, 
reactions have been excellent. We 
are now getting mail asking for 
reprints of the ads, and we are 
getting almost as much comment 
from these ads as we are from our 
regular advertising.” 


# Martinson’s coffee and its Jo-| 


mar instant coffee are advertised 
regularly in 67 newspapers in the 
New York metropolitan area, up- 


July 2 is moving day. First, Grand Cen- 
tral Station moves into the 11 AM (NYT) 
slot, Monday through Friday. And right 
next door, at 11:15 AM (NYT), Monday- 
Friday, comes the lively Jack Paar Show! 


Grand Central Station — the famous drama 
series created by Martin Horrell—returns to 
radio with all the expert acting, produc- 
tion and scripting that made it famous. 
Stories are weekly — start Monday, end Fri- 
day to maintain ABC Radio’s unique morn- 


ing programing formula. 


The Jack Paar Show — built around Paar’s 
special brand of humor. Jack comments on 
human foibles, plays hit tunes, talks and 
kids with famous guests. He not only de- 
livers the commercials for you, but also is 
one of the nation’s most merchandisable 
personalities to trade and public alike. 


Two bright newcomers in a bloc of old (and 
substantial) friends: 


NYT Monday through Friday ABC 
9:00 am Don MeNeill’s Breakfast Club 23 years 
10:00 am My True Story 12 years 
10:30 am When a Girl Marries 4 years 
10:45 am Whispering Streets 3 years 
11:00 am GRAND CENTRAL STATION ° 
11:15 am THE JACK PAAR SHOW ° 


Two additional quarter hours of topflight 
network morning radio from the network 


that is e-x-p-a-n-d-i-n-g. 


* Special introductory rates through Dec. 28, 1956, 
to prove to you, your slide rule and the most mer- 
chandising-minded sales manager alive that ABC 
Network morning radio is the move for you. 


ABC RADIO NETWORK 


i. = 
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state New York, New Jersey and 
New England, and ads have been 
appearing this spring in The New 
Yorker. 

Al Paul Lefton Co. is the agen- 
cy. 

The success of the Playbill 
campaign, Mr. North believes, is 
unusual, because Jomar instant 
|coffee is a grocery store item and 
has no glamor appeal such as is 
|generally associated with theater 
program advertising. 

Because of the unexpected 
l!amount of favorable comment the 
|Playbill ads have~ drawn, Mr. 
| North says, they will be continued 
through the remainder of the year. 


Warner-Hudnut Buys Radio 

Warner-Hudnut, Jersey City, 
(Kenyon & Eckhardt) is carrying 
50 participations weekly on NBC 
Radio’s “Weekday” and “Monitor.” 
This is said to be the largest partic- 
ipation schedule ever ordered by 
an advertiser on a single radio net- 
work. Quick home permanent is 
the featured product. 


os 


Requiremoent= 


Serves Management 
On Signs And Identi- 
fication Materials 


Whether they are searching for 
new ideas, new product uses or 
news of effective promotions using 
signs and identification materials, 
the planners of advertising cam- 
paigns turn to AR. Typical articles 
which proved popular with adver- 
tising managers are: 


“New 3-D Bulletins Gain 
Attention for Chevrolet” 


“Identification & Service”’ 

“Order your Signs Right & Save” 

“Plant identification” 

“Merchandising Program Builds 
Good Will” 

“A Trademark Comes To Life” 


“How to Get Better 24-Sheet 
Posters”’ 


“Martinson Creates Ilusion of 
Animation” 


Sel/s Management On 
Signs And Identifica- 
tion Materials 


AR builds greater market accept- 
ance for suppliers of signs and 
identification materials with case 
studies—compiete with pictures, 
“how-to-do-it” details, and sugges- 
tions for additional uses. Among 
AR’s outstanding advertisers are: 
Lutz & Sheinkman 

Burwood Products Company 
American Decalcomania Co. 
General Outdoor Advertising Co. 
Ohio Advertising Display Co. 
Texlite, Inc. 

Rohm & Haas Company 

Goodren Products Corporation 
Grace Sign & Manufacturing Co. 
Whether signs and identification 
materials represent your problems 


or your products—turn to AR for 
results! 


Advertising 


ok. 
200 E. WLLINOIS ST..*. ¢ 


Published by the publishes of 
ADVERTISING AGE and-INOUSTRIAL MARKETING 
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Dotted Line Club Elects | Rodger Jr., McGraw-Hill Publish- | 

The Chicago Dotted Line Club/ ing Co., lst vp; Hilmer Stark, Bill- 
has elected John M. Smythe, Gey-| board Publishing Co., 2nd vp, and | 
er-McAllister Publications, presi-| David Kenney, Oil & Gas Journal, 
dent. Other new officers are John! secretary-treasurer. 


Man is the 
Magic! 


The secret to solving the equation of the electronic 
market is the engineer. He alone demands supply 
and supplies demand. And JRE always remembers 
the man! 


IRE edits to him and for him in his own engineer- 
ing journal, “Proceedings of the IRE”. It is the only 
industry index that lists engineers . . . 40,000 of them 
in its IRE DIRECTORY. It exhibits to him at the Radio 
Engineering Show at which 42,133 engineers and 
businessmen meet! 


You cannot afford to leave engineers out of the 
electronic market equation. You cover these engi- 
neers when 
IRE” and in 


ou advertise in “Proceedings of the 
IRE DIRECTORY. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the JRE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


Motive Research 
Is Fad—But Useful, 
Professor Declares 


New York, June 12—Motivation 


| research is in the nature of a fad, | 


and fads do not ordinarily last long | 
—as witness the pink shirt—ac-| 
cording to Harold C. Cash, of the 
marketing department of New 
York University. He conceded be- 
fore the Pharmaceutical Advertis- 
ing Club of New York that current 
interest in motivation may last 
longer than the pink shirt fad, 
partly because it has an emotional 
impact, and a sort of snob appeal, 
due to the fact that it is “some- 
what exclusive.” 

Motivation research still holds 
great promise, said Mr. Cash, but 
it can be improved by insisting 
that the researcher explain to 
prospective clients just how he 
gets his results. If he can do this 
convincingly, his job will be use- 
ful. In such research, moreover, 
the idea of employing social scien- 
tists as interviewers leads only to 
their bringing in their own theo- 
ries, he said. It is better, he added, 
to have the social scientists in the 
office for later analysis of the fac- 
tual material that trained inter- 
viewers, not social scientists, bring 
in. 


Detroit Adcraft Club Elects 

Norman W. Sharrock, assistant 
media director of Campbell-Ewald 
Co., has been elected president of 
the Adcraft Club of Detroit. Oth- 
er new officers are Worth Kramer, 
vp and general manager of WJR, 
lst vp; John E. Nielan, Hearst Ad- 
vertising Service representative, 
2nd vp, and Edward F. Sullivan, 
account executive, McCann-Erick- 
son, secretary. Robert G. McKown, 
controller of D. P. Brother & Co., 
was reelected treasurer. 


DRIVE-IN-THEATE 


AMERICA’S BIGGEST 


CBS-ABC 
Channel 13 
SPARTON BROADCASTING CO., 


@ 


vA WWIV 


More than 9,000,000 money-spending vacationers are en route to Michigan for an 
average vacation of 12.3 days, during which the average party of 3 persons will spend 
$286.00. 89.8% of these pleasure-seekers are coming by car, and more than half of 
them will spend their vacation in the area of Michigan served by WWTV! 


Small wonder that this primary CBS affiliate, with the tallest tower in Michigan, is dubbed 
“America's biggest drive-in theater!'' Mighty good spot to sell popcorn—or anything 
else that appeals to money-spending Americans with time on their hands! 


Nat'l Reps. 
WEED TV 


Cadillac, Mich. | 


Advertising Age, June 18, 1956 


Getting Personal 


It was wedding bells for Bernie Carey production manager of 
KING-TV, Seattle, on May 25. The bride: Sheila Musgrave, a sec- 
retary at Olympic Life Insurance Co., and formerly of Vancouver, 
B.C. Mr. Carey joined the station in March, 1955, and two years later 
became tv production manager. They went to Victoria B.C. on their 
wedding trip... 

June notes from McCann-Erickson: James B. Boden art director, 
will be married this month to Janet Titus, House & Garden staffer. .. 
On June 30 Barbara Anne Dodds will be married to Peter Ford Mc- 
Spadden of McCann’s tv-radio commercial production staff. . . 
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IN RED SQUARE—Here are George J. Hecht, Parents’ Magazine pub- 

lisher, and Mrs. Hecht in Moscow, where they spent a week and 

witnessed the May Day demonstration. Well known as world trav- 

elers, Mr. and Mrs. Hecht expect to go to the Belgian Congo and 
South Africa next year. 


Mary Hagar of ABC’s audience information division and John R. 
Currier Jr. are planning a September wedding. Also at ABC, Gene 
Bayliss, stager-choreographer of “Voice of Firestone,” is the father 
of a son, Philip Martin, born May 2... 

Mr. and Mrs. John Holbrook have been honeymooning in Nassau. 
She’s the former Barbara San, radio and tv writer at Doherty, Clif- 
ford & Shenfield. . . 

Budd Rosenberg, vp in charge of advertising of Gensler-Lee, San 
Francisco chain jewelry firm, was honored by fellow employes with 
a dinner marking celebration of his 35th year with the company. 

Harold See, KRON-TV station manager in San Francisco: Walter 
Guild, president of Guild, Bascom & Bonfigli Inc., and Roland Say- 
sette, advertising manager of California Packing Corp. have been 
initiated into the Northern California Alumni chapter of Alpha 
Delta Sigma, national advertising fraternity. . . 


CHRISTMAS IN MAY—Robert E. Kintner, ABC president, bids bon voy- 

age to Mr. and Mrs. Edmund Jordans as they leave on a two-week 

trip to Bermuda which Mr. Jordans, ABC staff announcer, won at 
the company Christmas party. 


Frank Hemingway, veteran newscaster of the Don Lee Broadcast- 
ing System, has been named honorary mayor of Garden Grove, 
Ca... 

Les Rondell (vp and art director of Scheidler & Beck, New York) 
and his wife are spending a month in Italy... 

Louis Weintraub, pr director of Pavelle Color, New York, is the 
father of a second child, Joel Ira, born May 30... No. 3 child—No. 3 
daughter—for Robert N. Weed, promotion director of the Minnea- 
polis Star and Tribune, is Roberta Evelyn, who weighed in at 9 Ibs. 
on May 30... 

Further stork news: Norman Cohen, WAAT account executive, 
Newark, is the father of a second child, first girl, Laurie Susan... 
On May 24, Hal Balk, account exec, and John Sanchez, art director, 
were both passing the cigars at Emil Mogul Co., announcing the ar- 
rivals of Jill Balk, 8 lbs., 4% oz., and John Amador Sanchez, 8 Ibs., 
5% oz... And Lou DeMarco, a member of AA’s sales staff in New 
York, is the father of a baby boy—6 lb., 10 oz.-er—named Louis J. 
DeMarco. .. 

William B. Caskey, vp and general manager of WPEN-Radio, 
Philadelphia, has been named chairman of the radio and tv public re- 
lations committee of the United Community Campaign for 1957... 
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ADVERTISEMENT 


Low Cost Housing Challenge: 
New Look at Building Industry 


Chicago—“Big strides toward | 
solving the explosive low-cost 
housing problem are being made 
by the building industry now”— 
says the latest issue of Practical 
Builder’s “Red Letter,” soon to be 
released to building industry ex- 
ecutives. 

The “Red Letter”’—a periodic 
newsletter by the editors of 
Practical Builder (and Building 
Supply News)—illustrates how PB 
readers are pointing the way to 
the tremendous sales potential in 
the low-cost home market. 

The editors’ analysis of the low-| 
cost housing problem points up 
the fact that there is a good deal 
of confusion about the real nature | 
of Light Construction. Some re- | 
cent headlines, for example, have | 
been critical of builders for al-| 
legedly not doing anything about | 
low-cost housing. Actually, those | 
who really know building also | 
know that builders must do some- 
thing about the problem—they 
simply can’t afford to ignore it. 


Builders Are Manufacturers | 

The nation’s more than 100,000 | 
builders are local manufacturers | 
who know the low-cost housing 
problem because they live and op- 
erate their businesses where it is 
—in communities large and small, 
everywhere across the nation. 

Builders are manufacturers be- 
cause they have the same total 
business problem of design, con- 
struction, merchandising and sale 
as, say, the manufacturers of win- 
dows, appliances and hardware. 
Thus, the specific requirements of 
the builder’s market—which is his 
local community—are what is al- 
ways foremost in his mind. 

Low-cost housing is just one of 
the requirements of the builder’s 
market. Modernization, communi- 
ty structures such as schools and 
churches, light commercial build- 
ing such as gas stations, motels 
and offices, plus, of course, medi- 
um and higher priced new homes 
—all are parts of the builder’s 
business. 


Builder Is “Shifting Target” 

These characteristics of the 
builder’s business, incidentally, are 
a big reason why builder buying 
power cannot be measured only 
by the number of new homes he 
builds. Substantially the same 
building products, tools and equip- 
ment used in new home construc- 
tion are used in all segments of 
Light Construction. While the 
builder is a “shifting target” in 
the sense that he may build 5 new 
homes this year and 70 next year 
(or the other way around), he is 
always in the market—from the 
point of view of getting building 
materials sold. 

Said another way, one group of 
builders may account for a large 
percentage of the new home build- 
ing in a given year, but from one 
year to the next this group is 
made up of different builders. 
That’s why those selling most suc- 
cessfully in Light Construction 
beam their advertising to the wid- 
est possible audience of the most 
aggressive builders. 

It is necessary to keep these 
basic market facts in mind when 
analyzing any aspect of building 
—whether it is low-cost housing, 
Modernization, commercial or 
community construction. 


Low Cost Home— 
An Opportunity 

Most builders know that the 
big market for homes is lower 
down on the income pyramid than 
the price of many homes being 
built today would imply. There 
are many inflationary factors 
pushing up home prices—such as 
high land costs—in addition to the 


fact that lots of people can afford 
20, 25, 30 thousand dollar (and 
over) homes. But regardless of 
the vigor of the “class’ new 
home market, builders are making 
strides to keep housing a “mass” 
market. 

For your copy of the new “Red 
Letter” analyzing the low-cost 
housing problem and showing 
what builders are doing about it, 
write “Red Letter” Editor, Indus- 
trial Publications, Inc., 5 South 
Wabash Avenue, Chicago 3, Ill. 


Launch 
Modernization 
Campaign 


Chicago—In a recent series of 
luncheon meetings for building 


product manufacturing associa- 
tions and other industry groups, 
the editors of Practical Builder 
and Building Supply News 
unveiled a cooperative editorial 
campaign designed to “Make Mod- 
ernization Pay OFF ... At The Pro- 
fessional Level.” 

The joint PB-BSN campaign, 
one of the biggest ever launched 
by these leading builder and build- 
ing material dealer magazines, 
was presented to officials of more 
than 50 manufacturers’ associa- 
tions, FHA, NAHB and other 
interested groups at meetings in 
Chicago, Washington and New 
York. 

In describing their program, the 
editors pointed out that while 
“Operation Home Improvement” 
and all the other promotions to 
show homeowners why and how 
to remodel and “fix up” are ex- 
cellent—there is a “missing link.” 
These promotions plant the seed, 
but it is up to the building pro- 


fessionals (contractors and deal- 


ADVERTISEMENT 


ers) to make it grow. 

Once the building professionals 
are given good answers to their 
natural “what’s in it for me?” 
question, all the Modernization 


campaigns will begin to pay off | 


in important additional sales of 
building products. 

In September, Practical Builder 
and Building Supply News will 
both devote their September issues 
to Modernization in all its phases. 
PB will follow up this coverage 
with a regular quarterly “book- 
within-a-book” section on Mod- 
ernization. BSN, in addition to the 
September Modernization issue, 
increases the amount of its edi- 
torial space showing dealers how 
to sell Modernization. 

A unique aspect of their cam- 
paign, the editors pointed out, was 
the editorial tie-in with Town 
Journal-Farm Journal in June. In 
June, all four magazines featured 
identical Modernization case his- 
tories, showing homeowners what 
can be done and by whom, telling 


building supply dealers how to sell 
it—builders how to do it. 

The PB-BSN Modernization 
campaign is backed up by heav- 
ing merchandising. Sales kits for 
builders and dealers, specially pre- 
pared reprint material, point-of- 
sale display material—plus_ the 
wealth of material already pub- 
lished—make the two magazines 
a “clearing house” of Moderniza- 
tion information for professionals. 

Modernization is a $14 billion- 
plus business today, the editors 
told the manufacturer groups, and 
a vast opportunity exists that can 
make it even bigger. The key is 
“getting the pro’s excited” about it. 

For a complete description of 
the PB-BSN Modernization cam- 
paign, and a report of what the 
editors told manufacturers about 
this market, write today to Market 
Research Department, Industrial 
Publications, Inc., 5 South Wabash 
Avenue, Chicago 3, for your copy 
of “Special Report to the Indus- 
try.” 


The problem is to influence builders... not to influence 
““influences.’’ Anyone who knows the ABC of light construction 


knows it’s the builders who are buyers. You, as the seller, want 


use practical 
primarily of bui 
builder interests 
down to this: To | 


And the place to 


real-live buyers... not vague, misty ‘‘influences.’’ When you 


... the book that’s 


builder your audience is made up 

ers. It is the one builder-book that serves 
pxclusively and completely. So it simmers 
Influence builders, you must reach builders. 
reach them is in the book they reach for 


edited by builders for builders: PB! 


...0f the light 
construction industry 


©INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 
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lations committee of the United COMMNUNILY Wallhpatstt se faetees 


‘Antidote’ Stamp 
Plan Is Activated 
in Sacramento 


San Leanpro, CAaL., June 12—A 
group of major Northern Califor- 
nia food and drug retailers will 
participate in a new stamp plan at 
Sacramento in an effort to “pro- 
vide competitive premiums without 
necessary price increases.” 

Announcement of the new Blue 
Chip stamp plan was made by A. 
R. Sargent, president of Purity 
Stores, San Leandro, and spokes- 
man for the group. 

“A major objective of the Blue 
Chip stamp plan,” Mr. Sargent de- 
clared, “is to minimize the added 
costs to consumers resulting from 
the extra expenses of other stamp 
plans.” 

Established on a non-profit ba- 
sis, the plan will be available to 
other retail merchants in the area 
not handling stamps and will offer 
nationally advertised premium 
merchandise to consumers. 

Lucky Stores, Safeway Stores, 
Raley’s Food Stores and Thrifty 
Drug Stores announced the intro- 
duction of the Blue Chip plan to 
be inaugurated in the Sacramento 
metropolitan area within the next 
few weeks. 


® Mr. Sargent, who is also a di- 
rector of the newly formed Blue 
Chip organization, told AA, “We 
have no desire or intention of go- 
ing into other areas with our stamp 
plan unless competitive situations 
make it necessary.” 

At a general meeting in San 
Francisco attended by representa- 
tives of major Northern California 
retailers, as well as representatives 
of California’s large oil companies, 
details of the entire plan were out- 
lined. 

The plan already has been an- 
nounced to the general public by 
newspaper advertising in the met- 
ropolitan Sacramento area. The 
ads included an open invitation to 
Sacramento merchants to partici- 
pate in the plan. 

Originally organized in Los An- 
geles to prevent the spread of trad- 
ing stamp plans among retail mer- 
chants in that area, as well as the 
adoption of stamp plans by the re- 
tail food industry elsewhere in 
California, the plan was developed 
by the major food and drug store 
chains and a number of indepen- 
dent grocers. 

In the case of Sacramento, Sar- 
gent explained, “it was necessary 
for us to activate the Blue Chip 
plan to meet the present competi- 
tive situation.” 


® Officers of the store-sponsored 
trading stamp plan include Albert 
J. Watson Jr., secretary and con- 
troller of Market Basket Stores, 
president; Richard Ralphs, presi- 


dent, Ralphs Grocery Co., vp; 
James O'Neill, director of retail 
operations, Vons Grocery Co., 


treasurer; Lyle L. Boyd, assistant 
to the president, Alpha Beta Mar- 
kets, secretary; Mark S. Schul- 
man, president, Clark Super Mar- 
kets, assistant treasurer, and 
Drummond Wilde, secretary and 
general counsel of Safeway Stores, 
assistant secretary. 


Baltimore PR Council Elects 
Joseph B. Kelly, director of 
public relations of Johns Hopkins 
medical institutions, has been 
elected chairman of the Baltimore 
Public Relations Council. Arch A. 
Smith, pr manager of the Balti- 
more refinery of Esso Standard Oil 
Co., is vice-chairman. Reelected 
for another term are Joseph W. 
Clautice, Baltimore Assn. of Com- 
merce, secretary; Paul F. Causey, 
Shell Oil Co., treasurer, and Vir- 


ginia Tanner, Baltimore & Ohio 


Railroad, recording secretary. 


Advertising Age, June 18, 1956 


Briefs Due June 18 in C-M. charging unfair competition, and) fer. The accounts include St. Jo-| York, to handle their advertising. 
‘Institutions’ Legal Fray alleging that IF&H had infringed | seph Lead Co., New York, Univer-| Hollander was formerly with Du- 

Attorneys for Domestic Engi-|its style and editorial and adver-|sal Chain Co., Maplewood, N. J.| Fine-Kaufman and, later, with 
neering Co. (Institutions) and/tising matter (AA, Dec. 20, ’54/and Perkins Machine & Gear Co.,|Herbert Kaufman. Miller adver- 
Conover-Mast (Institutional Feed- | et seq.) Springfield, Mass. American Metal tised direct, and Gibson-Thomsen 
ing & Housing) are scheduled to Market, New York, was not in-| had no agency of record. 


file briefs of their cases June 18 Sanger Adds Taegen Accounts cluded in the transfer. Sanger- 
with Judge Michael Igoe in U. S.| Sanger-Funnell, New York, has | Funnell does not handle publishing 
district court, Chicago. acquired the industrial and trade | house accounts. 

Oral arguments are set for Sept.| advertising service of Walter Tae- | | ine., New York, has appointed 
17. Judge Igoe, who heard the case|gen Associates, New York. Mr.| Three Appoint Posner-Zabin Gerard L. Brant executive director. 
earlier this year, will rule after! Taegen will continue to serve as al Ralph H. Miller Inc., Allen Hol-|Mr. Brant joined the council six 
the arguments are presented. Do-| consultant with Sanger-Funnell on | years ago as a consultant and has 


Tea Council Names Brant 
The Tea Council of the U. S. A. 


lander Co. and Gibson-Thomsen | 
mestic Engineering is suing C-M,/| the accounts involved in the trans- | have appointed Posner-Zabin, New |been acting executive director. 


mE ) 


Albert McLaughlin 
KPTV 


Lola Montez 
WBRC-Radio-TV 


Percy Hearle 
WAGA-Radio-TV 


COMMUNITY PROJECTS 


An integrated public service year-round activity 
based on specific community needs judged to be most 
important by the consensus of a carefully-selected 


cross section of local citizens 


Frank Stevens 
WWVA 


Elizabeth Wagner 
WSPD-Radio-TV 
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high land costs—in addition to the 


Advertising Age, June 25, 1956 


Watertown Rejects 
Proposed Ordinance 
On Outdoor Signs 


Watertown, N. Y. June 12—A 
city ordinance amendment to per- 
mit construction of 30’ tall outdoor 
signs on business section store 
fronts was defeated by the city 


council last week. It had been op- | 
posed by the Watertown chamber | 


of commerce, Watertown council 


of churches and the First Baptist ; ordinance. 
Church. Testifying at the public hearing 
Following a public hearing, on|in opposition to the ordinance 
motion of Councilman Samuel B. amendment were James W. Hig- 
Wardwell Jr., the proposed ordi-| gins, speaking for the chamber of 
nance introduced two weeks ago| commerce; Homer Perkins, repre- 
was withdrawn. ‘senting the First Baptist Church, 
Mayor William G. Lachenauer and his father, Allen S. Perkins, 
told the council he personally op- | representing the church council. 
posed the measure, but he said! 
that a “reasonable” sign ordinance, ® Mr. Higgins argued that 30’ 
would have to be worked out, be-|signs on Public Square building 
cause most outdoor advertising fronts would “detract greatly from 
signs now violate the present city|the appearance of the business 


27 


| section.” | tower has become known as “the 

Approval of the 30’ sign proposal | lighthouse of God,” he added. 
would, said Mr. Higgins, “create| “I trust we won’t change the 
a poor impression of the appear- lighthouse of God to the glaring 
ance of the business district.” ired lights of the alcoholic bever- 

Homer Perkins, representing the | age industry,” Mr. Perkins assert- 
Baptist congregation whose church 
is situated at the east end of Pub- - 
lic Square, told the council it was," Peter C. Keischgens, manager 
“obvious why we oppose.” He said, | of the local branch of Whitmier & 
“The grapevine says one of the Ferris, outdoor advertising com- 
|signs would be used to advertise | Pany, said at the hearing that his 
the alcoholic beverage industry.” |\COmpany had asked the change in 


The lighted clock in the church the ordinance because, he asserted, 
most signs now are in violation of 


Don Butler 
WGBS-Radio-TV 


STORER BROADCASTING COMPANY 


WSPD-TV WJW-TV WJBK-TV WAGA-TV WBRC-TV KPTV WGBS-TV 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga, Birmingham, Ala. Portland, Ore. Miami, Fla. 
wsPD wJw WJBK WAGA WBRC WWVA WGBS 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta,Ga. Birmingham, Ala. Wheeling, W.Vo. Miami, Fla. 


SALES OFFICES 


TOM HARKER — vice-president and national sales director 
BOB WOOD—national sales manager 

LEW JOHNSON— midwest sales manager ® 230 North Michigan Avenue, Chicago 1! @ Franklin 2-6498 

GAYLE GRUBB—vice-president and Pacific coast sales manager @ 11] Sutter Street, San Francisco ® Sutter 1-8689 


George Cushing 
WJBK-Radio-TV 


The Storer Broadcasting Company has appointed a full-time Com- 
munity Projects Director at each Storer market whose duty will be to 
coordinate and direct those projects deemed most important to the life 
of the community. The plan is intended to assure proper perspective 
and balance in the handling of community problems and to give each 
project the benefit of the most enlightened use of both radio and 
television. The joint radio-television campaign in behalf of each pro- 
ject is then created with the same care given commercial accounts. 


Maggi Wulff 
WJW-Radio-TV 


} 118 East 57th Street, New York 22 @ Murray Hill 8-8630 


jthe law. 
| “Our company wants to conduct 


\its business legitimately,” he as- 


'serted. 

| He said he had no objection to 
| withdrawal of the particular pro- 
‘posal but added that some type 


|of satisfactory legislation must be 
drafted in the near future. 


Sundheim Advertising Moves 
| Thomas R. Sundheim Advertis- 
ing, Philadelphia, has moved to 
|/new offices in the Eastman Kodak 
| Bldg. 


You’re off 
the hook... 


aurence 
INCORPORATED 
CHICAGO 


Fine. Photoengravings 
for 20 Years 
,. 547 South Clark+WAbash 2-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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| PRE STORY families are 
meithy Wage Serner Fami- 
lies. Youy Wage Earners 
i} herve 52% of the nation’s 
Hise-etienery Spending 
Powe: 2) ore ever half of 
alt familios with incomes 
$5,060 and ever. 


_ Children... Housewives... Families... 


: 7 er . te Rites 4 ‘ . . ‘q oo 
« 4 uae in? . J -, we mad \“ se a oe 7 pe ait, ? " % ‘i ~ oA * e 3 E i % 7 
. ; a he x; 
E~ Oe Pa “xt “ ; ~ : 7 
ae Ss 7 a 
nay 4 Bis : 
tat =f x aaa iy 
kets ce ee 
re i 7 reah 
4 24 . y ¥ < 
Ws , A ? : : ; 
, Oe 5 ine : " ei ' 4 +) 4 
S ota ae ‘ i Ae -< 4 . ¥ < is, 
roe. ee J Aen BI me oe ab 6 nh 5 a. € ‘ _ es -- e See, 
j 


True Story families are younger families with more children, more young 


children. 


THEY BUY MORE because they’re bigger and they buy longer. And they’re 


the kind of families who have the most to spend! * 


Here are specifics: 


TRUE STORY HAS MORE YOUNG CHILDREN 


Children Under IO Per 100 Households 


National | | 
ientene We os Saas ee) a 73 


Leading ' 
Mayerine 75 
weekly a Pe 74 
TRUE STORY HAS MORE TOTAL CHILDREN 
Children Under 18 Per 100 Households 
pr a 15 


TRUE 
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money” to spend. 


life as Wage Town lives it. Ask our representative for details. 
TRUE STORY © TRUE ROMANCE e¢ TRUE EXPERIENCE e 


HOW TO SELL A LARGER SEGMENT OF THE GREAT WAGE-TOWN MARKET 


The True Story FAMILY BEHAVIOR GROUP*—with over 4,000,000 CIRCULATION — 
broadens your coverage by reaching more of the True Story kind of family. These 
families are Wage-Town families; high in buying potential and with more “loose 


Wage Town is a different way of living. The FAMILY BEHAVIOR GROUP reports 


TRUE LOVE STORIES 
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TRUE 
STORY 


Leading 
Service 
Magazine 


Leading 
Weekly 
Magazine 


TRUE 
STORY 


Leading 
Service 
Magazine 


Leading 
Weekly 
Magazine 
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TRUE STORY HAS A HIGHER PERCENT OF MARRIED WOMEN 18-35 YEARS 
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TRUE STORY HAS A YOUNGER TOTAL AUDIENCE 


Median Age of Women Readers 


28 


And, remember, you virtually cannot reach TRUE STORY’s younger, longer 


buying audience with any other magazine. .. because 
76% of True Story’s primary households are not reached 
3 by any of the women’s service magazines! 


7 8% of True Story’s primary households are not reached 
G by any of the four big weeklies! 


of True Story’s primary households are not reached 
by any of the three top store magazines! 


the service Magazine read in Wage Town families 
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(Continued from Page 2) 
the reader that the product it fea- 
tures is, as The New Yorker re- 
cently called itself, ‘the world’s 
most only.” 


® Mr. Weir declared that the best 
copy can do is to “incite a desire 
to purchase the product.” The 
“closed” sale, he said, comes about 
“only after the product has been 
used with satisfaction. 

“Copy that has incited the desire 
to purchase the product can assist 
materially in the final ‘closing’ 
of the sale—causing the product to 
be used with satisfaction. It can 
also sow seeds of dissatisfaction. 
And the difference lies, I think 
you will agree, in how the copy 
conditions the reader for his even- 
tual experience with the product.” 

The “mistaken” idea that copy 
can “close” a sale, asserted Mr. 
Weir, has led to “the cult of the 
so-called ‘hard-sell.’” 

“The cult of the ‘hard sell,’” 
said Mr. Weir, “has accumulated a 
decalog as false as the deities it 
worships. And it is to the credit of 
men like Pierre Martineau (re- 
search director of the Chicago 
Tribune) that this decalog is grad- 
ually being debunked. I mean as- 
sumptions that certain words—like 
‘amazing’ or ‘sensational’—have a 
magic power to compel a great 
number of people to purchase a 
product so described. 


s “Or that all products are bought 
because of what they will do, in- 
stead of for what, occasionally, 
they might mean.” He also cau- 
tioned against citing the “fact of 
improvement” rather than what 
the improvement means to the 
user. 

When the “fact of improvement” 
is used in advertising, he said, 
“you generally wind up with the 
adverb ‘now,’ followed by an 
exclamation point; a claim of ex- 
clusivity, usually involving the ad- 
jective ‘only’; a word like ‘revolu- 
tionary’; and a meaningless 
neologism—meaningless to every- 
one but the client and a group at 
the agency working on the account. 

“I’m sure you know the verbal 
sequence of such a headline: ‘Now! 
Only the new Locomobile has fis- 
sion-pebbled Zimarivs!’ 

“You won’t bump into anybody 
who can tell you what ‘fissioned- 
pebbled Zimarivs’ are, for the sad 
fact is that, aside from the adver- 
tiser, nobody really cares.” 


® For Mr. Weir, the stages of clos- 
ing a sale go like this: 

“First,- a degree of curiosity, 
fanned by the prospect of personal 
gratification. Then a ripening into 
interest, brought about through 
burgeoning belief—through con- 
fidence that what the copy mes- 
sage has to say is reliable. This 
ripening of curiosity into interest 
and the development of belief nat- 
urally implies a satisfactory un- 
derstanding of what is said. 

“Now, if all goes weil, there 
probably follows the urge, the de- 
sire to consummate what the emo- 
tions have said might be good and 
what the late-intruding mind has 
rationalized as being worthy of 
acquisition. 

“These, I suspect, are the initial 
stages in the eventual closing of 
the sale—but only the initial stag- 
es; certainly not the final stages. 
And these are the only stages 
which advertising is capable of 
bringing about.” 

Mr. Weir's advice was for mod- 
eration in advertising claims and 
language. All concerned, he added, 
should “constantly bear in mind 
that, if advertising copy is to be 
at all effective in contributing to 
the eventual closing, it should not 


Ads Whet Consumer's Appetite to Buy, 
But Don't ‘Close’ the Sale, Says Weir 


venture beyond its limited prov- 
ince of informing favorably; of 
inciting curiosity; of building be- 
lief; of creating understanding; of 
developing the urge to investigate 
and see for oneself. 


® “In these respects,” he contin- 
ued, “I believe advertising has, 
perhaps, as I have mentioned, an 
additional and overpowering po- 
tential for keeping the sale closed, 
once merchandising, promotion 
and point of sale education have 
gotten the product into a consum- 
er’s hands and the consumer’s 
money into the till. And that is: 
Conditioning the user for what 
will happen once he uses the prod- 
uct, and so conditioning him that, 
once he uses it, he is able to say, 


‘This is not only what I expected, 
it is better than I expected.’ 

“When this happens, the sale is 
irrevocably closed.” 


‘House Beautiful’ Boosts Two 
Paul E. Yergens has been named 
business manager of House Beauti- 
ful, New York, and of its supple- 
ment division. He has been a sales 
representative and sales and mer- 
chandising coordinator of the mag- 
azine for the past two years. Jack 
A. Lederer, formerly in the maga- 
zine’s Chicago office, has been ap- 
pointed manager of the Cleveland 
office of House Beautiful, respon- 
sible for Ohio, West Virginia, 
Pennsylvania and part of Ken- 


tucky. 


Eckhardt Joins Bond & Starr 

H. T. Eckhardt, formerly ad- 
vertising manager of Miller Print- 
ing Machine Co., Pittsburgh, has 
joined Bond & Starr, Pittsburgh, 
as an account executive. 


Independent Telephone Assn. 
Will Launch Drive in August 


A new campaign, based on the 
theme that “Independent tele-| 
phones help you reach all Ameri- | 
ca,” will be launched in August by 
|the U. S. Independent Telephone 
|Assn., Washington. Page ads will 
jfeature the theme as a running 
headline above illustrations of re- 
gional American scenes. Ads are 
scheduled for Farm Journal, Time 
and U. S. News & World Report. 

The association, composed of 4,- 
700 independently owned and man- 
aged telephone companies, first 
started advertising in the spring 
of 1954. J. M. Mathes Inc., New 
York, is the agency. 


Select-A-Broiler in Drive 
Wedgewood Gas Range Co. has 
launched a campaign to introduce 
its new Select-A-Broiler. Media 
plans call for use of 23 radio sta- 
tions in Los Angeles, Bakersfield, | 


San Diego, Fresno and Sacramento, | 
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as well as outdoor advertising in 
247 locations in Southern Califor- 
nia, the San Francisco Bay Area 
and in Sacramento. Full-page color 
Sunday supplement ads will also 
be used. Campbell-Ewald Co., San 
Francisco, is the agency. 


Philadelphia PR Assn. Elects 

Richard Hooper, of Radio Corp. 
of America, has been elected pres- 
ident of the Philadelphia chapter 
of the American Public Relations 
Assn. Vps elected are Albert Hol- 
lingsworth, Franklin Institute; 
Maurice Orodenker, head of the 
agency bearing his name, and Dor- 
othea Sitley, Gimbels. 


Plans New Radio Station 

Long Island Sound Radio Corp. 
is planning to construct a new 
radio station at Old Saybrook, 
Conn., which will operate during 
daytime hours. The Federal Com- 
munications Commission has ap- 
proved construction plans. 
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plex industry the way engineers think. By code system 
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in a dead-end street.” 

Mr. Cunningham also declared, 
“Too much artwork is done today 
that is no more than an illustration 
of what the headline clearly says. 
A recipe for good art direction, to 
me, is to read the copy and then 
see if you can’t devise a picture 
that would make the first two 
paragraphs unnecessary.” 

(Continued from Page 2) Turning to tv, Mr. Cunningham 
have to put male models-in-am-| exclaimed, “Have we got distance 
bush in all our advertising for a|to go! As far as tv commercials 
decade? |are concerned, the great ones are 

‘as yet undelivered, unproduced, 
® “And horses-in-the-hou se —| unthought-of. 
with men in tuxedos appliqued on | 


Cunningham Hits 
Beards, Horses, 
Etc., as Ad Fads 


their haunches. Only one whisky |® “Think of the opportunity. Sir| 


should have a right to that one— Lawrence Olivier in ‘Richard III’ 
and I wish they’d put it back on| was seen by 40,000,000 people. 
the bottle pretty soon. | What a palette to work with—life, 
“This imitativeness and medio-| color, movement, music and sound. 
crity is due to lazy thinking, or| You have one minute before 40,- 
rather lack of thinking,” the agen- | 000,000 people. And you are spend- 
cy president maintained. “If any-| ing almost $100,000—of somebody 
body says the world isn’t full of | else’s money. It had better be good. 
undiscovered visual selling ideas Mighty good. And it isn’t—yet. 
for advertising—he’s sound asleep| “The greatest advertisements of 


|all are as yet unmade,” he repeat- | 
| ed. “They’ve got to be the greatest | 
lof all time because they’ve got to 
| move the greatest tonnage of prod- 
uct-per-single-person of all time.” | 


Plan Fall Campaign for New 
Universal Electric Blanket 
Landers, Frary & Clark, New 


40,000,000 homes—88% 


According to H. S. Perkins, sales 
manager of the company’s electric 
housewares division, there are still 
of the 
country—that do not have an au- 
tomatic blanket. 


Electronic Watches Predicted 


Watches of tomorrow may work 


Britain, Conn., is now scheduling Somewhat like a radio, according 
a magazine and newspaper cam- to M. Fred Cartoun, chairman of 
paign to introduce its new Univer- | Longines-Wittnauer Watch Co. Mr. 


sal “completely automatic” electric 
blankets this fall. New features of 
the blanket include a signal wire 
system which “eliminates bumpy 
thermostats,” and a new Night 
Watch control, which adjusts the) 
blanket warmth to room tempera- 
ture and automatically resets itself | 
after a current stoppage, according | 
to the company. Magazine ads will 
appear in October and November, 
and possibly December. The news-| 
paper campaign will run in 34| 
markets. Goold & Tierney, New| 
York, is the agency. 


| Cartoun made the prediction while 
testifying before a congressional 
committee. These watches, he said, 
would not be battery-operated but 
“truly electronic devices, powered 
by radio impulses or some similar 
device.” 


Playtex Reassigns Denmark 
Bernhardt Denmark, formerly 
national sales manager of the 
Playtex Family Products division 
of International Latex Corp., New 
York, has been named marketing 
manager of the division. 


... that makes money for you because of these 
15 services to readers and advertisers: 


1. It lists MEN — 42,500 IRE member-engineers grouped 
both alphabetically and geographically. 


2. It is a Directory of FIRMS — 3500 manufacturers and 
1500 companies in electronic distribution. 


3. It is an index to products—providing detail for 500 types. 


4. Guide to distribution—gives both distributors and manu- 
facturers representatives—1500 of them by states. 


5. Phone numbers listed for 3200 firms and distributors in 
pace with the high speed of business today. 


6. Book lies flat when open—full visibility to every page— 
easy to read and use. 


7. Classified as an engineer thinks — fundamental rather 
than terminology groupings help the purchaser find a 
product even if he has forgotten its name. 


8. Codes give compact but complete information. “Search 
time” is reduced by brief number codes and condensed 
data listings with repetition cut down. 


9. Machol Edge Index speeds finding divisions of the book 
and products. Edge Index makes the four-in-one fea- 
tures clear and easy—apparatus, components, instru- 
ments, and services and materials found by a flick of 
your thumb. 


10. Two editions: The full DIRECTORY including member 
listings, over 1000 pages, goes to every IRE member 
above student grade in America. The IRE PURCHAS- 
ING DIRECTORY, 600 pages, omitting member listings, 
goes to the 5000 firms serving the Radio-Electronic 
market. Both editions include all the advertising. 


11. Every ad faces listings. No jamming of ads into a section 
by itself. Every ad positioned with a reason. 


12. All firm and product listings in bold-face and cross 
indexed for advertisers. Advertisers get the breaks! 


13. Multiple page section provides service of complete cata- 
logs permanently “on file” where the engineer can 
always find them. Rates compete with postage. See 15 
below. 


14. Individual appeal. This DIRECTORY actually lists its 
users. Personalizes its interest to the member owner. 


15. Remarkably economical! Compare these rates for a year 
of ad reference service: 


RATES: 
Regular Units Multiple Pages 
1 Page $540 2 Pages* $1000 
% Page 360 4 Pages® 1600 
% Hor. P. 270 8 Pages* 2400 
% Page 180 12 Pages® 3000 
% Page 90 16 Pages* 3200 
*Includes 1 extra color 
IRE DIRECTORY (Annual) 
1475 Broadway . New York 36, N. Y. Rie 
® Tel. BRyant 9-7550 
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Multiple pages (complete catalogs are economical) 


Two editions total 47,500 copies 


2 
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USF-Aspinook Offers Sales 
Training Course to Stores 
USF-Aspinook-Arnold, finishing 
division of Gera Corp., New York, 
is offering free of charge to retail- 
ers a Vat Color sales training 
course in decorative fabrics for 
store personnel. The course con- 
sists of six in-store meetings de- 
signed to provide sales peopie with 
basic color, fabric and selling 
know-how, with particular em- 
phasis on Vat Colors. ’ 
The program was prepared by 
Robert B. Grady Co., New York. 


Needham, Louis Names Four 
Needham, Louis & Brorby, Chi- 
cago, has appointed Dean M. Lierle 
Jr. and Roger Torkelson to its 
copy department and Gerritt J. 
Beverwyk to its television art 
group. Mr. Lierle formerly was 
with Clinton E. Frank Inc.; Mr. 
Torkelson previously was with 
Kerker-Peterson-Hixon-Hayes and 
Gamble-Skogmo, and Mr. Bever- 
wyk most recently was with Camp- 
bell-Mithun. The agency also has 


advanced Julie Norris to film 

program buyer. 

Amoco Buys ‘Monitor’ 
Americen Oil Co., Baltimore 


(Joseph Katz Co.), will sponsor 
14 five-minute musical segments 
per weekend on “Monitor” (NBC 
Radio) July 7 through Dec. 30. 
Seventy-three eastern stations are 
included in this $192,000 buy. This 
represents a switch from news to 
music for Amoco, which bows out 
as a three times weekly eastern 
sponsor of Ed Murrow’s newscast 
(CBS Radio) on July 1. 


rr 


Authentic, basic 
information on 
every major trade 
and industry! 


Once you see IM’s Annual 
Market .Data & Directory 
Number, June 25th, you'll 
never worry again about get- 
ting basic facts about the 
major trades and industries 
in the U.S. and Camada. It’s 
all there — authentic, com- 
pletely indexed. 


Yours as part of a year’s trial 
of the IM service. Inciudes 
monthly copy of IM plus 
annual 556-page MD&DN— 
only $3. 


Maii Coupon Today 
INDUSTRIAL MARKETING 
200 E. tilinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 
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Fitzgerald Haldemann De Carlo Stanley Chambers Bennett 
and Helen Stanley, Leo Burnett Co.; Bill Stenson, 
Campbell-Mithun; Ed Fitzgerald, J. Walter Thomp- 


Clayton Hall Stenson Meyerson 
OFF WE GO—Shown here are several of a group of 44 
Chicago advertising people who took a one-day 
“Excursion into Vitascan Color” at WITI-TV, Mil- 
waukee. The outing was co-sponsored by the Bran- 
ham. Co. and included a luncheon and color demon- 
stration at “the world’s first independent color 
station.” Excursionists are Frank Clayton, Joe Hall 


Don DeCarlo, Needham, Louis & Brorby; Pat Cham- 
bers, McCann-Erickson; Hal Bennett, Tatham-Laird, 
and J. E. Meyerson, general manager of WITI-TV, 
conducting the group. 


Steamship Group Adds PR jlines, has expanded its services;by Alfred S. Johansen, who has 

The Trans-Atlantic Passenger to members with the addition of a/| resigned as head of Johansen, Bee- 
Conference, New York, an associa- special department for public re-|son & Buckley Associates, public 
tion of 25 passenger steamship! lations and publicity. It is headed | relations company. 


It Happened 


at Lazarus—Columbus, Ohio 


This striking version of the American 
Home magazine’s cover stopped traffic in 
Columbus. Two windows featured 
Carnation Fantasy merchandise—as 
shown in the May issue—at Lazarus. 
Extensive spot displays of related linens 
and domestics and American Home display 
material completed the tie-in. One more 
example of a store that went all out, 
believing in the power of The American 
Home to move people to the point of sale. 


son Co.; Beverly Haldemann, Compton Advertising; | 


Bi | 15% Is 15%’... 


Foreign Media 
Reps Gird for 


| Billings Fight 


Growing Activities of 
Agencies in Overseas 
Field Bypass Reps Here 


New York, June 12—Fifteen 
disgruntled representatives of for- 
eign media met for lunch here to- 
day, elected officers of their 
newly-formed association and 
plotted ways to keep U. S.-directed 
overseas advertising from falling 
out of their hands. 

Joshua B. Powers, head of the 
representative company bearing 
his name, was elected president of 
the Foreign Media Representatives 
Assn. and presided over a meet- 
ing which showed clearly that the 
representatives are up in arms 
over recent developments in the 
international advertising field (for 
earlier story on formation of the 
group, see Page 99). 

Paradoxically, the representa- 
tives’ troubles came at a time 
when international advertising is 
expanding on all fronts. They are 
finding that while there are in- 
creasing calls for their services, 
more and more advertisers place 
business locally, through associate 
agencies or via overseas offices of 
domestic agencies. 

Mr. Powers emphasized that “we 
don’t want to have a fight with 
anyone,” but discussion around the 
table indicated that a number of 
the representatives are in a fight- 
ing mood. 


= Peter Treves, of Italian Pub- 
lishers Representatives, told the 
group that one way to deal with 
the situation is to refuse service 
to agencies which bypass the New 
York representative. Several rep- 
resentatives supported this point of 
view. 

In a _ hot-tempered statement, 
Eric Vieux, 
Publications, asserted that if the 
agencies won't play ball, then the 


of Inter-American| WGN-TV, Chicago. 
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| Cooler heads urged a more tem- 
| perate approach. M. H. Bromberg, 
lof S. S. Koppe & Co., pointed out 
that the foreign media reps get 
75% of their business from only 15 
agencies, and he warned, “We can 
look forward to a declining busi- 
ness unless we can get these agen- 
cies on our side.” 

Mr. Bromberg said his main rea- 
son for joining the association is 
the hope that it will elevate the 
prestige of the foreign media rep- 
resentative. 


s A committee headed by Edwin 
Seymour, of Edwin Seymour Inc., 
was formed to formulate a pro- 
gram of action. The committee 
will consider steps in four areas— 
rate maintanance, circulation aud- 
its, liaison with other groups and 
improvement of relations with 
publishers. 

Other officers were Mr. Brom- 
berg, vp; Mr. Seymour, secretary, 
and Melchor Guzman, of Melchor 
Guzman Co., treasurer. Five others 
will serve on the board of direc- 
tors: K. Balaraman, the Hindu; 
N. DeFilippes, of N. DeFilippes 
Co.; Rufus J. Doig, O’Mara & 
Ormsbee; Robert T. Kenyon, of 
Robert T. Kenyon Co., and Mr. 
Vieux. 

It was decided to list the address 
of the association as in care of the 
Seymour company, at 270 Park 
Ave. 


s Membership in the association 
is open to individuals and compa- 
nies engaged in the representation 
of local advertising media pub- 
lished or located outside of the 
continental U. S. In addition to the 
companies mentioned above, the 
following also will be participat- 
ing in the association: 

Jerome Co., Leo Armati (Syd- 
ney Morning Herald), M. E. Ben- 
signor, Katz Agency, International 
Newspaper Representatives, Chal- 
mers-Ortega Inc., Humberto D. 
Gonzales (Havana Excelsior), Pan 
American Publishers Representa- 
tives and Grant Webb & Co. 


WGN Appoints Edward Petry 
Edward Petry & Co. has been ap- 
pointed representative in the 11- 
state West Coast area by WGN and 
George P. 
|Hollingbery Co. formerly handled 
the stations, which service the mid- 


representative should go over their| western states with their own sales 


heads to the clients. “After all, 
15% is 15%,” he said. 


|staffs and service the East Coast 
from the New York office. 


Hf youre thinking of Wisconsin 
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HOW LIFE FITS YOUR MARKET 
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There are 
47,800,000 
households 
in the U.S.... 


| | and 28% of all 

i - U.S. households 
' are reached by an 
' ' } average issue 

i ; 

| ] 
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In no other medium can an advertiser start with so large 
hi a share of the market and be sure he’s getting it. This 
ii is one of the good reasons why advertisers of electrical 


appliances spend more of their dollars in LIFE than in 
any other magazine. LIFE’s total audience of 26,450,000 
weekly is larger than that of any other weekly magazine. 
Sources: For households reached, A Study of the Household 


Accumulative Audience of LIFE. For LIFE’s audience, A 
Study of Four Media, 
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In WICHITA, Kansas 

Wichita Eagle ads click fast! Murray’s sold 80 
coats from one ad. Kechi Corner chalked $25,- 
000 sales from Home Show and one ad. One-Hi 
Cleaners registered normal month’s volume 
with cleaning special and % page ad to “tell 


» ” 
. 


em 


In WESTCHESTER COUNTY. N. Y. 

“We're now in our 59th year and the local Macy 
Westchester Group Newspapers are our first 
and basic medium for result getting,” says 
Richard Barrsicale, Advertising and Sales Pro- 
motion Director, Genung’s Department Stores. 
“We've tried supplemental media such as car 
cards, etc., but have found out we get our re- 
sults from our local dailies here in Westchester.” 


In WAUKEGAN, Illinois 

Fisherman’s waders aren’t exactly traffic items. 
Yet a three column ad in the Waukegan News- 
Sun for Gurnee Discount Center moved moun- 
tains of waders. Results like these are the rule 
not the exception when you advertise in the 
News-Sun. 


In WATERLOO, Iowa 

E. E. Bailey, managing director of Black’s De- 
partment Store, declares: “Advertising in the 
Waterloo Courier has been the mainstay of 
Black’s getting its message to northeastern 
Iowa for 64 years. The successful growth of 
this store can be attributed to the fine accept- 
ance of the Courier.” 


—and 


In SOUTH BEND, Indiana 

“We have concentrated our advertising with 
The Tribune since we opened for business in 
South Bend almost 19 years ago. In fact, the thor- 
ough coverage of our market which The Tribune 
provides was an important factor in our de- 
cision to expand and modernize the facilities 
of the South Bend Store.”—W. C. Sparks, 
Manager, J. C. Penney Co., South Bend. 
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Harold Gammill, Jr., of Shreveport: 
Newspapers sell power mowers for him! 


In SHREVEPORT, Louisiana 

Hareld Gammill, Jr., owner of Harold’s Sales 
and Service, says: “My number one advertising 
medium is the Times-Journal. Recently I sold 
over 100 power mowers at an ad cost of only 
$1.67 per mower . . . 1.8% of sales total.” 


In ST. PETERSBURG, Florida 

... April 5th was a delightful day for doughnut 
dunkers! Krispy Kreme sold more than 800 
dozen . . . twice the average daily volume! 
How? Manager Ray L. Bacon says because 
of a “terrific” 16-inch “coldtype” ad in The 
St. Petersburg Times. 


In ST. JOSEPH, Missouri 

“Hirsch’s (St. Joseph’s largest dry goods and 
women’s apparel store) is predominantly a 
newspaper advertiser .. . over 90% of our ad- 
vertising dollars are spent in the St. Joseph 
News-Press and Gazette . . . proof enough that 
we depend upon newspapers—the action me- 
dium”—Ned Albert vice-president Hirsch’s. 


A Pog Vie 


In ROCHESTER, New York 
“Newspapers sell merchandise, that’s all! They 
do it fast. They do it economically. And they 
offer turn-on-a-dime flexibility unknown in any 
other medium we've tried”— S. N. King, vice- 
president, Bond Stores, Inc., a Rochester indus- 
try and consistent advertiser in The Times- 
Union and Democrat and Chronicle. 


Robert L. Lynn, of Heironimus of Roanoke: “... by 
any measurement, most dependable medium” 


Local B 


In ROANOKE, Virginia 

Robert L. Lynn, President of Heironimus of 
Roanoke, states: “Basically, we have relied on 
solid merchandising to build our sales to the 
point where our recent expansion move became 
possible. We are convinced that newspaper ad- 
vertising is, by any measurement, the most de- 
pendable medium to move items.” 


In PORTLAND, Oregon 

George Halling, Executive Vice-President of 
Portland’s big J. K. Gill Company says, 
“Since that first advertisement in the Journal 
in 1902, you have contributed much to our 
success by carrying our advertising messages 
to the people of Portland and the great North- 
west, always with fine results.” 


In PORTLAND, Maine 

“Nearly 20,000 customers—a response that 
exceeded fondest expectations — heralded the 
opening of Shaw’s new suburban North Deering 
market after a two-page ad in the Portland 
Press Herald-Evening Express,” reports Gard- 
ner S. Payne, Shaw advertising manager. 


In PITTSBURGH, Pennsylvania 

Harry E. Peterman, dynamic Publicity Direc- 
tor of Thorofare Super-Markets and a top Sun- 
Telegraph advertiser, says: “We credit news- 
paper advertising with direct communication 
with the consumer to supply fastest sales action. 
Team up this advertising with famous brand 
names and an enthusiastic and aggressive mer- 
chandising organization, and you go places.” 


In PEORIA, Illinois 

Jack Dixon, Dixon Fisheries, says: “The in- 
crease in over-the-counter sales topped and 
doubled any previous records . . . The numer- 
ous inquiries and sales from other cities, such 
as Bloomington, Canton and Kewanee were in- 
deed gratifying . . . It is now one week later, and 
many customers are still buying from the ad.” 


In OKLAHOMA CITY, Oklahoma 

Says Andy Anderson, of Andy Anderson Sport- 
ing Goods Company: “When we want sales 
results, we can always count on newspaper ad- 
vertising. Just the other day, we offered men’s 
slacks at $5.95 in small space in the Sunday 
Oklahoman. They sold out next day.” 


In OGDEN, Utah 

“We know that newspapers pay off,” says Al 
Pietschman, sales promotion manager of Bon 
Marche in Ogden. “If we want to build a spe- 
cific department . . . build storewide traffic . . . 
newspaper space in the Standard-Examiner is 
our first thought, because it is timely and graph- 
ically shows and tells about the product.” 


In NEW YORK, New York 

Exclusively in the New York Journal-Ameri- 
can, Oppenheim Collins ran a closeout ad on 
women’s raincoats at $12.99. “Folowing day was 
clear,” they report, “but customers poured in. 
Total sales neared $25,000.” 


In NEW ORLEANS, Louisiana 

Warren Munch and Jack Romain, co-owners 
Romain Refrigeration, report: “It has been our 
experience selling room air-conditioners that 
an ad in The Times-Picayune will pull twice 
as much as the same amount spent in any other 
medium. During the past two years we have 
used newspaper advertising exclusively.” 


In MUNCIE, Indiana 

Ralph Chase, general manager of Ball Stores 
department store, says: “Our ads in the Star 
and Press bring a steady flow of customers for 
day-to-day shopping and very often flood our 
selling floors on special events like our Anni- 
versary Sale, Appreciation Days, Dollars Days, 
etc. Our newspapers are our eyes, our voice 
and our fingertips that we try to keep on the 
public pulse.” 


In MEMPHIS, Tennessee 

“There’s a reason why we at Goldsmith’s have, 
year after year, led the entire field in the 
amount of retail advertising linage in the Mem- 
phis newspapers, and that reason is Sales Re- 
sults! In 1955 we used 205,940 lines additional 
space, or a plus 6% over our 1954 linage.”— 
Fred Goldsmith, Jr., secretary-treasurer in 
charge of advertising, Goldsmith’s, Memphis. 


siness 


In LYNN, Massachusetts 

Walter L. King, president, King Radio & Fur- 
niture Company, Inc., and vice-president Great- 
er Lynn Chamber of Commerce, says: “We ad- 
vertise exclusively in The Lynn Item. We have 
found that newspaper advertising gets us im- 
mediate, productive and enduring results. I am 
constantly urging my suppliers to spend more 
with the newspapers.” 


SS 


Fred Goldsmith, Jr., Goldsmith’s, Memphis: 
Reason for increased linage is Sales Results 


In LUBBOCK, Texas 

Lloyd L. Buzan, advertising director of S & Q 
Clothiers, men’s and boy’s apparel store, says: 
“We're using the Avalanche-Journal on a five 
insertion per week yearly schedule—because 
our newspaper advertising pays off in sales. 
And we regard our program as the number one 
medium to reach our immediate market—and 
tell and sell Lubbock people what we offer.” 


In LOWELL, Massachusetts 

Kenneth M. Brett, The Bon Marche (Allied 
Stores) prexy, states: “Lowell Days, May 17 to 
21, resulted in 548,000 coupons passing across 
counters in Lowell stores. Lowell Sun response- 
ability, plus the coupon feature, powered the 
promotion.” 
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Bettye J. Beasley, Dalton’s Advertising Manager, 
Much of credit for growth to Baton Rouge papers 


In HUNTINGTON, West Virginia 

R. J. Payor, of Bradshaw-Diehl department 
store, says this about newspaper advertising: 
“We have just completed our annual analysis 
of our advertising expenditures . . . Once again 
the medium of newspapers led the parade with 
lowest advertising cost. We are indeed grateful 
for the fine cooperation and assistance . . . and 
I know that this in itself is a factor in successful 
newspaper advertising.” 


relies on Newsp 


In HONOLULU, Hawaii 

Lloyd Russell, owner of Russell’s (men’s cloth- 
ing) says: “Star-Bulletin advertising built my 
business from one store to four. I’ve tried them 
all, and no other medium or combination of 
media can begin to do the job that the Star- 
Bulletin has done for me. I strongly recommend 
newspaper advertising to all my suppliers.” 


In GREENVILLE, South Carolina 
Ernest Gaillard, vice-president, Patton Tilman 
and Bruce, says: “We attribute our growth to 
name brand shoes and ready-to-wear plus con- 
sistent use of News-Piedmont advertising. Our 
newspaper illustrations provide fashion details 
women want. Newspaper advertising reaches 
more people .. . is the most effective . . . news- 
papers are our first choice.” 


In GREENSBORO, North Carolina 
“We use newspapers almost exclusively for all 
of our furniture stores,” says Alan Kane, man- 
ager Kane Furniture of Greensboro. “Domi- 
nant illustrations, selling copy—read and re- 
read by the 105,000 family coverage of The 
News-Record—gives us immediate results. 
When we opened our new Greensboro store, 
this combination far exceeded expectations.” 


In GRAND JUNCTION, Colorado 
Quoting Tim Campbell, of Sally Ann Bakery: 
“Since our first advertisement in 1933, when we 
had two delivery routes, we now have 20 de- 
livery routes operating in three states. Growth 
largely due . . . quality product and consistent 
factual advertising . . .” First advertising was 
10 inches weekly, now it’s 40 inches in color. 


Photo by Editer & Publisher 


S. N. King, of Bond Stores, Inc., Rochester: 
“Newspapers sell merchandise, that's all!” 


In FORT SMITH, Arkansas 

“The Southwest American and Times Record 
give our store the only economical method of 
increasing our business,” a Fort Smith depart- 
ment store executive said recently. “Your 
newspaper is the only advertising medium we 
have been able to use successfuly,” he added. 


In ELGIN, Illinois 

Gromer Super Markets let Elgin Daily Courier- 
News advertising spearhead a “Grand March” 
sales event . . . and with super results! Says R. 
C. McCornack, a Gromer partner: “A ‘keyed’ 
coupon was returned to us in uncounted thou- 
= Yes, the coupon ran in The Courier- 

ews. 


In EDMONTON, Alberta, Canada 

“My annual sales skyrocketed from $59,000 to 
$720,000 since I started six years ago. Approx- 
imately 80 percent of my advertising appropria- 
tion of $65,000 has been spent in The Edmonton 
Journal,” says George Esper, of Joy Appliances 
in Edmonton. 


In DUBUQUE, Iowa 

After second G-E Sale-A-Thon, Miller Radio & 
TV wrote Telegraph-Herald, “Tremendous re- 
sults again. 1955 our biggest, most successful 
year on record .. . and you can take a big share 
of the credit. Our gratitude and thanks for the 
wonderful assistance you have given us.” 


Ernest Gaillard, of Patton Tilman and Bruce: 
Greenville women seek fashion details. 


In DETROIT, Michigan 

Sam Fenster (Fenster Furniture) reports his 
store was jammed with customers last month 
following a Wednesday morning Free Press 
advertisement. Morning Free Press ads pull 
similar same-day results for other advertisers 
day-in, day-out. 


In DENISON, Texas 

Lilley-Ayres department store says: “The Deni- 
son Herald does a complete job for us!” In their 
10 years over 95% of budget in newspaper 
(both institutional and direct sales), building 
volume into one of largest in area! A Texas 
Harte-Hanks Newspaper! 


In DAYTONA BEACH, Florida 
“Florida State Theatres spend thousands of 
dollars annually in newspapers as their prime 
advertising medium,” states James L. Cart- 
wright, district manager. “Such preference 
naturally reflects locally, where Daytona Beach 
News-Journal carries the great bulk of our 
advertising.” 


In COUNCIL BLUFFS, Iowa 

Harold Finkle, co-owner Sixth Street Market, 
says: “In 10 years we have grown from a semi- 
neighborhood store to a major downtown super- 
market, advertising exclusively in The Non- 
pareil. We use up to 20% of our space, tying in 
with national promotions running in our news- 
paper. It pays off.” 


In CHICAGO, Illinois 

Irvin H.Wilsker, sales promotion director, Man- 
del Brothers, reports, “The primary retail ad- 
vertising medium for me is still the newspaper. 
While not selling short any other methods, day 
in and day out, newspapers deliver our bread 
and butter selling. A low bow to the Chicago 
Tribune for a fine job in helping us move the 


Shopping in Lowell . . . powered by response- 
ability of Sun, says Kenneth Brett 


In BILOXI-GULFPORT, Mississippi 
Beautiful Popp’s Ferry Restaurant opened and 
operated with little success. But Reg Hendon, 
manager, now says: “We are glad we started 
advertising in the newspaper. It has paid off. 
Thanks to the Herald, we have had to triple 
our floor space, and are still crowded.” 


apers! 


In BECKLEY, West Virginia 

H. C. Sheets, manager of J. C. Penney Com- 
pany, says: “We are fortunate in having excel- 
lent coverage and acceptance in our tradin 
area of the Beckley Post-Herald & Raleigh 
Register. We find them very ettective media.” 


In BATON ROUGE, Louisiana 

“With much credit to use of newspaper adver- 
tising,” says Miss Bettye J. Beasley, Dalton ad- 
vertising manager, “In a quarter-century Dal- 
ton’s has grown to be Baton Rouge’s leading 
department store in volume, fashion and pres- 
tige . .. major portion of advertising budget has 
gone to the State-Times & Morning Advocate.” 


In BANGOR, Maine 

Says Albert H. Smaha, executive vice-presi- 
dent Columbia Markets: “Traffic means every- 
thing to our supermarket. Newspaper advertis- 
ing builds a traffic pattern that’s like telegraph 
poles flitting by a fast-moving train. To cut 
down newspaper advertising would be like 
slowing down the locomotive. The spaces be- 
tween store traffic, like between poles, would 
become bigger and bigger!” 


Lloyd L. Buzan, of S & Q Clothiers, Lubbock: 
“, « « Mewspaper advertising reaches market.” 


In ALLENTOWN, Pennsylvania 

Eight years ago a leading Allentown furniture 
firm, Van Scivers, decided to stay open Monday 
nights. Consistent advertising in Sunday’s Call 
Chronicle has made Monday their biggest day! 
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Kennon Jewett, 
Adman, Yachtsman, 
Is Dead at 53 


MraM1 Beacn, June 12—Kennon 
Jewett, 53, former advertising 
copywriter and account executive 
with several New York agencies 
and a well known local yachtsman, 
died June 10 at St. Francis Hos- 
pital here after a long illness. 

Born in Chicago, Mr. Jewett was 
graduated from Harvard College. 
Early in his business career he 
was on the staff of Time. In 1927 
he joined J. Walter Thompson Co. 
in New York as a copywriter. He 
left that agency in 1932 to join 
William Esty Co. and later was as- 
sociated with Buchanan & Co. and 
Wm. Weintraub & Co. as a copy- 
writer and an account executive. 
He retired five years ago, and 
made his home here. 

Mr. Jewett owned and captained 
the ketch Malabar XIII, which in 
1951 won the 4,000-mile race from 
Havana to San Sebastian, Spain. 
Earlier that year, he had placed 
second in the Bahamas race. 


MARK DONOVAN 

Yonxers, N. Y., June 12—Mark 
Donovan, 23, an ad promotion 
writer with Hearst Advertising 
Service, New York, died last week 
in Yonkers General Hospital. 

He is the son of C. B. Donovan, 
vp and media director of Charles 
W. Hoyt Co., New York. 

Before joining Hearst, Mr. Don- 
ovan was an ad solicitor and 
writer for the Macy newspaper 
chain, in Westchester, N. Y. He 
was a graduate of Union College, 
Schenectady, N. Y., class of 1954. 


CHARLES ZENKER 

New Yorx, June 12—Leo Buck- 
Zenker, 81, president of both the 
Prospect Press, printer of adver- 
tising promotion material, and the 
James McCann Co., textbook pub- 
lisher, died May 9 of a heart at- 
tack at St. Clare’s Hospital. 

Mr. Zenker was born in Russia 
and was brought to New York at 
the age of six. He began his career 
as a printer’s apprentice at the 
American Book Co., and he later 
became pressman and then fore- 
man. He retained his membership 
in the New York printing press- 
men’s union until his death. 

In 1908 he went into business for 
himself, when he established the 
Prospect Press. A tew years later 
he founded the McCann Co. 
Through the Prospect Press he be- 
came widely known in the motion 
picture industry. 

Mr. Zenker was a member of 
the Motion Picture Pioneers and 
the Associated Motion Picture Ad- 
vertisers. 


LEO BUCKLEY 

New York, June 12—Leo Buck- 
ley, 57, international president of 
the Stereotypers and Electrotypers 
Union (AFL-CIO), died yesterday 
of cancer at his home in the Bronx. 
Born in Lewiston, Me., he started 
his career as an apprentice in the 
stereotype trade and later became 
an electrotyper. In 1938 he was 
elected international president of 
the union. Subsequently he also 
served for several years on the 
board of the Union Labor Life In- 
surance Co. 


Catton to Vickers & Benson 
Davis S. Catton has been ap- 
pointed a senior account executive 
in the Toronto office of Vickers & 
Benson Ltd. Prior to joining the 
agency, Mr. Catton was president 
and manager of the Magazine Ad- 
vertising Bureau of Canada. 


Taplin Associates Bows 
Preston L. Taplin has formed 
Taplin Advertising Associates, 
with offices at 4444 Main St., Buf- 
falo. Mr. Taplin formerly was with 
WEBR, Buffalo. The agency will 
specialize in radio and tv. 


Tracy-Locke Adds Four, 
Expands Staff 

Tracy-Locke Co., Houston, has 
been appointed to handle advertis- 
ing for Trans-Texas Airways, ef- 
fective July 1. Other additional 
accounts recently added by the 
Houston office are Temple In- 
dustries, Min-O-Matic Foods (to 
handle the introduction of its new 
Fluff-O-Matic rice) and Trace El- 


ements Corp., as agency for Ad-| 


miral Sea Salt. 


At the same time, Kieran Kilday,| Houston chapter of the Public Re- KYW-TV, Cleveland. 
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formerly an art director of Mc-) lations Society of America. Other Publishers Lettering Book 


Cann-Erickson, was named art di- 


officers elected are Tom F. Braw- 


“Lettering & Alphabets,” by J. 


rector of the Houston office, suc-| ner, Texas Co., vp; John C. Reno,) a jpert Cavanagh, has been pub- 
ceeding Wallace R. Hall, who) Reed Roller Bit Co., secretary, and jjcheq by Dover Publications, 920 


transferred to the Dallas office 
Don Chamberlin was appointed an 
assistant account executive in 
Houston. 


Houston PRSA Elects 

Michael Murphy, assistant vp of 
the Houston National Bank, has 
been elected president of the 


| Douglas B. Hicks, Tennessee Gas 
| Transmission Co., treasurer. 


Bautzer Joins KYW-TV 

Alan Bautzer, formerly creative 
| director of Crosley Broadcasting | 
Corp.’s WLW, Cincinnati, has’ 
joined Westinghouse Broadcasting 
Co. as sales promotion director of 


Broadway, New York; paperbound 
copies are $1, clothbound are $3. 
This 121-page book, a reissue of a 
book originally published in 1946 
under the title “Lettering,” in- 
cludes such fundamentals as the 
correct pencil grip and how to 
transfer letters from tracing paper 
to layout. It shows how to space 


| letters and includes letter styles. 
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Bishop Hits Paid 


ToLepo, June 12—The governing | 
body of the National Council of 
Churches has expressed disap-| 
proval of the practice of purchas- 
ing radio and television time for 
religious broadcasts. 

It urged stations and networks 
to grant free time for reputable 
religious programs. 

Methodist Bishop Donald H. Tip- 


| pett, of San Francisco, presented | 


the advisory policy statement on 
religious radio-tv time to the coun- 
cil’s 250-member board meeting in 
Toledo last week. 

The commission said networks 
and stations do not adequately dis- 
charge their responsibility in pro- 
viding free time for religious 
broadcasts and evade their obliga- 
tions by airing paid and sponsored 
religious programs in the major 
time spots allotted for religious 
programs. 


It called for free time for = 
country’s major Protestant and 
orthodox groups and the council’s 
affiliates. 


Markel Service Wins 
Award for Advertising 

Markel Service Inc., Richmond, 
Va., service arm of American) 
Fidelity & Casualty Co., truck and/| 
bus insurer, has received the Gold 
Award for business paper adver- 
tising from the National Federa- 


tion of Advertising Agencies, a 
network of advertising agencies 
with members in major cities in 
the U. S. 

Judges who chose the Markel 
Service advertisements for the 
award were Mortimer Berkowitz 
Jr., advertising manager, Woman’s 
Home Companion; Leo Tannen- 
baum, advertising director, Gimbel 
Bros., and Jules Archer, head art 
director, Fuller & Smith & Ross. 
None of the judges is a member 
of NFAA. Lester Harrison Inc., 
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Advertisers can now get 
a profitable new look-in 
on the rich and growing 
Southern Florida market. 
On July 29th; WCKT, 
Channel 7 — NBC basic 
affiliate in Miami — goes 
on the air with maximum 


and a thousand foot tow- 
tower in Dade, home 
county of Miami! 


Miami is now the nation’s 
25th largest metropolitan 
area — the 19th largest in 
food, drug and automo- 
tive sales. And the WCKT 


825,000 television homes 
in Southern Florida! 


NBC Spot Sales wel- 


roster of outstanding 
stations which it repre- 
sents nationally. Through 
NBC Spot Sales, you can 
now start climbing to the 
top in Miami with top- 
notch availabilities on 
WCKT .. . daytime, 
nighttime, prime-time. 
Call your NBC Spot Sales 
Representativetoday! He 
has all the details on the 
fast, new way to make 
your sales climb in flour- 
ishing Southern Florida: 
WCKT, Channel 7. 


(316,000 watts) 


the only VHF 


blanket 


will 


WCKT to the 


REPRESENTING THESE LEADERSHIP STATIONS: 


NEW YORK WRCA, WRCA-TV 
SCHENECTADY- 


SALES 


PHILADELPHIA WRCV, WRCV-TV 
WASHINGTON WRC, WRC-TV 
MIAMI WCKT 


ALBANY-TROY wres 


BUFFALO wWBUF-TV 
LOUISVILLE WAVE, WAVE-TV 
CHICAGO WMAQ, WNBQ 

ST. LOUIS KS®, KSD-TV 
DENVER KOA, KOA-TV 
SEATTLE KOMO, KOMO-TY 


PORTLAND KPTV 


AND THE 
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LOS ANGELES KRCA 


SAN FRANCISCO KnsC 
HONOLULU KGU, KONA-TV 


NBC WESTERN RADIO NETWORK 
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New York, is the agency for Mar- 
kel Service. 


Four A's Sells 100th Policy 

The American Assn. of Adver- 
tising Agencies reports that the 
100th agency has just subscribed 
to its group life imsurance plan. 
The plan, launched by the Four 
A’s in 1951, now covers 2,200 per- 
sons in the 100 agencies with a 
total of $21,000,000 in life insur- 
ance. The plan is open to ali Four 
A’s agencies except those head- 
quartered in Ohio, Oklahoma and 
Texas, where there are restrictive 
state laws. Maximum individual 
coverage is $20,000. 


Form Diamond Associates 

Diamond Associates Inc., a non- 
profit organization aimed at pro- 
moting the sale of jewelry, has 
ads in the New York Herald Trib- 
Inc., New York. Gramercy Ad- 
vertising, New York, has been ap- 
pointed agency for the organiza- 
tion. 


Summer time is outdoor 
time and radio time in 
the great Northwest... 
To reach this big audience 
use powerful 50,000 
watt KEX and the top- 
rated ‘‘Big 5’’ Deejays. 


The Russ Conrad Show 
12:00 noon-4:00 p.m. 
Monday thru Saturday 


Whether the Northwest audi- 
ence is in the backyard, at 
the beach, picnicking or in 
the car, radio is a constant 
companion. And 24 hours a 
day KEX's ‘‘Big 5’ are enter- 
taining them with News, Mu- 
sic, Traffic Information and 
Tips on Where to Go and 
What to Buy. 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 
Cali Bob Rudolph, KEX Sales Man- 


ager, CApitei 2.1861; A.W. Bink” 
Dennenbaum, WBC Genera! Soles 


Monoger, MUrray Hil! 7-0808, New 
York; or your nearest Peters, Griffin, 
Woodward, Inc., 


office. 
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the POWER 


DURING ONE WEE K—Hundreds of retail food 
stores, drug stores, leading department stores, 
public utilities and appliance dealers 
laid out the “welcome mat” for 


70,000 Minneapolis students 


THE GOAL 


To create greater recognition by business of youth's role 
as buyer and consumer in today’s market, and... 

To create greater awareness among youth of the 
importance of business to the well-being of the community. 


SEVENTEEN’S ROLE 


SEVENTEEN Magazine mobilized all of Minneapolis back of the 

Young Consumer Education Program and coordinated city-wide activities 
on four fronts: household appliances,fashions and furnishings, nutrition 
education and good grooming. In one week, SEVENTEEN brought together 
Minneapolis educators and government officials, businessmen and young 
consumers, parents and the press...distributed quantities of display 
material. ..cooperated in arranging field trips to stores, warehouses 

and public utilities — supplemented by lesson plans in 
SEVENTEEN-AT-SCHOOL, sister publication of SEVENTEEN Magazine 
edited specially for home economics teachers. 


It took the power of SEVENTEEN Magazine 


to produce such dramatic results. 

In October, SEVENTEEN will expand 
this program in ten major marketing 
e areas from coast to coast. To find what 
this can mean to your company, write: 
pu IS Young Consumer Department, 
SEVENTEEN Magazine, 488 Madison 

Avenue, New York 22, N. Y. 


The sensational success of SEVEN- 
TEEN’s continuing Young Consumer 
Education Program in Minneapolis 
dramatically demonstrates the power 
of young consumers. 


to work for ] Advertisers already aware of this 
you: tremendous power are harnessing it 

a through SEVENTEEN the magazine 

young women under twenty not only 


For SEVENTEEN Magazine's report on the Minneapolis Program— “Young Consum- 
ers Make Straight A’s in Community Education” — write: Director of Homemaking 
Education, Dept. B, SEVENTEEN Magazine, 488 Madison Ave., New York 22, N. Y 


believe in but live by and buy from. 
41.8% of ALL teen-age girls in the U.S. 
have actually purchased merchandise 
they saw advertised in SEVENTEEN. 


There are 8,000,000 young women 
under twenty in the U.S. today. BY 
1965 THEIR NUMBER WILL INCREASE 
MORE THAN 50%, WHILE THE 26-40 AGE 
GROUP WILL DECREASE 8%. 


Now is the time to reach this fast- 
growing under-20 market... before fixed 
buying habits set in. Now is the time 
to put the power of young consumers to 
work generating sales for you... because 
it’s easier to START a habit than to 
STOP one! 
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PARTICIPANTS 


98 Minneapolis public schools. 

City and state officials, including the Mayor and Governor. 

95 daily and weekly Minnesota papers, radio and TV programs. 
235 Minneapolis food stores and 400 state-wide drug stores. 
The 4 major Minneapolis department stores. 

Public utilities and appliance dealers. 

Food companies and manufacturers. 

National and local trade organizations. 
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BENEFITS 


FOR STORES — the loyalty of thousands of young customers forming ‘e 
lifetime buying habits. 

FOR INDUSTRY — the creation of widespread good will. 

FOR PARENTS — greater insight into modern educational methods. 

FOR TEACHERS — valuable new material for classroom use. 

FOR SCHOOLS — proof of the educational significance of community resources. 

FOR STUDENTS—more adequate preparation for home and family life. 

oe 


A PLUS for every advertiser... 
SEVENTEEN-AT-SCHOOL 


Your message in lesson plan form T-a—a @-o 
goes to 16,000 home economics 
teachers in SEVENTEEN-AT- ~ = 
SCHOOL —the sister publication of F: 
SEVENTEEN, the only magazine x 
of its kind which reaches into the 
classrooms of 66% of the nation’s 
high school home economics 
teachers. 
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it's easier to START a habit than to STOP one! 


©1956 TRIANGLE PUBLICATIONS, INC. 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 * PLaza 9-8100 
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y Know 
that this is 
NATIONAL 
BOW TIE WEEK? 


... but EVERY DAY is an 


OIL MARKETING DAY 


How can you reach this $12,000,000,000 market most 
effectively? With NPN! It’s the only magazine directed 
specifically to the men who buy oil marketing equip- 
ment and TBA—the marketing men in the major oil 
companies and the independent oil jobbers. Are they 
getting your sales story regularly in NPN? 


ational 
(Pletroleum 


[Niews 


the McGraw-Hill Magazine of OIL MARKETING 
@D @ Estoblished 1909. Published monthly 
NPN Factbook published as a 13th issue in May 


Uz S. Sets Consumer 
‘Study in Effort to Aid 
‘Commercial Fishing 


| WasHINGTON, June 12—In an ef- 
fort to help develop broader mar- 
kets for products of commercial 
| fisheries the Department of In- 
terior is interviewing approximate- 
|ly 2,500 housewives this month in 
|the hopes of obtaining a cross- 
|section of purchasing preferences 
‘for canned fishery products. 

| The survey is taking place in 
| 100 selected counties and is being 
/carried out under contract with 
|the department by W. R. Simmons 
‘and Associates Research Inc., New 
| York. Information will be ob- 
|tained on: 

1. Factors influencing the use or 

non-use of the various species and 
types of canned fish and shellfish 
{in the household. 
2. Opinions and preferences of 
| consumers regarding certain char- 
| acteristics of canned fishery prod- 
ucts. 


} 


The Kalamazoo Gazette packs them in! 


Whether it’s a sales event or a Medical Forum, you'll see 
dramatic evidence of the pulling power of the Kalamazoo 


Gazette. 


On March 12, the first of a series of Medical Forums 
sponsored and promoted by the Gazette was held in the 
Kalamazoo Civic Auditorium. And once again this news- 
paper demonstrated its influence on the social and 
economic life of Southwestern Michigan. An overflow 
crowd descended upon the Civic Auditorium, filling 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


every seat on both floors and taxing fire regulations. 
Unfortunately, many had to be turned away. 


The Gazette’s efforts to serve better, to give more and 


cant to advertisers. 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


do more for those it serves, has resulted in a reader 
loyalty and responsiveness that is particularly signifi- 


KALAMAZOO GAZETTE 


co ucor 


DAILY 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL. REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972 


Advertising Age, June 18, 1956 


3. Methods of preparing and 
serving canned fish. 


® The survey is part of the de- 
partment’s stepped-up activity in 
support of commercial fisheries. 
Last week the administration 
stirred a fight with conservation 
groups by proposing that the Fish 
& Wildlife Service be reorganized, 
with its activities in support of the 
commercial fishing industry turned 
over to a newly formed Bureau of 
Fisheries. 

Under the legislation drafted to 
support the administration pro- 
gram the new bureau would be 
responsible for the preservation 
and promotion of the fisheries in- 
dustry. 

The present $3,000,000 limit 
would be lifted from the Salton- 
stall-Kennedy Act, which finances 
market research and other promo- 
tional activities, such as the con- 
sumer survey now getting under 
way. In addition, a $10,000,000 re- 
volving fund would be established 
to make loans to members of the 
fisheries industry. 


‘Apparel Manufacturer’ Puts 
Out ‘Engineers’ Handbook’ 

Apparel Manufacturer, published 
by Frederick Kogos Publishing Co., 
New York, is developing a book 
on apparel manufacturing to be 
called “Apparel Engineers’ Hand- 
book.” The book is in three sec- 
tions: “The Mechanics of Cutting,” 
“The Mechanics of Sewing” and 
“The Mechanics of Pressing.” 
“Sewing” is already on sale. 

When all three are completed 
they will be bound into one vol- 
ume. 


McKelway Heads Institute 

B. M. McKelway, editor of the 
Washington Evening Star, has been 
elected chairman of the advisory 
board of the American Press Insti- 
tute, New York. He succeeds Sevel- 
lon Brown, institute founder and 
retired editor and publisher of the 
Providence Journal and Evening 
Bulletin, who remains a_ board 
member. Joseph Pulitzer Jr., edi- 
tor and publisher of the St. Louis 
Post-Dispatch, has been elected a 
member of the 13-man board. Ben 
|Reese, former managing editor of 
the St. Louis Post-Dispatch, was 
reelected co-chairman. 


Bauman Joins Fairchild 

Morton Bauman has _ joined 
Fairchild Publications Inc., New 
York, as advertising promotion 
manager of Men’s Wear, Footwear 
News and the Fairchild List Divi- 
|sion. Formerly editor of Esquire s 
|Apparel Arts, Mr. Bauman suc- 
ceeds Hamilton Hertz, who has 
joined the advertising sales staff 
\of Retailing Daily, another Fair- 


| child publication. 


Teel Joins Nelson & Powell 
Elbridge (Pete) Teel Jr., for- 
merly an account executive of Mc- 
Carty Co., Los Angeles, has been 
appointed an account executive of 
'Carvel Nelson & Powell, Portland, 
Ore. Mr. Teel, who has free-lanced 
in the field of design, also has been 
with Van Maanen Agency, Am- 
'sterdam, The Netherlands. 


Neville to Ward-Griffith 

William H. Neville III has been 
|appointed manager of the Phila- 
'delphia office of Ward-Griffith 
'Co., effective June 18. Mr. Neville, 
|formerly with Hening & Co., 
|Philadelphia agency, at one time 
‘operated his own representative 
company, William Neville & As- 
sociates. 


Offers No-Deposit Bottles 

Cock ’n Bull Ltd., Tenafly, N. J., 
| is introducing no-deposit bottles 
for its quinine water and ginger 
beer. Advertising in newspapers 
and national magazines is planned. 
| Sonam, Castleman & Pierce, 
New York, is the agency. 
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This represents the solid selling wallop of over 3 times 
the space area . . . the high impact of color... a 7 page 
unit in every issue of 2 magazines ... True Confessions 
and Motion Picture, The Fawcett Young Women’s Group. 
Cost... only $42,000... gives you an all-female audi- 
ence . . . more young women 18 to 25 per dollar than avail- 
able from any screen-romance group .. . and, look at that 
visibility! Get the details from your nearest Fawcett office. 


This is a hosiery advertisement, 
fighting for attention in a fat 
national weekly. It measures 2 
inches by 6 inches...a Y¥g page 
... costs close to $40,000 used on 
an every 4-week schedule . . . runs 
on half-efficiency because it’s 
“spread-thin” over a diluted audi- 
ence of non-women readers . . 

hardly gives the advertiser enough 
room to sell his brand identity. 
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Grocery Sales Grew 6.9% in ‘55; Stamps, 
Supers Grew Too, ‘Progressive Grocer’ Finds 


New York, June 12—Despite a, 
1.5% decline in retail prices, sales) 
of chain and independent grocery | 
and combination stores climbed to 
a new high of $39.4 billion in 1955) 
—-an increase of 6.9% over the! 
previous year. 

In a comprehensive survey of| 
the retail market published this! 
week by Progressive Grocer, in-| 
dependent stores (operators of 10 
or less units) cornered ‘slightly | 


more than $25 billion, an increase | curred among chain supermarkets | 
of 7.2% over 1954. Chains (opera-| in 1955. The survey revealed there | s 


tailers are reported to have inten- 
sified their price advertising to 
meet the challenge of stamps. 

Independent supermarkets 
(stores with $375,000 or more in 
sales) reported the greatest gain, 
with sales climbing 16.8%—doub- 
ling the gain reported by chain su- 
permarkets. 

Progressive Grocer reports a 
greater gain in the number of in- 
dependent supermarkets than oc- 


business. The two types of units 
account for only 26% of the num- 
ber of stores. 

Small stores—chain and inde- 
pendent—have steadily been losing 
their share of the market. Small 
stores (less than $75,000 per year) 
managed to get only 13.9% of the 
nation’s grocery business, a decline 
of 2.3% below the figure for the 
preceding year. In 1952, small 
stores had 21.5% of the market. 

Progressive Grocer said the most 
striking trend developing in 1955 
was the struggle between super- 
markets. 


“Supermarkets now control 60% 


tors of 11 or more stores) upped| are now 12,300 independent super-| of the total volume and no longer 
their sales to $14.26 billion, a gain | markets—2, 000 more than in 1954./can hope to pull as much trade 


of 65% over the preceding year. Chain organizations added 1,260 
Despite the fact that there was) | supermarkets during the same 
only limited price cutting in retali-| period. 
ation for the tremendous growth! In 1955, supermarkets controlled 
in use of food stamps in 1955, the 60% of the total U.S. grocery vol- 
survey said retailers reported the | ume. Supermarkets combined with 
expectation that in 1956 more and|the superettes (any store doing 
deeper price cuts will be employed | from $75,000 to $375,000 in busi- 
to counteract the attraction of ness per year) are presently han- 
stamps and other giveaways. Re- dling 86% of the nation’s grocery 


from the diminishing volume of 
smaller competitors as they did 
| when supermarkets were less com- 
mon,” the survey stated. 

The “warfare” among the su- 
permarkets took on an additional 
intensity recognizable by the num- 
ber of stamp plans, giveaways and 
premiums developed during the 
year. Among supermarkets, 33% 


batting 


for you... 


THE LEADERSHIP PUBLICATION of the men’s 
apparel industry goes to bat for advertisers 
twice each month when it delivers their adver- 
tising to (a) THE TOP RETAIL stToRES through- 
out the country, (b) the largest number of 
retailers of any publication in the industry. It’s 
a winning combination for many smart adver- 
tisers issue after issue. So why not put REAL 
SELLING POWER behind your advertising. Send 
MEN’S WEAR Magazine to bat for you. 


ME 


N’S WEAR 


Magazine 


A Fairchild Publication 


7 East 12th Street, New York 3 


with only 18% the previous year, 
the publication revealed. 

Supermarkets using 
showed a sales increase of 25%, 
compared with a 13% gain for 
markets not using them, and 6.9% 
for the industry as a whole. 


‘Flexography’ to Bow 

Graphic Magazines Inc., Garden 
City, N.Y., in September will 
publish a new magazine, Flexo- 
graphy, devoted to all forms of 
rubber plate printing. The bi- 
monthly, with controlled circula- 
tion of 3,000, will have ad rates of 
$170 for b&w page, and $400 for 
a four-color page. Graphic Mag- 
azines publishes gravure. 


| 


Advertising Age, June 18, 1956 


|gave stamps in 1955, as compared Cincinnati AMA Elects 


William Masterson, Burgoyne 
Grocery & Drug Index, has been 


stamps elected president of the Cincinnati 


chapter of the American Market- 
ing Assn. Other new officers are 
John Shepherd, Drackett Co., vp; 
Luellen Pyles, Burke Market Re- 
search, secretary, and Harvey Sea- 
man, Kroger Co., treasurer. 


Peterson Named Ad Manager 
Julius L. Peterson has been 
named retail advertising manager 
of the Press Herald-Evening Ex- 
press-Sunday Telegram newspa- 
pers, Portland, Me., succeeding 
Gerald A. Kilbride, now advertis- 
ing consultant for Guy Gannett 
Publishing Co., Portland. 


Earnings of Advertisers 
1955 Fiscal Year 


Earnings 
1954 1955 
2,643,404 $ 4.70$ 
9,146,514 2.19 
12,503,000 
. 737,000 
906 
952 


Sales 
1955 
3,480,469 $ 
12,149,753 
14,008,000 
24,172,000 
9,030,206 
13,208,602 


5.807 
3,705. 
292,443,081 240,348,479 
85,600,330 69,821,719 
2,530,130 2,250,170 

605 

1,909 

000 


Company 1955 1954 


Atlas Powder Co.$ 60,340,583 $ 57,647,346 $ 
Burroughs Corp. . 218,592,481 169,099,093 
Colgate-Palmolive 468,578,000 424,349,000 
Continental Can Co. 666,266,000 616,164,000 
Crane Co. 331,421,289 300,378,545 
Crucible Steel Co. 237,715,380 160,621,738 
E. I. du Pont de 
Nemours & Co. 1,909,197,444 
Eastman Kodak Co. 714,443,836 
Edison Bros. Stores 87,204,080 
Federal Sign & Signal 10,644,788 
General Finance 301,867,000 
General Motors 12,443,277,000 
General Tire 
Hertz Corp. 
R. Hoe & Co. 
Kawneer Co. .. 
Kelling Nut Co. 
Kroger Co. 1,219, 474, $12 
James Lees & Sons 71;343,009 
McCrory Stores 109,704,876 
Merritt-Chapman & 
Scott Corp. .. 
Michigan Chemical 
Motorola Inc. . 
G. C. Murphy . 
North American 


RRB: 


20 
40 


1,687,649,767 
633,457,838 
80,189,379 
10,097,275 
219,297,000 
9,823,526,000 806,000,000 
216,986,110 4,502,645 
21,752,297 715, 1,279,414 
18,705,590 1,014,085 
22,750,755 1,199,251 
9,521,000 
1,108,694,168 
62,224,328 
103,856,368 


663,498 358 
079 
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Sk 


248,000 
14,912,912 
2,802,465 
3,065,621 


Purr 


3,300,255 


a 
vin w vs nN 


| gh 


3,211,524 
—288,894 

7,572,024 
7,418,407 


900,056 
791,186 
6,768,965 
44,826,793 

+» —1,091,660 
18,820,340 
*—8,157,765 
13,812,970 9,480,941 4.29 
4,679,837 1,826,811 6.25 


on 4,440,804 and 1,550,332 shares respectively. 


375,416,737 

6,526,275 
226,653,953 
196,423,090 


10,745,822 
341,314 * 

8,490,539 

8,576,170 


2,191,352 
781,342 
8,423,329 
53,267,637 
—116,086 
21,336,139 
»—4,047,292 


162,985,311 
5,829,342 


Car Corp. ...... 12,442,634 
Pepsi-Cola Bottlers . 12,042,377 
Philco Corp. 
R. J. Reynolds .... 
Phoenix Hosiery Co. ‘ . 
Scott Paper Co. 
Servel Inc. .... 614, 
Sylvania Electric . ..307,371,315 
Yale & Towne Mfg. 104,923,172 
* Per share earnings for 1955 and 1954 are based 
® Loss. 
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PEERLESS FINISHING CORPORATION 
During 1955, Peerless Finishing Corporation 
used 23,507 Fairchild List Division names 
in 4 separate mailings. 


FAIRCHILD LIST DIVISION Premium mailing lists 
(contain the individual's full name plus the complete 
name and address of the store or firm) in the 
men’s, women’s and children’s apparel industries, as well 
as in the home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on 
the rental fee of Fairchild mailing lists. 


7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on malling 
lists in the fields checked: 
(0 Men’s apparel C Women’s & children’s apparel 
(0 Home furnishings () Shoes 
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Somebody has figured out that music in the U. S. pulls more paid 
admissions than major league baseball. Considering the eagerness 
with which people everywhere read the music news in The New 
York Times, it’s not surprising. 


But then, the way music is reported in The Times is bound to make 
readers of listeners, and vice versa. Times music reporters con- 
sider music the liveliest of the lively arts. They report it accord- 
ingly. Music Critic Howard Taubman has hit the front page with 
exclusive music stories as often as three times in a week. 


You see Taubman and the rest of The Times music staff above in 
a rare moment of repose. Reviewing more than 1,000 concerts, 
recitals and operas in a year—and several times that many record- 
ings (Beethoven to bebop) — keeps them restless as a trill. 


Howard Taubman has been reporting music and musicians for 
Times readers since 1930. He has written and edited several books 
about music and opera. Some years ago, covering musica) events 
in England, he displayed his reportorial versatility by covering 
also the running of the English Derby. 


From left: Parmenter, Taubman, Schonberg, Briggs, Downes. Arnold Newman photo. 


Music Editor Ross Parmenter covered police, labor and the New 
York waterfront before he started reporting music for Times 
readers in 1940. Harold C. Schonberg was a music critic for the 
New York Sun before he joined The Times in 1950. John Briggs 
was a music critic for the New York Post and editor of Etude 
before he came to The Times in 1952. Edward Downes came to 
The Times last year after 20 years of teaching music and writing 
about it. 7 


Whatever the score, in music as in all things else that fill and make 
our lives, you can depend on Times reporters, editors and corres- 
pondents all over the world to keep you interestingly informed. 
They work together as smoothly as an orchestra, producing each 
day a newspaper that is lively and alive and a delight to read. They 


put more into The Times. Readers get more out of The Times. So 
do advertisers. 


Che New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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budget of $1,400,000 for its first |ramento, 


First Sheep Council Ad larger metropolitan areas (Bots- 
Program to Start July 1 |ford, Constantin & Gardner). 
American Sheep Producers| The lamb program is operating 
Council has formally approved a|now in Denver, Birmingham, Sac- 
Dallas and Ft. 
year’s advertising program, begin-|Other cities scheduled 
ning July 1. As outlined two) Philadelphia, Baltimore, Washing- 
months ago (AA, April 16), $600,-| ton, Cleveland, Detroit, 
000 was allotted for wool promo-| Los Angeles, San Francisco-Oak- 
tion through the Wool Bureau (J.|land, Portland and Seattle. The 
Walter Thompson Co.) and $800,-|council also appointed Gale D. 
000 for lamb promotion in the| Smith director of lamb promotion. 


Worth. 


include | 


Chicago, 


| Assn., Salt Lake City. 


‘Golf Digest’ Joins ABC 
Golf Digest, Evanston, IIl., has 


| 


been elected to membership in the | ‘Liberty’ Raises Rates 


Audit Bureau of Circulations. The 
initial audit report shows an aver- 
age paid circulation of 57,495 
copies per issue for the last six 
months of 1955. The magazine’s 


He was formerly pr director of | circulation guarantee for 1956 is 
Produvers Livestock Marketing | 60,000. Golf Digest was first pub- 
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lished in 1950 as a local golf-course 
-distributed magazine in the Chi- 
cago area. 


Liberty, Toronto, has issued a 
new rate card, effective with the 
February, 1957, issue. Rates for a 
b&w page will go up from $2,470 
to $2,590. 


iM as ke Shia” 2 a 
‘i e = % 


RINGPIECE—-This miniature tv cab-'| 
inet displays Elgin National Watch 
Co.'s Petites. One of the watches 
moves through a wedding ring to 
demonstrate its petiteness. The 
display was designed and produced 
by Harve Ferrill & Co., Chicago. 


‘Rock and Roll’ Push 
for Rosner's Rocks 
Yonkers—and Store 


Yonkers, N.Y., June 12—Ros- 
ner’s, local hardware and appli- 
ance store, brought about a 400% 
sales increase in a three day peri- 
od and has drastically revised its 
selling patterns, as the result of a 
special promotion. 

The company took a special sec- 
tion in the Herald Statesman 
which totaled 16-pages of coopera- 
tive advertising (28,412 lines) and 
related editorial publicity. The sec- 
tion was the largest ever run in 
the daily by one advertiser and 
was built around two major 
themes: “Rosner Days will save 
you dough” and “Values that rock 
the competition and roll back pric- 
es.” A six-day series of teaser ads 
heralded the “rock ’'n’ roll values” 
and the company’s 45th anniver- 
sary 

“We never believed our custom- 
ers would react to a promotion PARADE 
event as they have,” said Aaron 
Rosner, vp of the company. “At 
times our store was just swamped OF 
with shoppers, many of whom 
came to buy our ‘loss leader’ cash- 
and-carry items and stayed to HOLLYWOOD 
spend $50 to $75 each. 
= “Our hardware sales averaged PERSONALITIES 
$25, our major appliance sales $250. 

We moved dozens of automatic Lloyd Bridges 


ranges, room conditioners, refrig- Thomas Mitchell 
erators and ranges, and we built 


ah i 
epee isde ane” 


tremendous traffic in paints, tools Howard Duff 

and housewares as well. I don’t Diana Lynn 

mind saying people came primed John Ericson 

to buy; in most cases we got bet- 

ter prices than usual. Don Taylor 
“Apparently,” Mr. Rosner con- Jan Sterling 


tinued, “the buying public wants 
circuses, shows, drama today. From 


Ricardo Montalban 


now on, they’ll get ‘em from us.” Marilyn Erskine 
Rosner’s plans a semi-annual pro- James Whit 
motion on the same order. except 

that it wiil strive for increased Angela Lansbury 
dramatization. Dane Clark 


Promotion consultant Ben Mor- 
ris, through Lawrence Peskin Inc., 
New York agency, created the pro- 


Se ee ee 
Benrus Names Bond VP EACH WEEK 


Harvey M. Bond, formerly ad 
director of Benrus Watch Co., New 
York, has been appointed vp in 
charge of advertising. Mr. Bond 
was one of eight company execu- 
tives in the advertising, adminis- 
trative, production and sales divi- 
sions to be appointed vps. Others 
include Jay Kay Lazrus, vp in 
charge of. merchandising and de- 
sign; Clifford L. J. Siegmeister, vp 
and sales manager and Samuel 
Feldberg, general manager of the 
New York office. 


- ++ and many others 


Printing Industry Moves 

Printing Industry of America 
has moved to new headquarters at 
5728 Connecticut Ave. N. W.., 
Washington. 
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Pennsylvania Governor 
Cuts Ad Appropriation 

Gov. George M. Leader, Pennsyl- 
vania, has cut in half a legislative- 
approved $300,000 allocation for 
state resort and travel advertising. 
As approved, $150,000 is available 
for such advertising by the depart- 
ment of commerce between now 
and May 31, 1957. The bill was in- 
troduced in the house of represent- 
atives on Feb. 16, 1955. Passage of 


jhalf of the two-year fiscal period 
covered by the allocation was re- 
garded as the reason for the cut, 
although Gov. Leader made no 
comment. 


Doyle to Edward Kletter 

Thomas A. Doyle, associate me- 
dia director of Biow Co. for the 
past 12 years, has joined Edward 
Kletter Associates, New York, as 
print media director. 


Daniels Elected President 

At a meeting this month of the 
board of directors of the News & 
Observer Publishing Co., Raleigh, 
N. C., Frank A. Daniels was elected 
president. He succeeds Josephus 
Daniels Jr., who resigned as presi- 
dent and was elected chairman of 
the board. Frank Daniels is general 
manager of the News & Observer 
and the Raleigh Times. At the same 
time, Jonathan Daniels was elected 


secretary and treasurer; he has 


been serving as secretary. 


Meehan Joins WCAU 

Edward J. Meehan Jr., formerly | 
head of the am sales office of 
Radio Corp. of America, has been 
named manager of the new Mag- 
netic Muzak division of WCAU, 
Philadelphia, which takes over the 
Muzak franchise for the Philadel- 
phia area on Aug. 7. 


t 


When you’ve seen your favorite network show, haven’t you said to yourself: “I’d sure 
like to sponsor that show right here in my market — but FIRST RUN!” Now you can do 
just that! STAGE 7, the half-hour film dramatic anthology series which got highest 
ratings for a national network advertiser, is now being produced in Hollywood — same as 
before, with exactly the same production qualities — except that now it’s being produced 


for your local market... FIRST RUN! 


FIRST MARKEN 
HER RICH M 


§ SNAPPED yp, 
ARKETS AVAILABy. 


Regional advertisers are signing up their markets fast! Chef Boy-Ar-Dee (Y & R) has 
selected New York City and markets in New England; Household Finance (Needham, 


Louis & Brorby) has picked out some Midwest markets. Other markets have been signed 
up by Standard Oil of California (BBDO) ; National Premium Beer (W. B. Doner) ; 
Blue Plate Foods (Fitzgerald); and Robert A. Johnston Co. (Klau-Van Pietersom- 
Dunlap). Many choice markets are still available! Phone or wire collect to get STAGE 7 


for your markets. Better do it now! 


JUST IN! Sheaffer Pen through Russel M. Seeds! 


477 Madison Avenue, New York 22 * PLaza 5-2100 @ Sales Offices or Representatives in Principal Cities 


Milton A. Gordon, President Michael M. Sillerman, Executive Vice President 


for higher sales through quality programs 


LASSIE © ADVENTURES OF ELLERY QUEEN * CAPTAIN GALLANT OF THE FOREIGN LEGION * HALLS OF IVY * COUNT OF MONTE CRISTO * 
RAMAR OF THE JUNGLE * FURY * SUSIE © EDWARD SMALL FEATURES * YOUR STAR SHOWCASE * SCIENCE IN ACTION * AND ON THE WAY: 
WALDO © TUGBOAT ANNIE © HAWKEYE — THE LAST OF THE MOHICANS © NEW YORK CONFIDENTIAL *.....- +++ AND OTHERS YET UNTITLED. 


Other TPA quality shows which help you increase sales: 


Edward Small, Chairman 


BLEy 


Po Ree Wicks 
“Get in the Swim 
...it's Caneda Dry Time!” 


Awe Hats 


TWO-IN-ONE—Esther Williams heads 
up Canada Dry’s summer promo- 
tion and also gives her swimming 
pools a boost. This ad will appear 
in Ladies’ Home Journal, Life, 
Look and The Saturday Evening 
Post. J. M. Mathes Inc., New York, 
is the agency. 


il 


IT STATION 


4 


In their homes, in their cars, for the 
best in news, music and sports, con- 
sistent high tune-in night and day 
proves that WJBK is 


PART OF DETROITERS’ 
DAILY LIVING 


To reach deep into the pocketbook 
of this big-spending market, take 
advantage of this fact! Make WJBK 


PART CF EVERY 
DETROIT RADIO BUDGET 


ae ty 


AM-FM 
DETROIT 


MICHIGAN'S: MOST POWERFUL 
INDEPENDENT STATION 
10,000 watts days = 1,000 waits nighis 


* 1500 -KC 
STORER BROADCASTING COMPANY 


HARRY RB. LIPSON 
Vice Pres. and Managing Director 
TOM HARKER 
Vice Pres. In Charge of Sales 
118 E.S7th New York 22,40 8-8630 
Represented by 
THE KATZ AGENCY, INC. 


See Pages 26 and 27 
for the latest in the 
STORER BROADCASTING COMPANY 


“Americana” Series 
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DO YOU SELL AUTOMOBILES} 


Te ey 


Here are new data on the number of U. S. families who: 


1) Own cars, and whether bought new or used 
2) Bought a new or used car in 1955 

3) Seriously consider buying a new car within the next 12 months 
(from February, 1956) 


These data are from “Survey of U. S. Markets, 1956,” a new national study conducted 
for LOOK by Alfred Politz Research, Inc. The study provides a wealth of new infor- 
mation on the automotive market, including specific facts on how the automotive mar- 
ket is covered by the four top magazines in advertising revenue. 


To show the relative efficiency of each of the four major magazines in reaching 
the automotive market, LOOK has applied current black and white page rates 
to each magazine’s audience figures as determined by the survey. You will note 
in the tables below that, based on virtually any marketing yardstick, LOOK is 
the most efficient vehicle for reaching the automotive market. 


kt should be noted that the LOOK-Politz study excludes sales for export, for fleets, or 
for military use. It deals only with private households. 


In addition to giving detailed information on the automotive market, “Survey of U. S. 
Markets, 1956” provides the same information for appliances, home and home improve- 
ments and travel. As later tabulations are completed, these data will be further broken 
down by: income level; families with children under 10; family size; metropolitan vs. 
non-metropolitan areas; geographical areas. 


HOW MANY OWN CARS ...HOW MANY BOUGHT IN 1955...HOW MANY SERIOUSLY CONSIDER BUYING 


U. S. Households 


Number 


Percent — | (000s Omitted) 


Own One or More Cars Bought a Car in 1955 25.7 12,450 
ay -. Own Two or More Cars 11.7 5,700 Bought a New Car in 1955 12.3 5,950 
‘ Bought Last Car New 36.8 17,850 Bought a Used Car in 1955 13.4 6,500 
E Bought Last Car Used 36.1 17,500 Seriously Considering 

Own 1956 or 1955 Model 14.3 6,900 Buying a New Car in 
“ Own 1954 or 1953 Model 18.8 9,150 Next 12 Months (from 


Own 1952 or Earlier Model February, 1956) 10.1 
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}y...0R PRODUCTS RELATED TO AUTOMOBILES? 


: 


COVERAGE OF THE MARKET BY CURRENT OWNERSHIP 


1. Readers in Households that: 


Own One or More Cars 


Own Two or More Cars 


Bought Last Car New 


Bought Last Car Used 


Readers Number of Readers 
Per $ (000’s Omitted) 


Number of Readers 
(000’s Omitted) 


Readers Number of Readers 
Per $ (000’s Omitted) 


Readers Number of Readers 
Per $ (000’s Omitted) , 


1,122 16,900 
1,072 23,350 
785 14,250 
666 6,450 


1956 or 1955 


Number of Readers 
(000’s Omitted) 


4,000 
5,100 
3,200 
1,850 


1954 or 1953 


680 10,250 
652 14,200 
438 7,950 
429 4,150 


6,650 
9,150 
6,300 
2,300 


1952 or Earlier 


Readers Number of Readers 
(000’s Omitted) 


Readers Number of Readers 
Per $ (000’s Omitted) 


4,500 
5,600 
3,050 
1,750 


5,450 
7,200 
4,500 
1,850 


461 6,950 
484 10,550 
369 6,700 
294 2,850 


COVERAGE OF THE MARKET BY 1955 PURCHASES ... PLANS TO BUY DURING NEXT 12 MONTHS 


Readers in Households that 
Bought One or More Cars 
in 1955 


Readers in Households that 
Bought a New Car in 1955 


Readers in Households that 
Bought a Used Car in 1955 


Readers in Househoids 
Seriously Considering New 
Car Purchase in Next 12 
Months (February, 1956) 


Number of Readers 
(000’s Omitted) 


Number of Readers 
(000’s Omitted) 


Readers Number of Readers 
Per $ (000’s Omitted) 


Readers Number of Readers : 
Per $ (000’s Omitted) 


5,800 
7,650 
| 5,350 
1,800 


3,500 
4,500 
2,500 
1,050 


156 2,350 
145 3,150 
160 2,900 

77 750 


156 2,350 
175 3,800 
113 2,050 
160 1,550 


Watch for other messages on the new Look-Politz “Survey of U.S. Markets, 1956” 
For more information about the study—how it was conducted and its findings—contact your LOOK 
representative, or write Dept.T, LOOK Magazine, 488 Madison Avenue, New York 22, New York. 
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DO YOU SELL AUTOMOBILES 


Here are new data on the number of U. S. families who: 


1) Own cars, and whether bought new or used 
2) Bought a new or used car in 1955 
3) Seriously consider buying a new car within the next 12 months 


(from February, 1956) 


These data are from “Survey of U. S. Markets, 1956,” a new national study conducted 
for LOOK by Alfred Politz Research, Inc. The study provides a wealth of new infor- 
mation on the automotive market, including specific facts on how the automotive mar- 
ket is covered by the four top magazines in advertising revenue. 


To show the relative efficiency of each of the four major magazines in reaching 
the automotive market, LOOK has applied current black and white page rates 
to each magazine’s audience figures as determined by the survey. You will note 
in the tables below that, based on virtually any marketing yardstick, LOOK is 
the most efficient vehicle for reaching the automotive market. 


kt should be noted that the LOOK-Politz study excludes sales for export, for fleets, or 
for military use. It deals only with private households. 


In addition to giving detailed information on the automotive market, “Survey of U. S. 
Markets, 1956” provides the same information for appliances, home and home improve- 
ments and travel. As later tabulations are completed, these data will be further broken 
down by: income level; families with children under 10; family size; metropolitan vs. 
non-metropolitan areas; geographical areas. 


HOW MANY OWN CARS...HOW MANY BOUGHT IN 1955...HOW MANY SERIOUSLY CONSIDER BUYING 


U. S. Households 


U. S. Households 


Number 
(000’s Omitted) 


Per cent 


Number 


(000’s Omitted) 


Own One or More Cars 
Own Two or More Cars 
Bought Last Car New 
Bought Last Car Used 

Cwn 1956 or 1955 Model 
Own 1954 or 1953 Model 
Own 1952 or Earlier Model 


25.7 
12.3 
13.4 


35,350 
5,700 
17,850 
17,500 
6,900 
9,150 
19,300 


Bought a Car in 1955 
Bought a New Car in 1955 
Bought a Used Car in 1955 
Seriously Considering 
Buying a New Car in 
Next 12 Months (from 
February, 1956) 


12,450 
5,950 
6,500 
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}7...0R PRODUCTS RELATED TO AUTOMOBILES? 


COVERAGE OF THE MARKET BY CURRENT OWNERSHIP 


1. Readers in Households that: 


Own Two or More Cars Bought Last Car New 


Bought Last Car Used 


Number of Readers 
(000’s Omitted) 


Readers 
Per $ 


Number of Readers 
(000’s Omitted) 


Readers 
Per $ 


Number of Readers 
(000’s Omitted) 


4,000 680 10,250 6,650 


5,100 652 14,200 9,150 


3,200 438 7,950 6,300 


1,850 429 4,150 2,300 


1956 or 1955 1952 or Earlier 


1954 or 1953 


Number of Readers 
(000’s Omitted) 


Readers 
Per$ 


Number of Readers 
(000’s Omitted) 


Readers 
Per $ 


Number of Readers 
(000s Omitted) 


4,500 
5,600 
3,050 
1,750 


5,450 
7,200 
4,500 
1,850 


461 
484 
369 
294 


6,950 
10,550 
6,700 
2,850 


COVERAGE OF THE MARKET BY 1955 PURCHASES ... PLANS TO BUY DURING NEXT 12 MONTHS 


Readers in Households 


Readers in Households that 
Bought One or More Cars 
in 1955 


Readers in Households that 
Bought a New Car in 1955 


Readers in Households that 
Bought a Used Car in 1955 


Seriously Considering New 
Car Purchase in Next 12 
Months (February, 1956) 


Number of Readers 
(000’s Omitted) 


Readers 
Per $ 


Number of Readers 
(000’s Omitted) 


Readers 
Per $ 


Number of Readers 
(000’s Omitted) 


Number of Readers 
(000’s Omitted) 


Readers 
Per $ 


5,800 
7,650 
5,350 
1,800 


232 
207 
138 
108 


3,500 
4,500 
2,500 
1,050 


156 
145 
160 

77 


2,350 
3,150 
2,900 

750 


156 
175 
113 
160 


2,350 
3,800 
2,050 
1,550 


Watch for other messages on the new Look-Politz “Survey of U.S. Markets, 1956” 
For more information about the study—how it was conducted and its findings—contact your LOOK 
representative, or write Dept.T, LOOK Magazine, 488 Madison Avenue, New York 22, New York. 
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Advertising Age, June 18, 1956 


“$64,000 Question’ 
Wins Top Rating for 
55-56 in ARB Poll 


1955-1956 Season 
All figures copyright by American Research Bureau 


ARB Network TV Ratings ‘ 
: 


WasuincTon, June 12—The most | PROGRAM POPULARITY 


viewed television programs of the ®°"* : Program Rating | i 
1955-56 season ean “$64,000 Ques- | | $64,000 Question (Revlon, CBS) ...ccvmncusneesnnesneeeneemnennnniseinneneennenan 55.9 . bs 
tion,” the Ed Sullivan show and 2 Ed Sullivan (Lincoln-Mercury Dealers, CBS) ...........cccccccccccccscossseeseseeeeseennnenennes 48.7 ae | 
“I Love Lucy,” according to the 3 | love Lucy (General Foods, Procter & Gamble, CBS) 0.0... 48.5 — 
American Research Bureau. All 4 You Bet Your Life (DeSoto-Plymouth, NBC) .............cccccccccccccccccesseeeeeneenennnnne 42.5 | ie a? Z 
are Columbia Broadcasting System | 5 Disneyland (American Dairy, Derby Foods, American Motors, ABC) ........... 40.0 | , is 
shows. 6 I’ve Got A Secret (Winston cigarets, CBS) .........ccccccccceseeeeneere 38.5 . 

ARB, the national tv audience 7 Seerge Gobel (Armour, Pet Milk, NBC) ............vv--reen ae ae 37.3 ae 
research service, compiled season- 8 Perry Como (Several spomsors, NBC) ...........-.ccccccceseesessesensesessreesesesenanannnnennns 36.3 a ag ' 
long rating figures from its month- 9 Your Hit Parade (American Tobacco, Warner-Lambert, NBC) ..............0-+ 36.2 Ty 

10 December Bride (General Foods, CBS) ...........cccccccccccccceeececeseesentees iauteelbil 35.8 


ly nation-wide viewing studies 
over the past eight months. The 
leading show was “$64,000 Ques- homes reached in markets where | of the eight months. 

tion” with a rating of 55.9, the rat- the show appeared. The show Ed Sullivan was runner-up with 
ing representing the percentage of ‘chalked up the top rating in seven a rating of 48.7. “I Love Lucy,” ® ) Ed 


GIANT-SIZE—According to the National Lead Co., this sign for Dutch 

Boy paints is the largest outdoor “spectacular” in the metropolitan 

New York area (note figure of man in lower left). It reaches a 

height of 110’ above the ground, extends 120’ from end to end and 

60’ in height. The Dutch Boy’s 52’ arm moves constantly. The sign 
is near Sayreville, N. J. 


3782 DRIVE-IN THEATRES 


1448 FIRST-RUN INDOOR THEATRES 


This is the Theatre Screen Advertising package recently purchased 


which won top honors last July, 
finished close behind Sullivan with 
a 48.5 rating. 

A check of the top ten shows of 
the 1954-55 season reveals a 50% 


ARB pointed out. Survivors from 
a year ago are Ed Sullivan, “I Love 
Lucy,” “You Bet Your Life,” “Dis- 
neyland,” and George Gobel. 

The top ten shows this year and 


from MPA-New Orleans by a national advertiser for a special an- turnover in this year’s listings, their ratings are shown above. 
nouncement produced on dramatic NATURAL COLOR Eastman film. 
This commercial will appear seven days a week in America’s “cream- 
of-the-crop” motion picture theatres, reaching a captive audience of 
approximately 45 million people a week during the weeks that lie 
ahead. About 30 million of this captive audience will be between the 


ages of fifteen and forty-four, the spending years. 

This advertiser’s one minute natural color film commercial will be 
shown in most theatres with no more than three non-competitive 
advertisers. 


What Makes Columbus A Market? 


A QUICK GUIDE FOR PLACING 
THEATRE SCREEN ADS 


' 1. 40-Second, 60-Second, or 80-Second film commercials are 
standard length. Films in natural color are preferred. 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


3. “A week” means a showing of the film commercial at each 
performance of the theatre for a full week, usually seven 
days, Monday through the following Sunday. 


4. First-run indoor theatres usually have 24 to 30 perform- 


Panoramic view of greater Columbus* 


Last year, in Columbus, Ohio, 551,000 
people spent 146 billion dollars on food 


ie ances during a week with a showing of the film commer- — ; 
i = as regular part of each performance during the Each week, 7 major Columbus shopping 
vt ——— centers serve over a million consumers, 
5. Drive-In theatres usually have 14 performances during a and... 
>. week with a showing of the film commercials as a regular | 
ee part rman uring Each day, the influence of WBNS-TV's 
sii of each perfo ce d the full week. commercials is refiected in the sales yol - 

‘ 6. The audience of a theatre for a week will equal about 30% ume of 3,774 food, drug and variety stores. | 
of the theatre’s adult potential audience. The adult poten- } 
tial averages about 75% of the population in the area NS-TV WBNS-TV is Ist choice with advertisers 
served by the theatre. WBNS- and viewers in mid-Ohio, where both mar- 

. = . i Coverage Facts ket and WBNS-TV are too important to 
7. The cumulative audience, different people during six weeks | Total population overlook. 
in succession will equal about 60% of the theatre’s potential; | 1,872,900 
during thirteen weeks in succession 75% of the theatre's po- Total families *Photo courtesy of Lockbourne Air Force 
tential. 556,000 Base Strategic Air Command, Columbus,O. 
8. —_ may be placed through advertising agency or Total TV homes 
rent by atvertice. $00,400 #1 in’ Columbus Market ‘series. 


9. Proof of showing, postal cards signed by theatre owner and 
sent through U. S. Mail, are supplied on request. 


10. Production of films and distribution of films to theatres on 
a nation-wide basis can be arranged with one film com- 
mercial producer and distributor as follows: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


70 E. 45th St. 
New York. N. Y 


WBNS-—TV 


channel 10 + columbus, ohio 


CBS-TV Network Affiliated with Columbus Dispatch General Sales Office: 33 N High St 
REPRESENTED BY BLAIR TV. . 


1032 Carondelet St. AAI A 
on New Orleans, La. SCREEN ana CASTS 
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| In Washington, D. C.—the only 
paper to raise its price to readers 
had the larger increase in 


Has this Sunday circulation! 


On October 1, 1955, The Washington Post and Times 
ever Herald increased its Sunday price to 20¢ a copy. The 
Sunday Star remained and still sells at 15¢. 


The Washington Post and Times Herald also increased 
ha ip yp C 11€ d its daily-and-Sunday home delivery price (3 out of 4 copies 
are home delivered) to $1.95 a month. The other seven- 

day paper remained at $1.75 a month. 


a 
b efo ve in Although the public now had to pay more money to 


buy The Washington Post and Times Herald, the net paid 
4 circulation, for the six month period beginning on the day 
| new Sp d ip er the price increase became effective, actually showed an 

increase over the comparable period of the previous year. 
Both daily and Sunday. In fact, the Sunday increase of 
The Washington Post and Times Herald at 20¢ was greater 


histo ry ? than that of the Sunday Star at 15¢. 


More than ever before, Washington area families read 
and depend on The Washington Post and Times Herald 
as the newspaper that offers them more of what they want 
in news, features, columnists and entertainment. When 
readers get more out of a newspaper . . . so do advertisers. 


Washington Post 


and Times Herald 


Sunday Circulation 415,810* — up 5,625 over same period of a year ago 


Daily Circulation 382,456*—up 1,832 over same period of a year ago 
* Publishers Statement to 
the Audit Bureau of 
Circulation March 1956 


Represented by: Sawyer, Ferguson, Walker Company @ The Hal Winter Company, 
Miami Beach @ Puck, The Comic Weekly @ Joshua Powers Co., itd., London 
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How 30 top department stores used the pow | 


35 windows duplicated Carnation Fantasy room on the cover of 
the May American Home, item for item. 


16 additional American Home cover rooms were reproduced inside the stores. 


100’s of other window, island and spot displays featured the 
American Home and Carnation Fantasy merchandise. 


—_—~— 


1000’s of American Home sales aids went to work: 


© cover blowups @ envelope stuffers 
_@ counter cards © How-to-do-it Patterns 
® newspaper mats © special TV material 


24,480 lines of newspaper advertising with a total circulation of 5% million 
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The Antrican, Htome wac chosen fo-— 


... the Power of its circulation—over 3,100,000 
| 


a nee 


| ..- the influence of its home ideas on families 


fer of this big circulation magazine 


“buying strictly for the home” 


... the ability of its all-home editorial to move 
merchandise HOME 
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Here are the stores 


where the Carnation 


Fantasy bioomed! 


STRAWBRIDGE & CLOTHIER 

Ardmore, Pa. 
RICH'S INC. 

Atlanta, Ga. 
HUTZLER'S 

Baltimore, Md. 
FILENE’'S 

Boston, Mass. 
ABRAHAM & STRAUS 

Brookiyn, N. Y. 
FILENE’S 

Chestnut Hill, Mass. 
CARSON PIRIE SCOTT 

Chicago, II. 
SHILLITO'S 

Cincinnati, Ohio 
THE HIGBEE CO. 

Cleveland, Ohio 
LAZARUS 

Columbus, Ohio 
SANGER'S 

Dallas, Texas 
RIKE-KUMLER 

Dayton, Ohio 
J. L. HUDSON 

Detroit, Mich. 
BURDINE’S 

Ft. Lauderdale, Fila. 
WOLF & DESSAUER 

Fort Wayne, Ind. 
FOLEY’S 

Houston, Texas 
STRAWBRIDGE & CLOTHIER 

Jenkintown, Pa. 
B. PECK 

Lewiston, Me. 
BULLOCK’S 

Los Angeles, Calif. 
BURDINE’S, INC. 

Miami, Fia. 
BURDINE'S 

Miami Beach, Fla. 
DAYTON’S 

Minneapolis, Minn. 
BLOOMINGDALE’S ~ 

New York, N. Y. 
STRAWBRIDGE & CLOTHIER 

Philadelphia, Pa. 
JOSEPH HORNE CO. 

Pittsburgh, Pa. 
THALHIMER’S 

Richmond, Va. 
STIX, BAER & FULLER 

St. Louis, Mo. 
BURDINE’S 

West Palm Beach, Fla. 
FILENE’S 

Worcester, Mass. 
STRAWBRIDGE & CLOTHIER 

Wilmington, Del. 
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AMA Will Abandon 
Printing Operation 


Cuicaco, June 13—The Ameri- 
can Medical Assn. will get out of 
the printing business at the end 
of this month, after 70 years in 
the field. 

The June 30 issue of the Jour- 
nal of the American Medical Assn. 
will be the last one AMA will 
print in its plant here. After this 
month, the Journal! wil! be printed 
by the McCall Corp., Dayton, O. 
McCall has been printing Today’s 
Health, the AMA’s consumer mag- 
azine, since 1950. 

The June issues of nine month- 
ly specialized medical journals are 
the last AMA will print. The busi- 
ness of printing these publications 
now goes to the Baird-Ward Co., 
Nashville. 

The AMA has about 15 presses, 
binder equipment and composing 
and stereotype apparatus which 
presumably wili be disposed of 
later. T. V. McDavitt, AMA direc- 
tor of industrial relations, told Ap- 
VERTISING AGE that the equipment | 
probably will be appraised and 
sold to the highest bidder. 


® Mr. McDavitt estimated that 200 
men now working in the print shop 
will be out of jobs. This should 
not be a hardship, he said, in view 
of the fact that there are many 
jobs in the graphic arts industry 
here. 

The decision for AMA to stop 
printing its own publications was 
made after three years of study, 
Mr. McDavitt said. He estimated 
that the organization could save 
more than $100,000 yearly by 
farming out the printing business 
to commercial printers. 

“With one or two exceptions, 
there are no companies big enough 
to run a press room based on their 
own publications,” Mr. McDavitt 
told AA. “It will be a much more 
efficient and cheaper operation for 
AMA to let out its printing busi- 
ness.” 

He said AMA does not use its 
high-speed printing equipment 
enough to make the equipment 
pay. It found that it would have 
to invest $2,000,000 to bring its 
present equipment up to date. 


® AMA's decision te quit printing 
has stirred up strong protests from 
local printing unions and other 
union groups throughout the state. 
Earlier this week, a union official 
charged AMA officers with “join- 
ing sides with the anti-labor ele- 
ments in this nation.” 

The unions are particularly in- 
censed because 200 printers will 
be out of work, and the printing 
business is going to non-union 
companies. Mr. McDavitt coun- 
tered the latter complaint by point- 
ing out that McCall Corp. has a 
union shop. Baird-Ward Co. has 
an open-shop operation, he said. 

AMA has been moving toward 
dropping its printing operation for 
the last ten years. Hard-cover 
medical text books, which former- 
ly were printed by the medical 
organization have been published 
by outside printing companies for 
a decade, with royalties accruing 
to AMA. Then, six years ago, AMA 
farmed out the printing of Today’s 
Health to McCall Corp. 

Present plans call for the press- 
room to be converted into offices. 


Chapin-Damm Gets Dog Food 

Chapin-Damm Advertising, Sac- 
ramento, has been appointed to 
handle all advertising for Bonnie 
Dog Food Co., Sacramento, which 
the agency previously handled 
from 1947 to 1954 when the ac- 
count switched to Rhoades & Dav- 
is, San Francisco, then to Roy S. 
Durstine Inc. and finally to Wilson, 
Markey & England, which has dis- 


solved. The Sacramento agency 
now will direct advertising for 
Bonnie dog food, Dog-E-Stu and | 
other new products as they are de- 


veloped. 


Chicago Ad Execs Elect 

Richard R. DeMark, who directs 
national advertising for the Kem- 
per group of insurance companies, 
has been elected president of the 
Advertising Executives Club of 
Chicago. Other officers elected in- 
clude Gerry Shappell, advertising 
manager, Sealy Co., vp; Ruth 
Barrett, advertising manager, 
Hertz Rent-A-Car System, secre- 
tary, and Benjamin H. Chance, 
advertising manager, American 
National Bank, treasurer. 


Bruce Brewer Names Three 
Bruce B. Brewer & Co. Min- 
neapolis, has advanced Frank Tut- 
tle to tv director and Jesse K. 
Lair to a copy group head. Mr. 
Tuttle joined the agency in De- 
cember of last year, and Mr. Lair 
has been with Brewer since Jan- 


uary, 1952. The agency also has| 


appointed Roger Hickok, formerly 
with Brennan Advertising Agency, 
Houston, an assistant account man- 
ager. 


Minnesota Uses 
Live Game Fish 
As Bait for State 


Cuicaco, June 13—The state of 


Minnesota put on a promotional | 


presentation here yesterday for 
200 local business men which 
turned out to be a very “fishy” 
affair. 

Prior to a luncheon which was 
highlighted by a talk by Orville 
L. Freeman, governor of Minne- 
sota, guests were presented with 
cocktails, and fishing rods which 
many of them put to good use in 
angling for live pike, bass and 
trout lurking in tanks provided by 
the thoughtful Minnesota delega- 
tion. 

An AA reporter latched onto a 
12-lb. northern pike and was in 
the process of landing the monster 
when the fish spit the hook about 
20’ and plunged back into the tank 
—drenching several spectators who 


were standing too close. The hotel, 
however, dressed and wrap 
those fish that were caught by 
several lucky guests. 

Gov. Freeman described his 
state as a new frontier for business 
development, offering an unusual 
combination of raw materials, wa- 
ter and manpower, together with 
scientific know-how. He also ex- 
pounded upon the advantages of 
vacationing in the state, famous 
for its 10,000 lakes. 

This was the first promotion of 
its kind to be put on for the state. 
The affair was planned and ex- 
ecuted by an advisory commission 
to the state department of business 
development. 


Indoorama Signs with RR 
for Spectaculars in Stations 
Indoorama Inc., Pittsburgh, has 
signed a contract with Pennsyl- 
vania Railroad Co. to permit ad- 
vertising spectaculars in the main 
concourses of Pennsylvania rail- 
road stations. Two types of dis- 


ped|land spectaculars, 


Advertising Age, June 18, 1956 


plays will be available—Giant Is- 
25’x15’ and 
free-standing display units, 9’x4’x 
8’. 

The displays are available in 
New York City’s Pennsylvania 
station, Newark station, Baltimore, 
Philadelphia suburban, Philadel- 
phia 30th Street, North Philadel- 
phia, Pittsburgh, Cleveland and 
Harrisburg. Surveys for locations 
in other stations are now being 
conducted in Chicago, Washington, 
Cincinnati, Columbus and Dayton. 


American News Assn. Elects 

Arthur Kaplan of Pines Pub- 
lications has been elected chair- 
man of the American News Co. 
Assn. of Publishers, New York. 
First vice-chairman is Joe Pennel, 
Dell Publishing Co., and vice- 
chairman is Art Spring, Newsweek. 
Others elected included Michael 
Michaelson, Ziff-Davis Publish- 
ing Co., secretary, and Russell 
McCarthy, Conde Nast Publica- 
tions, treasurer. 


4? ae 


CIRCULATION 


. y 
5 oe “ 
eos, ee 


/ 
] 
| 
| 


a 


wed tank RE 


P AGAIN: 2,336,456*... 


+ es 


Discover the 


| 


a” wag _ Ras caf Sey Figg } g 4 : pememe P i a ee se oe 4. )' 5. eee = a eee nea eet : 
ee "i ee 
a 
EA | | 
tad t 
- Rare + | 
Life 
hagas po 
S 
a> 
a : 
pe. 
ie | 
nate , | 
ts SRE ————— ee enarnsa set anette 
ee emanate iia | 
oie : 
ba ’ | | 
pees | 
ie aN 
-t a. AS 
ie 3 th a | 
a bry,“ ~ \ Sse | 
E Wy ee | 
fe / winnie \ . 
na A Vr) ——_ fF i 
cS. 0 x ae 2 Be he or oe . | 
aS y ~ 7x tg Ly A | 
Re; =) = ae i % agi al é 
ete —— - : ——— —— — } 
‘re Pe a Ss yy 
a a a. Tr LZ a Wt ~~ | 
4 a s j / i ae \ 
ey me, ze 0 , 4 ‘*. Pe . — ————  ——s ss = ral 
Pie nae ay 4 II) ae : a 
ee “ “al ~t} . a 5 
a ' p. *h \ ‘" . } ll 
Re _— Y | a 
By ‘ = | 
E : , eo thee \ I ape wi ge 
oe a5 4 “se Kr - = fk ee ae 
wie | a la : is \ ! = | 
aa y ‘ - SRE ers ; . a 
= | a, -° : Lis Tae f 
a y oo ' ; j * at \ 
ae Af / 6 a 
“Re Raa . 5 % i . mS 
pie ‘ ee 4 oe if 
25S iia : ve i ‘ 
fe F it, ‘ ” © ad ; { 
a ; : 5 . ' . ‘ ° i . , 
i tthe a | * \% i fe. & re 
vA i ! ‘e: * 2 ae \ (. 2 ‘d a 
“mee tj i o 7% Ua 7 i ot \ Ps ‘ 2 | 
a ei - Y \ P 1 
e 4 7 a « b ‘ Ta. e Y \ ? 
iss - @ > = * _ : 
: * is . . ng . ra s 4 £ BY a a  seaaliaee Pe 4. A 
ue ‘ -- ; Re . et , ae. &: a eo ae 
: i ee LY 
“aa be Se? 4 ; =a i ASG es | nm | 
a ** 2 2 a 7 a ey ee ny | 
os , : : °. . yp ae He ' 
es : ; & a © of,  § » @ Sy ae i 
at ; _— l9 SER dc ge S 
eed = SE ; : ‘a Rite at fe: Pig 2h . Bae aim 
nae be . ~~. re 4 
44 a + fe ~~ nctante. eee . 
gi ‘ ay ——— a. a ; 
iz , a / : ES rN Bn EEE te Z nie 
ie fk | are: 4, aie peed . h 
he ae oo ee discover the new 
i. SEI pl | 
5 ? Peeps sos ee oe f Se Hi a ee ee 
ne . a ME oe Tne Seer Me aa SA 
: Ss | 
‘e | 
a y 
Whe ck 
ee $e Ra Bes Lo og! a EAN : = t= ' "it ne 0S) a pO ee See oly 60 en Bs “ - ect ae padi 


Advertising Age, June 18, 1956 


Sales Grow: So Do 
Business Failures, 


Electronics Men Told 


Cuicaco, June 13—Although 
sales of electronics equipment 
since last summer have set a new 
record dollar volume, the number 
of business failures of manufactur- 
ers of radio-tv electronics equip- 
ment this year increased slightly 
over 1954-55. 

This and other information on 
the industry was made public yes- 
terday at the 32nd annual conven- 
tion of the Radio-Electronics-Tele- 
vision Manufacturers Assn. 

Frank W. Mansfield, of Sylvania 
Electric Products, estimated that 
during the 1955-56 RETMA fiscal 
year (August to August), electron- 
ics manufacturers will sell equip- 
ment valued at $5.5 billion, as 
compared to sales of $5.25 billion 
in the 1954-55 fiscal year. 

The total billing of the industry 


this year will exceed $10 billion 
when distribution, service, instal- 
lation and broadcast revenue is 
added, Mr. Mansfield said. 

“By the end of the current fis- 
cal year, it is estimated that radios 
will have registered a gain of 14% 
by virtue of the 14,300,000 units 
sold by factories as compared with 
the 1954-55 figure of 12,576,138,” 
he said. 

“Television set sales by factories 
show a moderate decline of 6% 
from the phenomenally high level 
of 7,959,389 sold during 1954-55 
to 7,450,000 during 1955-56,” Mr. 
Mansfield said. “This was to be 
expected, since there is a normal 
two-year cycle in the tv industry, 
which reached its trough during 
the months of the current fiscal 
year.” 


® Edward C. Tudor, president of 
Industrial Development Engineer- 
ing Associates, Indianapolis, re- 
ported that in the 12 months end- 
ing in April, 29 manufacturers of 


electronics equipment failed, as} 
compared with 26 in the previous 
period. 


Ketchum, MacLeod Names 4; 
William Viehman Retires 


'F. J. Kress Box Co. 


Pittsburgh office for the past 12 
years, has retired. Before joining) 


Ketchum, MacLeod, Mr. Viehman | 


was with Batten, Barton, Durstine 
& Osborn and was ad manager of 


55 


Ketchum, MacLeod & Grove, 
Pittsburgh, has appointed A. Bruce “World’s Business’ Adds Office 
Ewing and Grace E. Proven ac-| World’s Business and Guia, New 
count executives in the public re- York, have opened a new midwest- 
lations department and Edwin F. ern advertising sales office at 161 
Sokalski an account executive in| E. Grand Ave., Chicago, under the 
the sales and technical literature | direction of Richard G. Milford. 
department. Mr. Ewing formerly Mr. Milford until recently was a 
was with the Columbia Gas Sys- | partner of John R. Rutherford & 
tem; Miss Proven previously was) Associates, which previously han- 
with the Pittsburgh Press, and Mr.| dled sales for the two international 
Sokalski formerly was with Rock-| magazines in the Midwest. 
well Spring & Axle Co. Edward 
Reynolds has resigned as manager | D-F-S Names Two to Staff 
of press information of CBS Radio| Dancer-Fitzgerald-Sample, New 
to join the New York office of | York, has appointed Edmond 
Ketchum, MacLeod as a pr ac-| Witalis a vp and art director and 
count executive. He is succeeded | |Robert J. Flood public relations 
at CBS Radio by Allan Finn, who supervisor. Mr. Witalis formerly 
moves over from CBS-TV. |was with Benton & Bowles, and 

William F. Viehman Jr., an ac- | Mr. Flood previously was with 
count executive in the agency’s| Richard S. Robins Co. 


New Smart Set 


Noung flutes 


It’s a take. And if you can’t tell Mommy 
from a movie star, it’s no accident! 
That’s the way it is, out where Young 
Adults live. These women know fashion— 
and they look like the millions they spend 


on it. 


Small wonder Young Adults twist the 


fashion industry around their well-mani- 
cured fingers! They’ve made fashion a 
mass market business—with their spirited 
interest, their go-everywhere, do-every- 
thing need for variety in every kind of 
apparel and accessory. 

They know where to find the fashion 
news they can use, too—right here in the 
magazine Young Adults read and live by, 
Redbook. Here fashion belongs as an inte- 
gral part of Young Adult living; so the 


Redbook 


The Magazine that sells Young Adults 


..- The New Station Wagon Set 
NEWSSTAND SALES UP: 


latest styles get the full time and atten- 
tion they deserve. And this means your 
advertising gets the attention it deserves! 

Sell Redbook’s big fashion-minded au- 
dience of Young Adults. Sell your goods 
into Young Adult shopping centers with 
Redbook’s merchandising help. Then you’ll 
know why more and more national adver- 
tisers these days are looking at Redbook 
with a new sales gleam in their eyes! 
Redbook, 230 Park Ave., New York 17, 
N. Y., MUrray Hill 6-4600. 


* publisher's 
interim 
statement 
first quarter, 
1956, A.B.C. 


998,214* 


There's a Fortune 
in Your Future! 


Watker 


You don’t need a crystal ball to 
foretell there’s a fortune in your 
future! A look at WDIA’s gross dol- 
lar volume increase will convince 
you that here’s the nearest thing to 
guaranteed sales results in any ad- 
vertising medium anywhere. WDIA 
—the 50,000 watt station—which con- 
trols a quarter of a billion dollar 
Negro market! 


PROOF OF PERFORMANCE 


WDIA has increased its own gross 
dollar volume by 600%! And has 
operated a profitable sales program 
for national advertisers, such as: 


Chesterfield Cigarettes .. Omega 
. . Carnation Miik . . Bromo 
Quinine . . Kraft Mayonnaise . . 
Ex-Lax . . Uncle Ben’s Rice 


Memphis Negroes are brand-con- 
scious. They buy good and they buy 
big! 


NEGRO ECONOMY 


Entrance of industry into the South 
has acted as a catalyst to sales in 
the Negro Market. It has placed a 
quarter of a billion dollars into the 
pockets of Memphis Negroes. And 
they are willing to spend 80% of it 
on commodities. Negroes buy about 
80% of all rice sold in Memphis. . 
more than 50% of all toilet soap. . 
68% of all canned milk . . and almost 
65% of the flour. Memphis Negroes 
have buying power! 


PULLING POWER 


WDIA influences a high percentage 
of these purchases. Here’s how. With 
its 50,000 watt coverage, WDIA con- 
tacts 1,237,686 Negroes. The members 
of this vast audience consider WDIA 
their own station. They rarely turn 
the dial. They not only take intense 
racial pride in WDIA’s negro stars, 
but also accept the products of the 
sponsor behind the entertainers. Al- 
most one-tenth of the Negro popula- 
tion of America listens to WDIA .. . 
and buys the product advertised on it! 


SPECIALIZED PROGRAMS 


WDIA specializes in production of 
programs, which appeal to the taste 
of the Southern Negroes. A program 
advertising your brand of goods 
would be customized to combine the 
old traditional with the new trend. 
It would be Negro music . . Negro 
customs . . Negro language — all 
blended . . . and sparked by a popu- 
lar personality, who could give dy- 
namic ‘mpact to your commercial 
copy and create a demand for your 
product. If you want your share of 
this quarter of a billion dollar Negro 
market, drop a note, on your letter- 
head, that we may send you informa- 
tion on how WDIA can increase your 
sales and profits. Request, also, your 
bound copy of, “The Stery of WDIA!” 

WDIA is represented nationally by 
John E. Pearson Company. 


Sowa President 
BERT Lt Ceneral Manager 


Write —— 


HAROLD WALKER, Commercial Manager 
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Campbell, Gillette 
Lead Top Brands in 


Carolina Survey 
Davipson, N. C., June 12— 
Campbell soup, Gillette razor 


blades, Scott paper towels, Kel- 
logg’s dry cereal and Prestone an- 
ti-freeze are the five most popu- 
lar brands in all product categories 
in Mecklenburg County, N.C., ac- 
cording to a consumer preference 
survey published here last week. 

A check of 401 of the county’s 
59,000 families indicated that 
86.3% of those expressing prefer- 
ences chose Campbell over all 
other soups, 79.1% gave preference 
to Gillette for razor blades, 78.8% 
preferred Scott paper towels, 
74.8% liked Kellogg’s dry cereal 
best and 74% preferred Prestone 
anti-freeze. 

A listing of greatest percentages 
of leads in preferences over com- 
petitive products includes four of 
the same five products—Campbell 


ahead of its closest competition by 
903.5%, Prestone ahead by 750.6%, 
Scott by 738.3%, Simmons Beauty- 
rest mattresses ahead by 647.6% 
and Gillette leading its field by 
619.1%. 


were charted in January of this 
year under supervision of Dr. John 
M. Bevan, professor of experimen- 
tal and industrial psychology and 
statistics of Davidson College, in 
conjunction with the research de- 
partment of Jefferson Standard 
Broadcasting Co. In all, 80 prod- 
ucts in a wide range of categories 
were reported on. 

In four categories—stoves, mat- 
tresses, dishwashing soaps and toi- 
let soaps—all 401 families stated 
preferences of one kind or another. 
Flour, bread, sugar and laundry 
soaps followed closely with 99% 
of the families stating preferences. 

In well over half of the catego- 
ries more than 80% of the re- 
spondents had favorites and in 


jonly five of the 80 categories did 
less than half of the respondents 
express brand preferences. 

Here are some highlights of pre- 
ferences in several categories: 

TV sets: Of 40 brands men- 


| were next. 
| Beer: Miller, with 26.7%, Schlitz, 
|with 22.8%, and Pabst, with 


| 21.8%, led a field of 12 brands in 
percentages of mentions. Budweis- 
;er with 15.8% was next, followed 


|tioned, RCA was highest with | by Atlantic, Ballantine, National 
® These product preferences of|17.9%, almost double its closest;Bohemian and five other brands, 
Mecklenburg County consumers |competition, Motorola, with 9.6%.|in that order. 


Philco, 
Westing- 


|Silvertone, Admiral, 
|nith, Bendix, Crosley, 


mentions by between 7.8% 
4.2%. 


closest competition came from 
Pontiac, with 9%, followed by 
Buick, with 7.8%, and Oldsmobile, 
with 7.1%. Plymouth, Dodge, Mer- 
cury, Cadillac and Hudson fol- 
lowed in preference in that order. 

Gasoline: Esso was mentioned by 
51% of the respondents who had 
preferences. Gulf and Amoco, 
10.7% and 10.3% respectively, 


shoppers—in one of two big Shillito windows 
devoted to Carnation Fantasy merchandise. 
They showed the sheets, pillowcases, 
peignoirs, draperies, towels, bath mats, as 
featured in the magazine, in island spot 
displays, across walls and on display 
counters. To the left, a two-color newspaper 
ad. It means sales, sales, sales when stores 
like this tie in with the magazine that’s all 


home ideas— The American Home. 


Mother and daughter from The American 
Home May cover caught Mother’s Day 


It Happened 


at Shillito’s—Cincinnati, Ohio 


See pages 52 and 53 for the complete American Home Story 


Ze- | 


Canned soup: Campbell soup 
|was named by 86.3% of respon- 


house and General Electric, in that | dents while homemade soups were 
order, were next on the list with preferred by 8.6%. Heinz soup was 
and | mentioned by 3.8%. 


Cigarets: Respondents’ prefer- 


Autos: Chevrolet with 26.7% |ences were: Camel, 18.4%, Win-| 
and Ford with 23.9% were strong | ston, 14.6%: Lucky Strike, 12.5%: 
leaders in the auto field, in which| Pall Mall, 12.2%; Philip Morris, 
18 brands were mentioned. Their|9.7%, and Viceroy 8.3%. Chester- 


fields, L&M, Old Gold, Cavalier, 
Kools and Marlboro followed in 
that order. 

Coffee: Maxwell House was 
mentioned by 44.4%, Sanka by 
| 18.2%, Luzianne by 10.5% of the 
respondents. Following were 730, 
Chase & Sanborn, Gills, Standard, 
Sanka, Beechnut, Blue Plate and 
10 other brands, in that order. 

Dry cereals: Kellogg led the field 
with 74.8%, its closest competition 
being Post with 16.3%. Quaker 
was mentioned by 6.2% and Gen- 
eral Mills by 1.4%. Three other 
brands were preferred by a total 
of 1.3% 

Paper towels: Scott was pre- 
ferred by 78.8% of the respondents 
who had preferences, Northern by 
9.4%, Hudson by 7.5%, Marcal by 
2.4% and Diamond by 1.6%. 

Peanut butter: Peter Pan led a 
field of 22 brands with 56.7% of 
the preferences. Blue Plate, with 
14.3%; Ann Page, with 9.6%, and 
Planters, with 4.5%, followed. The 
other brands were preferred by 
3.6% or less each. 

Soft drinks: Coca-Cola was the 
choice of 49.2% who expressed 
preferences, Pepsi-Cola the choice 
|of 28.5%, and Nehi was mentioned 
| by 6.3%. 

Headache remedies: Bayer, with 
/41.1%; Bufferin, with 21.3%, and 
| BC, with 10.9%, were the leaders 
|in a field of 16 brands. Anacin, St. 


| Joseph, Goody’s, Empirin, and 
| Stanback were next, in that order. | 

Dishwashing soaps, detergents: 
|Ivory, with 22.2% led a field of| 
23 brands with Fab and Tide tied 
for second place with 17.2% each. 
| Lux was the choice of 7.5%; Duz 
| and Joy were each named by 5.7%, 
| and Cheer was mentioned by 4.2%. 

Laundry soaps: Tide, 


Advertising Age, June 18, 1956 


“Get guaranteed Finest Quality plus 


LOW NET COST 


DXPool 
Car Sale 


( 


cue tee “Greens Cope eye & More Reasons Why The 
rae. Os tow Met Cost Pool Cer 
Sale ts Your Best Oil Deal 


Oe SemrAY Ore COmPanT 


LONG-TIMER—D-X Sunray Oil Co., 
Tulsa, is promoting its 32-year-old 
pool car sale in 11 state farm pa- 
pers. This two-color, %-page for 
July is the first in a series pushing 
the sale which runs from July to 
November. Potts-Woodbury, Kan- 
sas City, Mo., is the agency. 


leaders in a field of 23 brands. All 
and Ivory, next on the list, had 
7.8% each. 


Formfit Has New Ad Contracts 

Formfit Co., Chicago, is forward- 
ing to its retail accounts new co- 
operative advertising contracts 
which provide for the payment of 
50% of reasonable production 
costs. The contracts also provide 
for payment of 50% of the store’s 
net newspaper linage costs for ad- 
vertising up to 3% of net pur- 
chases. 


Bristol-Myers Boosts Wilken 
Gene D. Wilken, formerly West 
Coast division sales manager of 
Bristol-Myers products division, 
has been appointed director of 
sales promotion, with headquarters 
in New York. Formerly vp in 
charge of sales for the Tek-Hughes 
division of Johnson & Johnson, Mr. 


with | Wilken joined Bristol-Myers last 


year. 


| 27.7%, and Fab, with 23.2%, were 


| “SCOTCHUTE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 


Spreads your word after dark 


...emblems of SCOTCHLITE 


FLECTIVE SHEETING 


How is your automobile emblem read? Once, by day . . . or twice 
as often, day and night? Advertisers with vision specify emblems 
in SCOTCHLITE Reflective Sheeting. Low-cost, long-lived SCOTCH- 
LITE Sheeting is the brilliant salesman that spreads your word 
24 hours a day. It sells your trademark with full color impact . . . 
and, it helps prevent after dark accidents as well. To arrange for 
a free demonstration, write Minnesota Mining and Manufacturing 


Co., Dept. AA-6186, Sr. Paul 6, Minnesota. 
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Total Readership 


AD AGE 
yoW.- 


124,604 


However you measure it, Advertising Age stands out as the first line of communication 

in the advertising world. In circulation it leads every other advertising paper with paid subscriptions 
currently running over 35,000—the greatest in advertising history. In readership preference, Ad Age has 
consistently placed first in each of 44 independent surveys. In linage, more advertising 

was placed with Ad Age in 1955 than the next four publications combined. 

With a total reader audience of 124,604* based on 32,561 average paid circulation — with a 

dynamic editorial service singularly appealing to all the important strata in 

advertising and marketing—Advertising Age is your most direct and influential medium for 


communicating advertising values to executives who are important to you. 


oo Established by publisher’s survey of multiple 
readership. Projection based on ‘‘Business 
Analysis of Total Paid Subscription Circulation 
for the Nov. 7, 1955 issue.” See ABC Publisher’s 
Statement for 6 months ending Dec. 31, 1955. 


Advertising Age 
impottouit to importiuit people 


1 Yeor (52 issues) $3 * 200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 


ce ie - om ee ~) iE?” 2a es ~~ vie gt Stine re i ty: Rape ee a Se Pee eit et eA 5, : ‘ 
okt hoe = a ea ay ae a ae oe f eee Be OPE eres = 7 eb alt 
# _— — Bee a ee Pee er? Ge e+ he ee 7 : | Sere Ce ee a ee ~ oo S” Sl ae ae tection tes 
' = 
& 4 
, : 
7 | wv 
| oe en ey 
— Py. Am > . 1. 
Ps? Ktgy . Fe tooo 2 
(Get en FES See — I : ' 
Cie BES Sf 7: 
Stale SS SSS if 
Ss. 2a” S. Se HBS / : 
eee See oF AS Se SES V/A fs, 
H —— 2 SSSR ee a ; > 
a Sty gees eS See > SSE y : 
2 tee te gE STS eo a 4. i 
2 Fe %, va 
=a Sess ee SS . , 
; : SESS Sas. ’ ef 
: ae, 
~ . ~ al x 5 
: ™ es , PS - # 
= FS > or ; a. 
—— + ae . z 
~ ; Cee . i 
’ | =— ¥ i, y 
= 7 i i 
: te iP od ‘ ow - 
{ ms : a 3 
ww a Pi 
| = . 2 , ae 
4 ~ ~ io ¢ * 4 ‘ j 
j = SS be “Sy 
©} F SS fie i 
| ~ ~ » 3 - : 
oO - z 
| - Ry ae CaS ~ ESS we . 42 he a ; 
5 7 a te ; t if 
j ~ SAE te Se es Poe EON Se wy 
— Bt ae et Pte eS Ss SS = . 
' : = RR NG ee eS 2e REG “ 
> ‘ . ¥ ’ beh vt * +o Rs > 7, 
QQ IR Be Sate ho ge ‘ft n 
~ = BS Fie aS “tee tm ee tit 3 
SS See sot we re at 4 So EP ns aed 
SS ifs 2s > it” $34 : 
= , ei 7 ae cee a , 
i ~ 4 kode al ante ay ge: ; ee: 
—s . yk Fe ” ; 
| > . a 8% “ye ry. | ie ae 
a NS Bose haarg c, Sagat oer oe nae , 
if | ~ Zs «5 ” ‘ 
if 2 a a | * 
| 2 1 Sk gee s ie : 
4 i SS x the A n goat Kz 
: & ; eet sii. hg Cerna, ap 
7 * Pa : ce s- - © os 
a4 big Zs meh e055 
SS ™ = 5 Oi ee ‘ airs, a , 
} = BSS < ge es Jette ss: 
= § * oe & ie AL. et ; A 
| SS Ooo §— . £2 
‘ ~* . oF ‘ Pek : : (e2 
i wer > > ; » LN ‘< in eat - ; e) led 4 
: : f A S ' Pott 5 poli oe ager viet) 2z50y) c 
\ ws oN Sa a See ~ > Ss “ ree ait etn. = .. ft: re 4 
WAC Sy ERGY Se OE = ae nt atid se > be oe? Se ee Say 
. ~S Os Rees SA, Tes 5 SH ces oe Bs, * be, { rie t- 9 < 
by Sete ai ze r: Fer ieee: PS <7 ae a ; ‘ ’ s . bs 
. a = ain wh, yy ** : r 
i ———_ «Ce ee : Ae + ee 9 T? 3 
= Mt ge ne «ji ola bane ie riche ee aoe = 
bet 7 . Li" ; - Ege? 4 : roe . ~ 
‘ : ys $; oe Rate ne f | 
@ it 2a Seige SAE Segre ed 
p \ x ee a: “ ~~ : oe o ‘ tet + - t Kast = 
‘ ¥ ti - ae, oe, if) ay rit - < é 
Jo o a > Ps e 
! 3% apt ht sgh - : * 
re ~ Sf fe : Ay 
: v4 3 ; eos 
‘ we es a4 “e 
a cadet rei Ringe tac f 
a ee a 7 
| ‘ po OY aS eee oie . 
a. ris o- & x ae 2 
. hg ey St ~ Me 
\ it a oe 3 ote ; 
x Spee 3 * ae 
. ; oes 
‘ ce . 
aga 
‘ ¥. ed we 
Vy ! 
"i 
; f 
+ 
; ¥ 
| fi : 
} S 
} : i 
\ 
| | ‘ 
, f 
a 
\ 7 
, " 
4" 
; 
4 
eee 
5 
ee | 
' ahs 
‘ 
: 
5, 
ee : 
| ° om“ . 
, 
} « 


ee a a ee eS Cee Eee Guay “SCOTCHUTE” Reflective Sheeting is o registered trademark of Minnesota Mining & Mfg, Co. “SluEEee 


The American 


high-octane sales power 


Reaches nearly 


LIMATE for speeding growth of auto sales!—it’s bustin’ out all over 

; this June in three consecutive issues of The AMERICAN WEEKLY. 
June 10, “Vacationland, U.S.A.” details eight wonderful auto tours for 

the family that can be completed comfortably in two weeks. 

June 17th, “Ballad to a brand-new car” by famous poetess Phyllis 

McGinley sings of the emotional satisfaction that’s so big a part of a 

new car buy. Illustrations and verses shown here are taken from this 


buoyant, colorful two-page spread. es: et eer 


Cover of June 24th AMERICAN WEEKLY shows a family on a picnic and 


the handsome station wagon that carried them to the great outdoors. | 
All of these features, and many others appearing in The AMERICAN — 
WEEKLY through the year, plant in the minds of millions the idea, d 


“let's get a new car — let’s go places by car.” Anyone of them may well 
ignite the spark that will start untold numbers toward dealer show- by PHYLLIS McGINLEY 
rooms and proud new possessions. y 


ee OE I 


The automobile is a prime enthusiasm of The AMERICAN WEEKLY’s 10 Happy the lark when ends the dark 

We one ae And the sun comes bursting over, 
million-plus Semsilies «+ « OWNERS, operators of over 8.9 million cars. Wills Bets (thew sob) tn thelr bumbling way 
Bulk of these families live, work, play — buy, buy and buy in the Blue Delight in a patch of clover. 


Ground of Sales where 7 out of 10 new car sales are made—where The Proud is the bride at the altar side | 
As the golfer, golfing par. | 


AMERICAN WEEKLY leads all other magazines in circulation strength. But who’s that chap with the world in his lap? 
Is it any wonder so many car manufacturers are stepping up their It's the Man with the Brand-New Car. 
AMERICAN WEEKLY advertising appropriations —TO THE SATISFAC.- 


Don’t look now, but I think he’s coming. 
TION OF SO MANY DEALERS, His heart’s a rocket, his engine’s humming; 


And little he cares what calendars cry. 
It’s Christmas morning, it’s Fourth of July. 
For birds can flutter, fishes swim, 


| 
| 
| 
ERICAN WEEKLY Se commen people shele aie heel 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N.Y. At sig ht of his Brand-New Automobile. 
ATLANTA * BOSTON * CHICAGO * CLEVELAND © DETROIT © LOS ANGELES * SAN FRANCISCO 


§ 
ALBANY TIMES-UNION © BALTIMORE AMERICAN © BOSTON ADVERTISER * BUFFALO COURIER-EXPRESS © CHICAGO AMERICAN * CINCINNATI! ENQUIRER © CLEVELAND PLAIN DEALER * COLUMBIA, S.C. STATE © CORPUS CHRIST! CALLER TIMES © DALLAS TIMES HERALD © DETROIT TIMES : 
MILWAUKEE SENTINEL © NEW ORLEANS ITEM © NEW YORK JOURNAL-AMERICAN © PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH * PORTLAND OREGONIAN © ST. LOUIS GLOBE-DEMOCRAT © ST. PAUL PIONEER PRESS © SAN ANTONIO LIGHT © SAN FRANCISCO EXAMINER 
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Weekly ’s editorial concept develops 4 


for the automotive industry! 


1 out of every 4 American families!...Concentrates § 
mammoth circulation where 7 out of 10 new car : 
| sales are made! Gives dealers intense support locally! § 


aaa FR USS 6 £9 ee 


| a —— 
brand-new ¢ar 


Yes, tip your hat, you earth-bound vassal. 
Here rides the genuine King of the Castle. 
Make sure the envious throng admires 

His four delectable brand-new tires. 

Fresh are his fenders — never been kissed. 
His dashboard’s knobby with things to twist; 
His radio works on every station, 

And the far horizon’s his destination. 


ND Na eee 


For bankers are fond of a government bond. 
There’s many a John loves Mary. 

The cat on the mat, for the matter of that, 
Is pleased with his plump canary. 

Rejoices (one hears) the movie star 
When swooning crowds adore him. 

But who's our Happiest Man, by far? 

; He’s over there where the highways are, 

, With a brand-new grin, in a brand-new car, 

And a brand-new road before him. 


ee SE NT 


HOUSTON CHRONICLE * HUNTINGTON, W. VA., HERALD-ADVERTISER * KNOXVILLE JOURNAL © LOS ANGELES EXAMINER © MIAMI HERALD 
SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE © WASHINGTON POST & TIMES-HERALD * WICHITA CACO | 
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TV Trend to Giveaway 


package of his own. It’s called 
“Twenty-One,” after the old card 
game, on which its format is based. 
A contestant can run his win- 


Next 1955.contender to vie for ready have been going nine weeks, | 
the attention of quiz lovers was and people who have had a look at | 
“Do You Trust Your Wife?” This/|the advance film say they are not | 
|through yet. At any rate, $100 a 


Grows Stronger Daily 


New Shows May 
Endanger Cowan’s 
Domination of Field 


By Maurine Christopher 

New York, June 12—The big 
money shows are moving in on 
television. 

Though it has yet to reach the 
epidemic proportions of radio in 
the “Stop the Music” era, the tv 
giveaway craze is under way. 

Perhaps the most surprising 
thing about the development is 
that it took longer than expected 
to get rolling. As soon as Revlon’s 
“$64,000 Question” (CBS) hit the 


| thing from lifetime endowments to 
| $1,000,000 windfalls. Then the ru- 
| mors subsided. 


One “$64,000 Question” imitator, 
“The Big Surprise,” did hit the 
airwaves last fall in time to get in 


|on the early excitement, but it was 


packaged by the creator of the 
original, Louis G. Cowan Inc. 
Sponsored by Speidel and Purex 
on NBC, “Surprise” had a bigger 
jackpot—$100,000—and much more 
complicated rules, but otherwise 
it looked a good deal like “Ques- 
tion” without soundproof booths. 


s More recently, the “Surprise” 
set has been dressed up with mod- 


Nielsen rating jackpot last sum-j/ernistic designs and trick effects, 


show got the CBS spot following 
the high flying “Question” in Oc- 
tober. In this one, Edgar Bergen 
plants the seed for marital break- 
ups by pitting two couples against 
each other in a fight for $100 a 
week for a year to the winner. 
It’s the sort of competition that 
is certain to make life more diffi- 
cult for the losing husband. If he 
selects himself to answer a ques- 
tion and misses, his wife will be 
sure she could have done better. If 
he flatters her by selecting her to 
answer the question and 
misses, she will blame him for not 
being masterful anc trying to an- 
swer the query himself. 
Co-sponsored by Frigidaire and 
L&M filters, this film show has 
not created any celebrities of the 
Gino Prato or Gloria Lockerman 
caliber, but it has managed to give 


mer, program copyists began mak-|and Mike Wallace has replaced|away a good deal of money. Win- 
ing the rounds with all sorts of| Jack Barry as emcee. But the rat-! ning couples can keep coming back 
fantastic share-the-wealth sugges-| ings continue to fall far below the|as long as they beat the competi- 
tions. There was talk of every-| level set by the model. 


tion. The current Mr. and Mrs. al- 


she | 


It Happened 


at Stix, Baer & Fuller—St. Louis 


Here's how Stix, Baer & Fuller cashed in 


on the promotion of 


The Carnation 


Fantasy—as featured by The 


American Home magazine. In the Linens and 


Domestics Department, where sheets, 


curtains, blankets in the carnation pattern 


were featured, they tied in with 


-American Home displays—backed 


the entire showing with a full-page ad. 


week for nine years is not bad pay 
for answering questions one night 
‘a week for nine weeks. 


‘8 A couple of months ago, an- 
‘other newcomer entered the give- 
away sweepstakes. This one, which 
matches “Question” winners with 
“Challengers” from the tv audi- 
ence, is a direct offspring of “Ques- 
tion.” Naturally, it is packaged by 
the Cowan company. 

The advent of the “$64,000 Chal- 
lenge” (CBS) was delayed for 
months while the myriad agency, 
sponsor and package representa- 
tives haggled over format details, 
title and talent. Sponsored by Kent 
cigarets and Revlon, this one looks 
llike “Question” with two sound- 
proof booths, but this is probably 
what the people want, since the 
ratings have been good. 

The show has twice dubbed the 
wrong person champion and had to 
reverse itself. The producers also 
have shown a tendency toward in- 
decision. In the case of the spelling 
championship, the children were 
told to return to break a $64,000 
tie. When they got back the fol- 
lowing week, however, there was 
no more competition; the money 
was merely divided between them. 


= Since the “$64,000 Question” 
took the country by storm in May, 
1955, it has given away $688,608 
and ten Cadillacs. Four of its 
strikingly brainy lay experts took 
home the maximum winnings. The 
latest Nielsen ratings show the pro- 
gram continuing to hold onto the 
No. 1 spot. “Challenge” placed 
fifth in average audience. 

Until the present, the Cowan 
company, which also unleashed the 
radio giveaway frenzy with “Stop 
the Music,” has had the big money 
tv field pretty much to itself. 
(“Stop the Music,” which has had 
an on and off career in television 
went off again June 14.) 

Now, however, the Cowan im- 
presarios are in for some spirited 
competition. Four big new prize 
programs are set to go on the air. 

First of the lot will be “High 
Finance,” with Dennis James as 
emcee. This series is set to start 
June 23 at 10:30 p.m., EDT, on 
CBS. In this one, a hep contestant 
can win up to $75,000 in cash, plus 
sizeable prizes depending on how 
he has “traded and bartered” in 
his climb into the big money ranks. 


s Mennen Co., through McCann- 
| Erickson, will sponsor this telecast 
|for 13 weeks. At the start of the 
jall cycle, Chemstrand Corp.’s Ac- 
rilan will move in as alternate 
backer. Doyle Dane Bernbach 
services this account. 

In August, Revlon, which has 
good reason for loving those give- 
aways, will add a third one, with a 
grand prize big enough to turn 
$64,000 winners green with envy. 
Titled, “The Most Beautiful Girl 
in the World,” this telecast will 
give pretty girls a chance to com- 
pete on the basis of “intelligence, 
beauty, and acting, singing or 
dancing ability.” Viewers in vari- 
|ous sections of the U. S. will help 
select the preliminary winners. 
'One of these will be the lucky 
‘miss who gets the annual award 
‘of $250,000. The show will be seen 
on NBC or ABC. 

Helene Curtis Industries and 
|Mogen David Wine Corp., who us- 
jually don’t get to dispense more 
ithan $1,000 or so on “Dollar a 
|'Second” (ABC) will be more lav- 
lish with the handouts on “Treasure 
Hunt,” which will have a $25,000 
| jackpot. The new show will occupy 
the same time spot—Fridays at 


9 p.m., EDT, as of Sept. 7—and | 


Jan Murray stays as emcee. 


s Jack Barry, who was bounced 
from the “Big Surprise” emcee 
role, has come up with a prize 


nings up to $15,000 in one week; 
how much he wins after that de- 
pends on how long he keeps win- 
ning. 

Mr. Barry and his partner, Dan 
Enright, will produce this program 
for Pharmaceuticals Inc. A fall 
time slot is being cleared for the 
show by Edward Kletter Associ- 
ates. 

For the most part network radio 
hasn’t attempted to cash in on the 
giveaway revival. CBS carried 
“$64,000 Question” as a simulcast 
briefly, but when a new ad man- 
ager came in, he lopped off the 
radio budget. 

Of course it was radio which 
went so overboard on prize shows 
in 1949 that the FCC banned 
broadcasts that showered their 
wealth on the home audience. But 
the broadcasters went right on 
flinging the sponsors’ money 
around while their lawyers fought 
the order in court. By the time the 
Supreme Court got around to de- 
claring the ban illegal, in April, 
1954, it was a pretty academic 
matter. 


= By that time, the audience and 
advertisers were already satiated, 
and there weren’t many prize pro- 
grams with telephone gimmicks. 

In radio one had to stay home 
for a chance at most of the big 
jackpots; in television the loot 
goes to people who do their an- 
swering in the studio. 

One radio network did try to 
capitalize on the current tv pro- 


nn Put your 


finger on every 


NATIONAL TRADE 
ASSOCIATION 


One of the best ways to 
get current information 
about “trends” in the 
major trades and indus- 
tries is to keep in contact 
with the national trade 
associations serving those 
fields. The 556-page 
Annual Market Data & 
Directory Number of IM 
gives you a complete list 
of each association, in- 
dexed by field served. 
Published June 25th. 
Year’s trial of Industrial 
Marketing costs just $3, 
includes monthly copy 
plus annual MD&DN. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


NAME 
COMPANY 
STREET 
city. 
STATE 


[C} $3 enclosed [) Bill firm [1 Bill me 
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gramming fad, with a show em- 
ploying the old telephone idea, 
but lack of sponsor interest kept 
this one from getting past the 
planning stage. Eight sponsors, 
who would have paid nearly $17,- 
000 a week to participate, were 
needed to get this program on the 
air. 

No one can say how long it will 
be before something else “strictly 
sensational” comes along to re- 
place the giveaways in the hearts 
of the fickle television public. But 
for the rosy present, these shows 
must be a great boon to teachers 
as a dramatic demonstration that 
it does pay to study. 


Plymouth Sets 
Stepped-Up Sales 
Training Drive 


Detroit, June 12—John P. 
Mansfield, president of the Ply- 
mouth division of Chrysler Corp., 
is tired of “gimmick” selling and 
is doing something about it. 

He has launched “Operation 
Salespower,” a four-pronged sales 
training program to re-emphasize 
the fundamentals of selling. 

Mr. Mansfield openly commend- 
ed the Plymouth Dealers Assn. of 
Southern California for its efforts 
to curb “gimmick” selling. 

“The dealer who is not aggres- 
sively using selling fundamentals 
and is not directing managers and 
personnel to get the most from 
their abilities and efforts has to 
turn to what has become known as 
the ‘gimmick’ type of selling,”’ Mr. 
Mansfield said. 

“He is the fellow who finds he 
has to throw in a fur coat, offer 
only a $1 down payment or rely 
on ‘distress’ advertising to make a 
sale. In my book, the day of ‘gim- 
mick’ selling is on its way out. 


# “In today’s market, top sales- 
men are the retailer’s front line,” 
he said. “It is vital that they be 
properly trained. You can change 
an average salesman into a money 
maker through training in basic 
selling practices.” 

The four-part Plymouth sales 
training program described by Mr. 
Mansfield will be kicked off with 
a program to recruit and train new 
retail salesmen for Plymouth deal- 
ers and a refresher course on the 
basics of selling for all salesmen 
already employed by dealers. 

In mid-June, dealers will receive 
a kit of daily dealer sales rally 
material, which will provide in- 
spirational and product meeting 
matter for dealers and sales man- 
agers to augment their own pro- 
grams. 

Mr. Mansfield also announced 
that salesmen’s forums will be 
started soon in various cities. At 
these meetings successful salesmen 
will describe, for other salesmen, 
how they sell cars. 

“This program will help us sur- 
mount the types of problem we are 
faced with at the moment,” Mr. 
Mansfield said. 


s “The future remains sound and 
healthy, and we are gearing our 
facilities, distribution and produc- 
tion ability for that future,” he de- 
clared. 

He pointed out that such plants 
as the new highly automated en- 
gine plant in Detroit placed Ply- 
mouth in an improved competitive 
position. 

Other growth factors described 
by Mr. Mansfield include the New- 
ark, Del., plant, which is being 
converted from tank operations to 
automobile assembly and which 
will begin turning out cars early 
next year for the eastern sea- 
board; plans to re-arrange the 
facilities of the Detroit and Los 


Angeles plants to provide maxi-|comes of the bulk of American | 
mum efficiency, and a projected families, an increase in the num- 
output increase at the Evansville ber of multiple car families and 
plant. the probability that life in this 

Outside of these physical|country will be characterized by 
changes, Mr. Mansfield pointed to|increased mobility as the result of 
other factors which hold tremen- | better highways and more leisure 
dous promise for the automobile | time. 


industry. 
Columbus IAA Elects 
J. Ed Konkle, advertising man-| 


= These’ include population 


growth, a sharp rise in the propor- | | ager, Exact Weight Scale Co., Co-| 
tion of suburban family units, a|lumbus, has been elected president | tisers has moved its offices to 155| meny Associates, 


further marked rise in the real in-| of the Industrial Advertisers Assn. | 


of Columbus. Other officers are| 
C. Daniel Byrd, advertising man- 
ager of Ideco division of Dresser 
Industries, Ist vp; Don Didway, 
salesman for Sterling Paper Co., 
2nd vp, and Robert Ransom, exec- 
utive secretary of the American 
Ceramic Society, 
surer. 


ANA Moves Headquarters 
The Assn. of National Adver- 


\E. 44th St., New York. 
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_Lewyt Offers Ad Book 

“How to be an Advertising Ex- 
pert” is the title of a 16-page 
booklet turned out by Lewyt Corp., 
New York, to help its wholesalers 
and dealers plan advertising for 
the company’s new cleaners. 


secretary-trea-| 


\Janoff Joins Kameny Associate 
| Jack M. Janoff, formerly assist- 
|}ant director of public relations of 
Columbia Records, has joined Ka- 
New York, as 
| director of public relations. 


How broad is wide... 


Wide enough, we'd say, to cover the entire market as defined by 
local department stores. In Pittsburgh, the Post-Gazette is the only 
daily with coverage broad enough to do it. And that's still another 


reason why 


Somuthing HAS Hagyoenedl im Pittburgh/ 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America's 8th Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Leo Burnett Names Five: 
Transfers Sinclair to Chicago 

Leo Burnett Co., Chicago, has 
appointed Herschel] Goodman, for- 
merly copy director of Waldie & 
Briggs, a copywriter. Burnett also 
has named Roy Curtis, previously 
media director of Raymond H. 
Morgan Co.;-a media buyer in its 
Los Angeles office. Appointed to 
the public relations department in 
Burnett’s New York office are 
Robert Gannon, formerly with 
WQXR, New York; Florence Hart- 
en, until recently with the Times, 
Bayonne, N.J., and Phyllis Marin- 
akas, previously with Manning 
Public Relations Co. 

E. M. (Hubie) Sinclair has been 
transferred from Burnett’s Toronto 


New ENGLAND 


QUIPMENT JJEALER 


TINST in ite Field @, FOREMOST yn: Responee 


“INTER-LOCKED MARKET" FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP.GAS EQUIPMENT + APPLIANCES 
Our 10th Year ¢ NEEDHAM 92, Mass. 


office to the Chicago office, where 
he will be an account executive. 
Before joining Burnett two years 
ago, Mr. Sinclair was a brand 
manager with Lever Bros. Ltd. 


Beatrice Foods Names Selz 

Beatrice Foods Co., Chicago, has 
appointed Lawrence H. Selz or- 
|ganization, Chicago, to handle 
|public relations for its products 
jincluding Meadow Gold dairy 
|products, Clark candies, LaChoy 
Chinese foods, salad dressings, 
| frozen foods, and a new mix, 
Make-A-Shake. Foote, Cone & 
Belding handles advertising for all 
the products except Make-A- 
Shake, which is handled by Mason 
Warner Co. 


Auto-Lite Boosts Voges 

Ernest H. Voges has been ap- 
| pointed marketing research man- 
ager of Electric Auto-Lite Co., To- 
|ledo. With the company since 1918, 
|Mr. Voges formerly was a statisti- 
|cian for the company’s comptrol- 
ler’s division. 


Department Store Sales... 


WaAsHINGTON, June 14—Sales by 
department stores continued to 
gain, with a 9% increase reported 
for the week ending June 9 over 
the corresponding week of 1955, 


Department Store 
Sales Barometer 


Change from 1955 


Week 


Ended 
June 9, 56 & +9% 


Jan. 1 to 


June 9,56 |} +3% 


Another 


solved 


MERCHANDISING 
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The gentleman pictured here is regarded as 
something of an authority on the subject of 
Christmas shopping. Ask him, and he will tell 
you that where point-of-purchase promotion is 
concerned, you can't get started foo early. Press 
the point, and he will add that the people at 
Ketterlinus have a red-and-green thumb. 

Last year we planted the Christmas sales 
seed early for a number of p-o-p advertisers ina 
number of fields. in every case it paid off 


handsomely. But there’s more to Christmas 


p-o-p promotion than simply getting an early 
start. While sales come easier during the holiday 
season, your Christmas promotion must work 
harder to win attention and help you gain 


your share of the lush 


market. 


We've learned a number of valuable secrets 
for creating Christmas displays that ring a merry 
profit tune, and we would welcome the chance 
to apply them to your product and sales 
problems. Call us at any of the numbers listed 
below. Or write for our free folder describing 
successful Ketterlinus p-o-p promotions. 


PRIMOS, PA. ° 
A suburb of Philadelphia 
MAdison 6-2540 


when you think of Point-of-Purchase, think of 


wretterlinus 


LITHOGRAPHIC MANUFACTURING CO. 
NEW YORK + 


25 West 43rd Street, 18 
BRyant 9-5723 


CHICAGO 


221 North La Salle Street, 1 
FRanklin 2-8767 


| Richmond District 


June 9 Week 9% Ahead of 1955 


according to the Federal Reserve 
Board. 

For the four weeks ending June 
9, sales were 6% ahead of the same 
four weeks the previous year, and 
for the year to date, they were 3% 
ahead. 

All of the 12 FRB districts 
showed gains, with the largest re- 
ported by Boston, 15%, followed 
by St. Louis, 13%, and Philadelph- 
ia, 12%. New York, Richmond and 
Minneapolis showed 11% gains. 
The other districts showed gains as 
follows: Cleveland, 4%; Atlanta, 
9%; Chicago, 8%; Kansas City, 
9%; Dallas, 7%, and San Francis- 
co, 2%. 

Detailed breakdowns for the 12 
districts are not yet available for 
the June 9 week, but for the two 
weeks prior, sales broke down as 
follows: 


% Change from ‘55 
Week Ending 
Federal Reserve May June 
District, Area and City 
UNITED STATES .................... 
Metropolitan Areas 


“7 


Downtown Boston ........ 
Suburban Boston ............ 


= 
ornw 


Li gett+ ++ 2 


oo“ 


Metropolitan Areas 
Oe 
New York-N. E. New 

Jersey 

Newark 

New York 


_— 


— 
VNWaArK @ 


Philadelphia District 
Metropolitan Areas 


Philadelphia 

Reading 

Scranton 

Wilkes-Barre—Hazleton . 
Cleveland District 


+1 LL +i++ +e14t+ + +11 


Seeuenwnsa 


1 


Cleveland 1 
Columbus 


Springfield . 


5 
6 
6 
1 
9 
8 
1 
2 
8 


EE seicnenens 
Wheeling-Steubenville .... 


20 


bt+++1+++1 1 
= Oe asa ea 
H+t+++t++t+t+ 


Metropolitan Areas 
MC en —2 
Downtown Washington .. —ll1 


Baltimore 

Richmond - 
Atlanta District ................... 
Metropolitan Areas 
Birmingh 

TACKS Ville  ..........cccecceeeeee 


New Orleans ... 
Knoxville 
Nashville 

City 

Chicage District 
Metropolitan Areas 
Chicago 
Indianapolis 
Detroit 


++ 
auahe ua cue 


cwsaeu 


NED cinegpeterevencenemnenin 
Minneapolis District 
Cities 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City District 
Metropolitan Areas 


++tt+ +4444 


Albuquerque ..... 
Oklahoma Cit 


+ 


H 
San Francisco District ........ 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles ..... 


San Francisco-Oakland .... 
San Francisco City 
Oakland City ..ccccccccsesene 


Salt Lake City . 
Seattle 
Spokane .... 


Sn Mt Qownwuvuenaw 


**—Data not available. 


Dictograph Names Miller 

Herbert J. Miller, formerly an 
account executive with RCA Vic- 
tor on custom record sales, has 
been appointed advertising di- 
rector of Dictograph Products Inc., 
Jamaica, N.Y. Arthur Tallaksen 
retains the advertising promotion 
managership. 


Grahame Rejoins Hotpoint 
Cecil Grahame has been ap- 
pointed supervisor of trade rela- 
tions of the commercial equipment 
department of Hotpoint Co., Chi- 
cago. Mr. Grahame recently re- 
joined Hotpoint after a long illness. 
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Videodex 
Top Ten Spot TV Shows* 


May 1-7, 1956 
Copyright by Videodex Inc. 


No. of Cities in which program 
Program appears and distributor 

Dr. Hudson’s Secret Journal (106 Cities, MCA-TV) 
| Led Three Lives (118 Cities, Ziv Television) 
Crunch & Des (78 Cities, NBC Film Division) 
Highway Patrol (166 Cities, Ziv Television) 
Man Called X (97 Cities, Ziv Television) 
Celebrity Playhouse (77 Cities, Screen Gems) 
The Turning Point (73 Cities, MCA-TV) 
Count of Monte Cristo (59 Cities, Television Programs of America) 2,759 
Liberace (70 Cities, Guild Films Co.) 3,145 
10 Badge 714 (115 Cities, NBC Film Division) 
*Programs appearing in a minimum of 20 markets. 
tNumber of homes tuned to the program. 
tAverage ratio of the number of homes viewing the program to the number of ty homes 
in area carrying the program, compositely weighted. 
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KNOWS 


ow DYNAMIC DAVENPORT <*ows: 


— that’s why they built their new $3 mil- 
lion retail store .. . in DAVENPORT! 


FOR THE NINTH CONSECUTIVE 

YEAR—FIRST IN LINEAGE IN 

ALL IOWA AND FIRST IN THE 
QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, 'OWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


Rambler, with65% Speer Adds S.F. Office 
Speer Advertising Agency, Los 
of AM Sales, Will Angeles, has opened a San Fran- 
cisco office at 68 Post St. 
Be Separate Make 
Dertroir, June 14—American 


Motors Corp. will produce the 
Rambler as a separate make in its 
1957 line of cars, probably to be 
introduced in October. 

It will be called simply the 
Rambler, not Nash Rambler or 
Hudson Rambler. Eventually it 
may have a dealer organization 
selling Ramblers exclusively. 

Roy Abernethy, vp of automo- 
tive distribution and marketing, 
announced Wednesday: “The suc- 
cess of the Rambler now makes it 
possible and desirable to put it on 
its own feet as a separate make.” 

About 65% of the company’s 
current volume is in Rambler sales, 
and American Motors is aiming for 
6% of the low-priced car market 
—about 216,000 cars. 

The change to a separate Ramb- 
ler will cause field organization 
and distribution revisions, with all 
21 Nash zones and 21 Hudson zones 
being placed under supervision of 
an American Motors zone man- 
ager. 


a Separate sales managers for 
Hudson and Nash will be set up 
in all but the four smallest zones. 
The new move also will prevent 
overfranchising of the Rambler in 
any given market, Mr. Abernethy 
said. 

“Generally speaking,” he said, 
“our immediate objective is 6% of 
the low-priced market. Many deal- 
ers are obtaining this today. It is 
our intention to expand Rambler 
sales through our present Rambler 
outlets—totaling approximately 2,- 
700—plus the dealers we expect to 
place in markets where we now do 
not have Rambler coverage.” 


O’Mara & Ormsbee Elects VPs, 
Appoints Rundall L.A. Head 

Charles W. Healy, sales man- 
ager of the Chicago office of O’- 
Mara & Ormsbee, Richard M. Mc- 
Lean, assistant sales manager in 
New York, and Robert A. Jobson, 
manager of the Detroit office, have 
been elected vps of the publishers’ 
representative. 

Charles W. Rundall will become 
manager of the Los Angeles office 
on July 1. He succeeds William D. 
Cannon, who is resigning to go in- 
to the real estate business in Palm 
Springs, Cal. Late this month the 
Los Angeles office will move into 
larger quarters in the Eighth and 
Mariposa Bldg. 


Schartf Opens Office 

Monroe B. Scharff, formerly a 
partner and vp of Hugh Swofford 
& Associates, has opened his own 
public relations consulting organ- 
ization, Monroe B. Scharff & Co., 
270 Park Ave., New York. 


Wallace Joins Borden 

Charles E. Wallace, formerly a 
partner in Lee Charles Agency, 
has joined the public relations de- 
partment of Borden Co., New York. 
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MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


frequency 


& Pen 


Fijllel7 


Fajloaled 


@ voveano mow or awwo @ vovenno mwow wn awwo 


Greater frequency of insertion, in itself, builds a readership- 
bonus over and above the excellence of any particular ad. 
Advertisers who use 12 or 13 insertions per year average 
27% greater readership per advertisement and 22% lower 
cost per reader than those who use one to five insertions 
per year. 

These findings are from a McGraw-Hill Research Department 
analysis of Starch readership ratings for 706 one-page 
advertisements in seven product groups. The Starch 

“read most” scores were used in this analysis. All ads 
appeared during one year in two McGraw-Hill publications. 
Copies of this Data Sheet (#3053) are available from 

your McGraw-Hill man. Studies such as this are a 
continuing project at McGraw-Hill . . . all designed to 
provide a better understanding of how good advertising in 
good business publications can help create more sales. 


vicGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


App , 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 
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15% Will Continue, . 
‘Journal of Nursing’ 


company’s right “to deal or not to,of its commissions to advertisers 
deal with whomever it pleases” | or collects from advertisers a lower 
and “to announce in advance the rate than your published rate for 
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from advertising agencies which |tical price control’ established by 


charge the published rates for ad-| goods and the retailers or dealers] 


tit 


‘rebated commissions or failed to|agreements between a seller off 


vertising space would be suscept-| through whom he sells, fixing they 


oe 


circumstances under which it will | advertising space. 


Advises Ad Agencies 


New York, June 12—Advertis- 
ing agencies have been notified 
by the American Journal of Nurs- 
ing Co., publisher of American 
Journal of Nursing, Nursing Out- 
look and Nursing Research, that it 
plans to continue the 15% com- 
mission, an arrangement it regards 
as “fair and equitable.” 

The commission will go to “all 
agencies which qualify according 
to our standards, as bona fide ad- 
vertising agencies.” The company 


said it “will not pay commission | 


to, nor, in fact, accept advertising 
from, any agency that in turn bills 
or collects from clients at a rate 
less than our published rates.” 

In addition, “advertising con- 
tracted directly by advertisers, as 
in the past, will not be eligible for 
agency commission.” 

A company spokesman said that 
an examination of the legal aspect 
of their decision reaffirmed the 


sell or refuse to sell its products.” 


“As Mr. Dwyer had told you on 


ible to attack under the anti-trust | price at which the retailer or deal-§ 


At no time, the spokesman said,|the telephone, it is our opinion 
has this right been questioned, and, |that a magazine publisher, selling 
in fact, Judge Stanley Barnes, | advertising space, has the right (as 
|chief of the anti-trust division of|in the case of the seller of any 
the Department of Justice, has product) to establish a policy of 
been quoted as stating, “We do not | not dealing with advertising agen- 
seek to bar any individual publish-|cies who charge for advertising 


er from charging a 15% rate. We|space in the publisher’s magazine | 


attack only the fixing of any rate|less than the price fixed by the 
by collusion or concert among) publisher. 


publishers or groups of publishers.| “Of course, no seller of any 


From this it would follow that an | commodity, including advertising | 


|individual publisher might set any|space, may legally follow such a 
| standards of recognition he chose.” | policy with the intent to create a 
|monopoly nor may he participate 
'@ Following is the opinion re-|in a conspiracy with others to fix 
ceived by the American Journal of | prices. An agreement with an ad- 
Nursing Co. from its legal counsel,|vertising agency which required 
Satterlee, Warfield & Stephens: | the agency as a condition to doing 
“This is in reply to your letter; business with the publisher to 
of April 20 requesting a statement|charge fixed commissions could 
from us as to the legality of your| doubtless be chalienged as viola- 
| position, expressed in the proposed tive of the anti-trust laws. 
letter to advertising agencies, that; “Similarly, an agreement or con- 
you will refrain from dealing with spiracy between two or more 
any agency which rebates any parti publishers to withhold business 


It Happened 


at Thalhimer’s — Richmond, Va. 


Here’s how Thalhimers reproduced the American Home's May cover in their main window. 
They also featured spot displays of American Home material and merchandise inside the store. 


sé 3 
Tue Carnation 


Promotion was very successful. 


Some items were 


three times,” says 


B. Powers, Home Furnishings 
Merchandise Manager. 


Fantasy 


reordered 
Stewart 


laws. 

“Nevertheless, a publisher, like 
the seller of any product, is com- 
pletely free to establish a policy of 
not dealing with those agencies 
which refuse to comply with his 
price policies. This principle has 
long been recognized under the 
anti-trust acts. As long ago as 1918, 


|the United States Supreme Court 
/held that a manufacturer has com- 


plete freedom to deal or not to deal 
with whomever he pleases. 


= “Recent anti-trust litigation in- 
volving the American Assn. of Ad- 
vertising Agencies and others re- 
sulted in a consent decree which 
enjoined the consenting-defendant, 
a trade association, from fixing 
commissions or from requiring 
agencies to refrain from rebating 
or splitting commissions; but the 
consent decree specifically pro- 
vided that it did not prohibit 
members of the association from 
taking independently actions which 
are denied to the trade association 
by the terms of the decree. 

“It is only in instances where 
there is a conspiracy among two or 
more manufacturers (or publish- 
ers) to maintain prices at which 
their goods are sold or where 
there is what is known as ‘ver- 


|er must resell the goods, that vio- 


llations of the anti-trust acts are § 


involved. 

“In the absence of any express 
agreement which fixes a price at 
which the purchaser of any goods 
or products may resell them or in 
the absence of a general policy 
laimed at establishing a monopoly 
in a particular field or at restrict- 
|ing competition, the seller of any 
|product is entirely free to state 
and follow a policy of dealing only 
with those retailers or dealers (or 
in this case advertising agencies) 
who will follow his price policies.” 


Mades to ‘Western Timber’ 

J. Allen Mades has been ap- 
|pointed advertising director of 
|Western Timber News, formerly 
Western Forest Industries Review. 
Control of the six-year-old publi- 
|cation was recently taken over by 
the staff of the Western Forest 
| Industries Assn. and articles of in- 
|corporation under a new name 
|have been filed with the Oregon 
state corporation comissioners. Of- 
ficers are R. T. Titus, president; 
Mr. Mades, v.p.; and C. W. 
|Matthews, editor and secretary- 
| treasurer. Mr. Mades formerly was 
|advertising director of the Truck 
| Logger. 


behind newspaper 


~ 


“Here is the answer to the ‘WHY’ 


their effect on today’s advertising 


and marketing promotions 


reading habits and 


hed 


L. D. Farnath 
V.P. in charge Media Dept. 
N. W. Ayer & Son 


“motivation research looks at 
Detroit Newspaper Readers”’ 


Motivation Research Looks at Detroit Newspaper 
Readers discloses the underlying reasons behind 


newspaper readership. It 


is the result of a two-year 


study that tapped the hearts and minds of 300 
Detroiters, a cross-section of the city’s population. 
Made under the direction of Dr. Burleigh B. Gardner 


and associates at Social 


Research, Inc., Chicago, 


it’s a pioneering effort providing the communica- 


tions field with a tool 


to help understand the 


newspapers’ function in the community. 


Self-explanatory cartoon illustrations by John 
Arnold accompany the text. Typical interviews are 
included in the 116 page hard cover plastic pro- 


tected book, with spiral 


binding to allow for easy 


reading. Eight chapters, indexed, with bibliography. 


$5.50 per copy, postpaid. 


* 


Address all orders to 
Promotion-Research Department 


Detroit Free Press 


*Sent gratis, on request, 


to advertisers and agencies 


ae ’ 
ie 
ie 
ht ‘ 
ie ee 
pes 
Be Ee —e 
Pat iste Te 
abs SS |S 
pie ee ' 
BM 
aoa 
mere Wh eee 
h3 | 
“tiie 
oa 
me TR 
“ae pT 
ee, fase 
ae 
Je ee 
ase 
ae FP 
eh i 
er 
e } 
bare 2) 
Ale : 
Fn bi Ba 5 Xe 
ay: 
sik ty 
Rea tenho 
aye 
cea haa 
ies, 
mes 
ree. 
be ini = 
i. ve 
“OA eee 
Eee 
gee: ‘ 
eo? 
io 
ee 
peer ae 
hae 
i oe 
pate 
= + wed 
sa nn 
My: — 
aes 7 
tk ig 
‘yale. 
ae ee 
“ft op 
a SA ie tee ey 
a oe FO age icles og 
yee’. (A ts, rene: epee ME LS” gees eae ees oe 
on ee " i, R Serre - © ae ee ae eS : po Speaks OR Rae Rae . 
L gee ce: x yy 5 i aes 3 eae cs P< Us, Rte ya 2 eee eS : os S : : 
kD ee ORE ae + be PE RS ‘ : ee esos: ESOS SES : is 
We ee Ya = aoe oe > eigle * Se Os : eee « | 
1 ve eed — lt - — 5 - 
leuites a ie % : i = es | . 
on = S : 4 a ee . : 
ag tis ry ae ee $a Beg PR : a eee ee —s a : Se 3 : bs | 
hes i -gg 4S eo «| fg — y Bee | 
ye re: _ dl ts, ats eee & . ae \" L | 7 | a 
oe ae: * oie 4 = . ei 8 e ie os es So sa ait ae f 
fais co o. a oa Ot eet : ee ae ees So all eS ‘ 
Be a S AOE e¢ e ~ Pigs : Pas Sa ¥ es . os: tes 3 | 
Bead oe 42 Pies © _ SS ee : [ae Bee : 4 - i 4 
ta * ia as ii an ee 2 Bee — * Be . A Wat 
Beha eS . <2 es by ee Bs ou a ae a od ee BS Fe H e 3 ! 
“ rite ’ a Bt i y be a * a Rees Se Se ee 4 BE .. ee ¥ aaa ees 4 st a iM! WuiAN li N i | 
tre es en ‘i ¢ a ne rg ee | | | 
ef a : = : & . a tine * eS F % ae ae ee ce : < : : _ | 
| . eg : : ; 1a 2 cd % ta Bes z ; vo - + a 
aes ee) ; : ‘ > $ ; i ne! A paees a 
a a + ' * 4 / . eee “Stig Te, he 54 24 ire = Ss a. 
cig , 2 Re coe. 8 * — 4 . * eee 4 — . 4 us iia ’ 
peels: a i ss : fo a . a ‘= ce, F - — 4 ; 
‘os Ke Pe TS, ‘ ee . aseet , See . . 
oe Pelle 0 ry — ~ a le , “ 2 ee | 
BY | Medic si aay - 7 i ~ as & : = ke j i % eo Be “Scaiaeed aa ae - >= 
ik ae pl kcngs Y Re ee. a gt ena AI a : “ , . ’ | 
Whose Che reas BIA aig Pep tee, +s ema So A — ida : = ae 7 an | ae 
4 2 vn oo 4 his +e 4 a rs f= z s a0 ae = tes an so a i me. j Be 
iia Ps Syar Mo eae ee aera ag * g | ~ S ; 
ee : Ne es, ae 
i wen ms - ' 
: a 
, : et. 
(oe es 
i . 
= teat 
oe “SM / 
Bey ‘ 
MG 
Sik 
Pe 
vag 1 Sh 
on Oo eS ee 
ie 50" Y 
: : 28° 
: \ebe SS 
2 | : } ° ? hae = 
a i 3 
. } : 
ial is : aE 
nin — 
cate , 
meh | 3 , 
ee 
iz 5) 
See ry 
eh 
ge pages 52 and 53 for the complete Ameri SS 
ee 
: | ric 
4 an Home Sto 
tee 
te on 
~ ear es ‘ 


Advertising Age, June 18, 1956 


Western Teamsters 
Get Acclaim for TV 
Public Service Show 


SEATTLE, June 12—Western Con- 
ference of Teamsters has a fat 
file of thank-you notes, coupled 
with fan mail and word-of-mouth 
comment, which indicate that it 
has scored with its pioneering ven- 
ture into tv sponsorship of base- 
ball as a public service. 

The program began this season 
(AA, April 2). The union uses a| 
quarter-sponsorship of 108 games | 
of the Seattle Rainiers (Pacific 
Coast League). The five one-min- 
ute spots that this buys for the) 
teamsters then are given entirely 
to civic and charitable organiza- 
tions of the area. 

So far, more than 30 organiza- 
tions have been able to tell some- 
thing of their work, their aims and 
in some cases their needs to an 
audience they would not otherwise 
be able to reach. These organiza- | 
tions include the Children’s Ortho- | 
pedic Hospital, Little League Base- | 
ball, the Humane Society, the Milk 
Fund, St. Vincent de Paul, United 
Good Neighbors, the Blood Bank, 
the Boys Club, the Seattle Sym- 
phony Orchestra, the Family So- 
ciety, and others. 


= Sometimes the appeal is for 
funds. At other times the spots 
are entirely educational—telling 
about an organization, for exam- 
ple, that may be included in the 
United Good Neighbors’ later fund- 
raising. 

Four out of five spots are live; 
the rest are on film. Milton Katims, 
conductor of the Seattle Symphony 
Orchestra, appeared on the pro- 
gram to tell why the orchestra 
was then putting on a drive for 
funds. 

One of the thank-you notes came 
from a Parent-Teachers Assn. 
group at suburban Kent. The 
group put on a local horse show) 
to raise funds for a Center for 
Handicapped Children. The team- 
sters gladly gave advance public- 
ity, and the grateful P-TA wrote 
that it had raised $1,800. 

Civic consciousness is the key- 
note to the program. One staff man 
told ApverTIsInc AcE: “It is not 
necessary to be a charitable or- 
ganization to get on the show, as 
long as there is sufficient public 
interest and a public service is 
involved.” 


® To handle the sponsorship, the 
teamster group set up a commun- 
ity service department, under Ed 
Donohoe, publicity director. Hal 
Baetz and Bea Murray are full- 
time staff members of this depart- 
ment, assigned to tv. 

The account is handled by How 
J. Ryan & Son, from which Ed 
Arndt, account executive, directs 
production. 

“The reaction to the program has 
been wonderful,” Mr. Ryan said. 

“The community service depart- 
ment of the Western Conference of 
Teamsters, which sponsors base- 
ball, has nothing to do with other 
union programs, such as contracts, 
nor does it speak for or against 
any political candidate or issue. 
Community service is its name and 
its job.” 


Bermingham, Castleman Adds 

Bermingham, Castleman & 
Pierce, New York, has been ap- 
pointed to handle advertising and 
public relations for Tropicraft 
Mfg. Inc., Miami, builder of all- 
purpose small boats and marine 
equipment. 


Greater Weeklies Adds Three 
The Territorial Enterprise and 
Virginia City News, Virginia City, 
Nev., and the Western Livestock 
Reporter, Billings, Mont., have ap- 
pointed Greater Weeklies Associ- 
ates, New York, their national 
advertising representative. 


Wilson, Markey Dissolves 


Wilson, Markey & England, San EVANSVILLE INDIANA says ane a Mar G2 ER Re Peed, 


‘Francisco agency, has dissolved. 


John B. Marhay serigned from the| STANDARD “ALOHA!... ALCOA” 


agency early this year (AA, Feb. (Welcome) 


= 7 joined Grant Advertising, | METROPOLITAN AREA 
an Francisco. Victor G. Blakiston | | f 
and Evelyn McFarland, both for- | now A uminum Company 0 America 


merly with Wilson, Markey & Eng- 


land, also have joine rant. Brings to this area . 
joined Grant | 4) A New 
opulation $80,000,000 
Ogilvy, Benson Names Two | sev ee SMELTER PLANT 
Philip L. Tomalin, formerly with os 
| Biow Co., has joined Ogilvy, Ben- — B The eve “Alcoa "Smee Pant 
son & Mather, New York, as as-| Yohe give otapmens 
sociate director of radio and tv. | $000,600 0 will bring sonal pa, 
Ogilvy, Benson also has named  Mnetndes; Wanderbursh County E : 
pLiVY;, J vansville . . Market! 
Michael Ben-Dror, previously with) Iaéiae aud Henderson County, Quits in es sarah ov 
Revlon Inc., an account executive. Seasteaiv Markets in the United Staces. 
ba — a AS ge E 
now includes two counties . . stable economy and rich in natural re- 


]. Thomas to Benton & Bowles Vanderburgh County, Indiana 


and H sson County, Ken- 


Pes 2 ee ee pera of the| tacky. The | cusreat Popalacion Represented Nationally by General Advertising Dept. Scripps-Howard Newspapers 

a eee ot Ss AF yee om Seiad d' Mewopolia sess a THE EVANSVILLE THE EVANSVILLE THE oT <an 
as join enton owles, New nited States. CC . our 

York, as a vp and account super-| | ourrer Pp re Gg g Cc Press 3 

visor. 
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Those who reach the top in business are usually those who, even while mastering 
their own responsibilities, are intensely curious about the other fellow’s. Take the 
case of Robert Wood, which may very well be his right name. Every month, he’d 
sit down with a panel of his industry’s experts and absorb every word. Then he’d 
look up his industry’s ace reporters to get all the current news. Finally, he’d 
study competition to see what it was making and selling, and how. Robert Wood 
could well afford all this, for his primary investment was his time. The business 
papers of his industry did the rest. They were his panel of experts, his ace 


reporters. Their advertising pages showed what competition was up to, and how. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age *« Hardware Age « Spectator « Hardware World 
Jewelers’ Circular-Keystone « Automotive Industries « Gas + Distribution Age + Optical Journal « Butane-Propane News 
Motor Age « Boot and Shoe Recorder «+ Commercial Car Journal « Tele-Tech & Electronic Industries * Book Division 
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Milner Increases 
Ad Budget 39.5%; 
Car Volume Is Up 


Southern Entrepreneur 
Offsets Profit Rate Dip 

Boosti in Texas, Louisiana, 
By =e Volume 24% and Arkansas, plus Milner Enter- 
| prises headquarters, Jackson, Miss. 


New York, June 13. E. Du-|~ have done a business of $21,000,- 
mas Milner, a man of many inter- | 999, selling 4,887 new cars and 
ests, possessor of a Midas touch | 5 449 used cars. This is an 11.7% 
and claimant to the title, “World’s inavense - ee units and 6 20.9% 
largest General Motors dealer,” lofen fin wend eer eoles. ; 
reported today that his sales for) 
the first five months of 1956 are up| # Mr. Milner also has boosted his 
$4,000,000 over the same period a/ parts and accessories sales 32.7%, 
year ago, and his advertising|from $791,178 in the first five 
budget is up 39.5% |months of last year to $1,232,677 

Further, the Mississippi million-| for the 1956 period. 
aire told a press luncheon today 
that he. expects second-half sales 


six months. 


whether we will have enough cars 
to sell in view of the cutbacks in 
factory production,” he said. 

To be sure, his profit margin 
this year is lower than it was in 
1955, but only about 1%, he point- 
ed out. 

So far this year, Mr. Mil- 
ner’s six automobile agencies—four 


$35 in advertising for every new 


to surpass substantially the first|car sold. This 


| 
| 


year, the figure has 
hopped to $56, a total of more than | 


“My chief concern right now is| | $273, 000, but Mr. Milner says his 


| total expenses are up only 0.4%. 

Net profit per car before taxes 
is down from $225 in 1955 to $168 
this year, Mr. Milner conceded, 
but this is still considerably above 
some published averages. And, he 
points out, volume is up 24%. 

As might be expected of a sell- 
ing savant these days, especially 


Chevrolet and two Pontiac, located|in the declining automobile busi- 
Oklahoma} ness, Mr. Milner had to come up 


with a raison d’etre. He has sever- 


al: 


e “We have stepped up our adver- 
tising budget 39.5% over 1955. We 
consider that our increased sales 
are directly related to our heavy 
advertising. In fact, we regard 
strong local advertising, coupled 
with enthusiastic incentive sales- 
manship and continuing consumer 
service to bring in repeat business, 


las the key to successful operation 


Last year, Milner dealers spent) this year.” 


The six Milner agencies will 


wsIts-Irw 


channel 12 


CALL HEADLEY-REED, REP. 


a, 


WINSTON-SALEM 


WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


oe 


| Spend approximately $1,000,000 in 
| advertising this year. About three- 
| quarters of each dealership ad 
| budget will go into newspapers, 
the rest equally divided between 
spot radio and television. 


e “We’re more concerned with the 
second sale than we are with the 
first,” he said. More than 50% of 
Milner car business consists of 
second sales. 


e A “quality sales force” is all- 
important to good operations. 
About 70% of Milner salesmen 
make more than $1,000 monthly; 
all managers are former salesmen; 
promotions are from within the or- 
ganization; all employes partici- 
pate in an incentive program with 
monthly payments. 


e “The man who first said, 
*‘You’ve got to spend a buck to 
make a buck,’ said it all,” said 
Mr. Milner. 

Not yet 40, Dumas Milner has 
spent and made many millions of 
bucks through his various enter- 
prises. Born in Ethel, Miss., a vil- 
lage of about 600, Mr. Milner’s for- 
mal education came to a halt after 
a one-year course at Chillicothe 
| Business College. At 21, he bor- 
rowed money to open a Shell dis- 
| tributorship; it expanded to 11 sta- 
tions within two years. By the 
| time he went into the Air Corps in 
|1942 for a three-year hitch, his 
petroleum business covered four 
states, and he had acquired two 
automobile and truck agencies. 

After the war, he got into the 
‘used car and surplus business, set 
up an export company and several 
lesser enterprises. In 1948, at the 
age of 31, he grossed his first 
$1,000,000. 


® Last year the gross was $100,- 
000,000, gained from a baker’s doz- 
en ventures. Besides his automo- 
bile agencies, which did $60,000,- 
000 in sales last year, they include 
ja ten-story office building and 
400-room hotel in Jackson, ga- 


| Tages, car rental and airport lim- | 


lousine services in Jackson and 
|Milner Products Co., maker of | 
|Pine-Sol disinfectant. The latter 
company did $6,000,000 last year 
and this year will spend at least 
$1,000,000 in advertising. 

In addition, Mr. Milner is a 
guiding light behind, and president 
of, the Jackson State-Times, re- 


newspaper combination. 


cently launched to compete with | 
that city’s morning-evening single | 
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Richard M. Bennett, 
‘American Weekly's’ 
Midwest Head, Dies 


New York, June 13—Richard M 
Bennett, 49, manager of the Mid 
western offices of American Week- 
ly since April 15, died in his sleep® 
yesterday, apparently of a heart 
attack. He was here to attend a 
sales meeting. 

Before joining American Weekly 
less than two months ago, Mr. 
Bennett had been advertising man- 
ager and a member of the market- 
ing committee of the International 
Cellucotton division of Kimberly- 
Clark Corp. He was with the 
company ten years. 

Prior to joining Kimberly- 
Clark, Mr. Bennett had been an 
advertising representative for 
Good Housekeeping for nine years, 
and before that he worked eight § 
years for the Pepsodent Co. where 
he was sales manager. He was a 
resident of Winnetka, Ill., and 
worked out of the Chicago office 
supervising American Weekly sales 
operations in Chicago, Cleveland, 
St. Louis and Minneapolis. 


THORNTON PURKIS 

Toronto, June 12—Thornton 
Purkis, 69, advertising counsellor 
and founder of his own agency, 
Thornton Purkis Ltd., died June 8 
on his way to the Toronto West- 
ern Hospital for a checkup. 

Born in London and educated in 
Winchester School, he was a news- 
paperman in England before going 
to the U.S. He worked for Hearst 
publications and the New York 
Times. 

Mr. Purkis came here in 1912 
and joined the J. J. Gibbons Ltd. 
advertising agency. In 1920, he 
founded Thornton Purkis Ltd., 
stressing financial advertising. 


WILLIAM J. MCSWEENEY 

Cuicaco, June 12—William J. 
McSweeney, 68, president of Wil- 
liam J. McSweeney Inc., died of a 
|heart attack yesterday in the IIli- 
nois Athletic Club. The company, 
a bank promotion and advertising 
corporation, specialized in new 
business extensions for financial 
institutions. 


Len Woolf Co. Moves 

Len Woolf Co., Los Angeles, 
celebrated its 1lth anniversary by 
moving into its new building at 
2252 W. Beverly Blvd. 
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LET YOUR BRYANT DEALER INSTALL 
YOUR FURNACE CORRECTLY...SAFELY 


Don't take chanum on your heating comturt 
or your safety It takes shill engmeenng 
know-how and the common ame born of 


be certain that you will enjoy cory comfort 
all winter. It's low in cont end safe. Call your 
Bryant dealer. Or write Bryant, 48 Menu 
ment Circe, indianapotie 4, ladens 


WATCH iT—Bryant division of Car- 
rier Corp. warns against the pit- 
falls of do-it-yourself in half-page 
ads to appear in the August Amer- 
ican Home and October Better) 
Homes & Gardens. Fuller & Smith | 
& Ross, Cleveland, is the agency. 


FTC Detects Sour 
Note in Discounts 
on Whitman's Sweets 


WASHINGTON, June 12—The Fed- 
eral Trade Commission charged | 
today that Stephen F. Whitman, | 
Philadelphia candy maker used a 
promotion allowance plan which 
gave units of drug chains an il- 
legal advantage over independent 
competitors. 

The commission objected to the 
fact that discounts to units of the 
chains were based on total pur- 
chases of the chain, rather than 
on purchases by the individual 
unit. The commission contended 
the method of sale and delivery to 
individual units of the chains “was 
substantially the same” as the 
method of sale and delivery to in- 
dependent stores. 

In its complaint FTC said dis- 
counts offered on Whitman’s Sam- 
pler and other candies ranged 
from nothing for stores with sales 
amounting to less than $1,999 to a 
maximum of 10% for those with 
sales in excess of $10,000. 


® As an example of the unfair ad- 
vantage obtained by chains, FTC 
said 28 of the 49 units of the Peo- 
ples Drug chain here would not 
have qualified for discounts on the 
basis of their individual purchase, 
but all obtained the 10% discount. 

Giving specific examples of com- 
petitive situations here and in 
Philadelphia, it noted that Peoples 
Drug Store No. 6 here purchased 
$1,359, and obtained a 10% dis-| 
count, while Investment Pharma- 
acy, a nearby competitor, with 
purchases totaling $1,459, received 
no discount, nor did McReynold’s 
Pharmacy, with purchases nearly 
$600 in excess of Peoples No. 6. 

In Philadelphia, FTC said, Sun 
Ray No. 22 made purchases of 
$684 and obtained a 10% discount, 
while its competitor, Holme Drug 
Store, received no discount on $1,- 
262. 

FTC 


said the discount gave 


| Wolf Named Research Director 


a substantial advantage to the: 
chains. It estimated Whitman’s | 
1955 volume in excess of $18,000,- | 
000. | 
GE Boosts Bullock, Menard 

Boyd W. Bullock, formerly in | 
charge of the sales program for | 
GE’s Textolite, has been appointed | 
manager of marketing of the lam- | 
inated and insulating products de- | 
partment of General Electric Co., | 
Coshocton, O. At the same time, 
Russell R. Menard, formerly super- 
visor of customer service at the 
Taunton plant, was named man- 
ager, marketing administration, of 
GE’s plastics department in Deca- 
tur, Ill. 


Fred Wolf, for the past year and 
a half director of development, has 
been appointed director of re- 
search and product development of 
Kleen-Stik Products, Chicago. 
Prior to Mr. Wolf’s association with 
Kleen-Stik, he was president of 
Coatings & Chemicals Corp., Chi- | 
cago. 


Typical FIESTAR 
Station Poster 


yp) MRS. F. E. White, Vice 


“FIESTAR’S TDI campaign is designed to reach a specific, 


selective audience . 


have reacted most favorably to our campaign . 


President, 


station posters and car cards for in-store displays!” 


FIESTAR Multi-purpose Soil Treatment, says . . . 


. . the New York commuters who live in 
the suburbs because they want green grass and gardens . . . 
and can afford the best. They are quality-conscious . . . and 
. . they are 


buying FIESTAR. Dealers have swamped us with requests for 


TRANSPORTATION DISPLAYS, Inc. : — Ly 1" L 
STATION POSTERS & DIORAMAS + CAR CARDS + TIMETABLES N.Y. 17, Ml 63456 


Fashion Show at The Marston Company Tea Room 
An original water color painted for The Son Diego Union and Evening Tribune 


IN APPAREL STORE SALES 


Data copyrighted 1956 Sales Management Surve 
of Buying Power, further retroduction not licensed. NE 


COPLEY wewsparers 


15 “Hometown” Newspapers covering 

San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles... 

Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


EVENING TRIBUNE 


SAN DIEGO :: BIGGER 


SAN ANTONIO, TEXAS .... . 
COLUMBUS, OHIO . ...... 
DENVER, COLORADO ..... . 
PORTLAND, OREGON. .... . 
LOUISVILLE, KENTUCKY ..... 
HARTFORD - NEW BRITAIN, CONN. . 


SAN DIEGO, CALIFORNIA . $55,568,000 


San Diego is quickly responsive to alert sales organiz- 
ations who take advantage of the “‘saturation’’ coverage 
of the San Diego Union and Evening Tribune. 


$53,681,006 
51,461,000 
47,274,000 
46,169,000 
49,424,000 
53,987,000 


IMPORTANT CORNER 
IN THE U.S.A. 
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| Los ANGELEs, June 12—Western 
Machinery & Steel World won the 
grand trophy and three honorable 
|mentions in the eighth annual 
|merit awards competition of the 
| Western Society of Business Pub- 
\lications. Winners in seven classi- 
| fications, which attracted 100 en- 
tries, were named at a dinner 
| meeting of the society. 
| Judges were Car] A. Miller, Pa- 
TROPHY — Shown | cific Coast manager, Wall Street 
here is the grand | Journal; Russell A. Quisenberry, 
prize in the |publisher, San Fernando Valley 
eighth annual |Times, and Nelson Carter, vp of 
awards of merit | Foote, Cone & Belding. 
competition of | Runners-up for the grand prize 
the Western So- (for best over-all job in 1955, were 
ciety of Busi- | Western Construction, Western In- 
iene Mubilentions \dustry, Hardware World and Ari- 
. : * |zona Beverage Journal. 
Displaying the Award winners by classifica- 
prize is tv starlet ‘sions were: 
Marilyn Dean. Outstanding service to industry 


It Happened 


at Bullock’s — Los Angeles 


Here’s one of Bullock’s four big 
Carnation Fantasy windows. It’s an 
adaptation of the American Home 
magazine’s May cover—showing sheets, 
pillowcases and draperies. Inside the 
store was a duplicated room and many 
spot displays. American Home “How-to’ 
Patterns helped to promote the 

“st merchandise. Bullock’s is one of many 


> 


stores that made this promotion 
pay off. 
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‘Western Machinery & Steel’ CBS Radio Hikes 


Stations’ Share 


7 
B B | Y ,J 14—CBS Radi 
Top s Western usiness ap ers | has pod png Ben by aimine 


|\the network rate of payment to 
in a single feature or related series: stations for the coming year. 


Contractors & Engineers, first. News of the 6%%_ increase, 
oe Met Wickh Won, | Cae will become effective Aug. 
costs iia ha ‘Heat. 25, was made public following a 
ing & Plumbing Journal and Tile | mares at oe beard of the Cas 
Outstanding news reperting:| Radio Affiliates Assn. and top 
Western Feed & Seed. first. Hon..| 2etwork executives here last week. 
orable mentions: Pacific Const| = ee — 
R d. W . Machi Arthur Hull Hayes, president of 
Steel “World “and “International CBS, Radio, and ‘Kenyon Brown, 
Stewerd. head of the affiliates group, em- 
Outstanding editorial leadership: 27"\vould not be affected, 
Western Meat industry, first. Hon-/ This raise still leaves stations a 
orable mentions: Western Machin- good deal below where they were 
pete & Steel World, Western Heat- in 1951, when network time 
ing & Plumbing Journal, Western charges to sponsors were reduced, 
Metals and International Steward. and stations took a 10% cut in 
Best departmental column or : : ' 
nowsleéier: Western Industry, first their compensation rates. By 1955, 
Honorable mentions: aguante sation payments hed been cashed 
, : |20%, part of which has now been 
World, Western Farm Equipment, restored. 
beta soot gag & Seed and West-' ‘Coincident with this announce- 
Outsien ding special issue: West- ment, CBS executives made it clear 
ladined first. H “A suite that they hope the stations will 
ae are Fab _ We ms help them keep sales moving by 
downy E quipment ieee clearing choice daytime apes ae 
Builder & Contractor and Western |°Tders when they are received. 
Hotel & Restaurant Reporter. ‘es CBS Radio’s daytime serial 
Outstanding advertising or sales block, which recently signed a big 
promotion achievement in behalf Colgate-Palmolive Co. contract for 
of publication: Western Feed & fall, continues to attract partici- 
Seed, first. pating sponsors. Gulf Oil Co. 
A special recognition plaque for | (Young & Rubicam) has scheduled 
the best over-all small publication a summer campaign on four of the 
(under 48 pages), was won by soapers. Bristol-Myers (Y&R) 
Food Mart News. Tile received a joins the list of sponsors for “Road 
special award for an outstanding of Life” July 3. 
cover. Corn Products Refining Co. will 
| Sponsor “Sunshine Sue” with five © 
Hoffman Launches Campaign minutes of country music on 130 
“Happy taste with Hoftman” is| stations. C. L. Miller Co. has also 
the theme for a new campaign|/bought one additional daytime 
| being launched by Hoffman Bev- serial participation for this com- 
erage Co. in the metropolitan New) pany. Another plus came from Si- 
York area. On the media schedule|moniz Co., which augmented its 
are full-color Sunday supplement! Arthur Godfrey and “Houseparty” 
ads in the New York Herald Trib- schedule. 
une, New York News, New York 
Times and the Newark Sunday Byer Returns to Byer & Bowman 
News, pilus saturation jingles on Herbert Byer has reacquired his 
radio and television. Grey Adver-| partnership interest in Byer & 
tising, New York, is the agency.| Bowman Advertising Agency, Co- 
lumbus, and has resumed fulltime 
|Hausmann to Symons Clamp participation in the agency's oper- 
| James Hausmann, formerly a/ ation. Mr. Byer rejoined Gus K. 
member of the advertising depart-| Bowman and Joel Burghalter, the 
ment of Wilson & Co., Chicago,! other two original partners to 
has joined Symons Clamp & Mfg.| whom he transferred his holdings 
Co., Chicago, as director of mer-| early in 1955. Since that time he 
chandising in charge of sales and! has been serving the agency in an 
advertising. |advisory capacity. 
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ENGRAVING 
‘EXPERIENCE 


JAHN & OLLIER ELECTRO-MATIC 


ENGRAVING CO. : ENGRAVING CO. 
Photoengraving and A Division of Jahn & Ollier 
Offset plates Photoengraving 
817 WEST WASHINGTON BLVD. : 10 WEST KINZIE STREET 
CHICAGO ¢ MONROE 6-7080 : CHICAGO ¢ DELAWARE 7-1277 


*Free Van Gogh print, suitable for framing. Send your name on your company letterhead. 
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CATALOG ON WHEELS—Top Value Enterprises, 
placed in service this Gift-O-Rama, which shows 200 of the 
most popular merchandise items available to savers of Top Value 
trading stamps. The glassed in, 35’ trailer has a self-contained, gas- 
oline-operated electric generator which supplies power for motors 
which move gifts past viewers’ eyes on vertical and horizontal 
conveyors, miniature ferris wheels and merry-go-rounds. Toppie, 


Year after year 


| 4, Louisville ... 


Dayton, recently 
Copyright Sales Management 1956 


NATIONALLY 


Top Value’s symbolic Scotch elephant, poses on top. 


Metropolitan Population 
1. NEW ORLEANS ..... 
po 


3. Miami ..... Enaanmus 
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REPRESENTED BY 


NEW ORLEANS first in Southeast 


From Sales Management "Survey of Buying Power’ for 1956: 
Corporate City Population 
. NEW ORLEANS .... 

ep OT Tee 
eee SS eee 
ooe.- 679,500 4. 


.»++-797,100 


JANN & 


ES a 


Che Times-Picanune 
NEW ORLEANS STATES 


KSctey, 


reaee 630,200 


~ «+++ 412,400 


Inc. 


Product Research 
Will Be Key Topic 
at Marketing Meet | 


PITTsBuRGH, June 12—How im- 
portant to marketing men are re-| 
search efforts to develop new 
products and improved production 
processes? 

This is to be the cardinal ques- | 
tion at the American Marketing 
Assn.’s third annual national con- 
ference, which convenes here on 
June 20. According to the confer- 
ence chairman, S. A. (Gus) Ful-| 
ler, director of market research, | 
Jones & Laughlin Steel Corp.,| 
there’s a good reason for making) 
product research the key subject 
of this year’s three-day meeting. | 

The reason, he said, is that high- | 
powered product research and de- 
velopment has reached the point 
where “rapid obsolescence is be-| 
coming the No. 1 problem and) 
challenge facing long-range mar-) 
ket planning.” 


® Accordingly, the association will | 
spend a full day of its meeting | 
on discussion and first-hand ob-| 
servation of “tomorrow’s materials 
and products in embryo.” Speak- 
ers on the general theme will in- 
clude: John L. Gillis, vp of mar- 
keting, Monsanto Chemical Co.; 
Richard J. Coveney, vp, Arthur D. 
Little Co.; R. W. Ferrell, manager 
of market service, General Elec- 
tric Co.; Dilman M. K. Smith, vp, 
Opinion Research Corp.; Frank J. 
Armour Jr., vp, H. J. Heinz Co., 
and B. E. Etcheverry, director of 
planning, Kaiser Steel Corp. 

In addition, the conferees will 
take off half a day to visit eight 
different product research and de- 
velopment laboratories in the Pitts- 
burgh area. 

David F. Austin, exec vp, U. S. 
Steel Corp., will open the confer- 
ence with a general portrayal of 
“New Marketing Horizons.” The 
final session on Friday will fea- 
ture a talk by Walter Williams, 
Undersecretary of Commerce, on 
how “The Government Looks at 
the Future of Marketing.” 


Oakleigh French Adds One 

Oakleigh R. French & Associates, | 
St. Louis, has been appointed to| 
handle advertising and marketing | 
for the Metal Decorating division 
of Cain Steel Co., Granite City, 
Ill. The division, formerly Steel 
Lithograph & Coating Line of Nes- 
co, Inc., was recently acquired by 
Cain. It serves the container, metal 
sign and advertising specialty in-| 
dustries. 


Bacon Joins Cullen Co. 

H. E. Bacon Jr., formerly with | 
the national advertising depart-| 
ment of the Cincinnati Enquirer, 
has joined the sales staff of John) 
W. Cullen Co., Cincinnati, pub-| 
lishers’ representative. 


vost 


Another thinly disguised WJR success story 


Not exactly dressed for it, you say? Well, one of 
WJR’s advertisers does it. 

He sells lake front lots. They’re far enough off 
the beaten path to miss normal weekend traffic. 

This chap mekes it worth while. “Pack a pic- 
nic,”’ he says. “Bring your bathing suits. Use the 
beach,” he says. “After all, if you buy a lot, it’s 
your beach.”’ 

The beach was swarming with buyers. He sold 
out his first lots—fast. 

We wouldn’t say it was all our doing, either. We 
merely point out this fellow with ideas who knows 
that WJR is the best way to get ideas across. 


He’s back again—back to that faithful audience 
only WJR gives him in the market. 

Only WJR? If in doubt, here’s what Alfred 
Politz Research, Inc. found out about us in his 
latest listener survey: 

Politz found that 41 percent of all the adults 
in the area surveyed listen to WJR alone—day 
after day. 

That’s tough to match. Our advertisers—people 
who move goods fast in Detroit and the Great 
Lakes market—know it. 

Your ad manager should know it, too. He prob- 
ably has a copy of the Politz report. Ask him. 


The Great Voice of the Great Lakes 


WIR... 


50,000 Watts CBS Radio Network 
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"| did it myself, 
and |'m glad!" 


Homelovers are an active breed. They're 
buyers and sellers and decorators and 
remodelers. And do-it-yourselfers, of 
course. One of their bibles is the “For 
and About Your Home” section in the 
big, Friday edition of the Chicago Daily 
News. It’s packed with information about 
everything from how to massacre weeds 
to where to buy a louvre door. The 600,- 
000 families who read the Daily News 
read it in their homes. What could be 
better for real estate advertisers, appli- 
ance advertisers, and all advertisers? 
They'll tell you how much they appre- 
ciate and profit by the fact that— 


The CHICAGO DAILY NEWS 
HITS HOME 


Business Paper Success Story ... 


OsHAWA, Ont., June 12—When 
Nash Aluminum Ltd. had a new 
line of Enam-Alum aluminum) 
storm windows and doors in a} 
wide range of baked-enamel colors | 
to introduce to Canada in 1954, it) 
naturally thought in terms of in- 
tensive consumer advertising. 

It thought of consumer advertis- 
ing because it is the associate com- | 
pany of KoolVent Awnings Ltd., | 
which has achieved dominance in 
the metal awning industry through 
consumer advertising. 


doing this, according to Guy H. 


small ad budget—$6,500. 


a “The smallest combination of | 
key-market dailies in Ontario pro-| 
duced a ccmbined line-rate over | 
$2,” Mr. Gislason explains. “This 
might have done the trick, had our 
'only problem been to introduce 
|Enam-Alum to these particular 
|markets. It became evident there 
was also a pressing need to expand 
the dealer organization—both in 
Ontario and elsewhere in Canada. 
Another critical problem was the 
high turnover of dealers. They 
tended to give up the line if not 


successful, to switch to other high- | 
profit sources of supply. Many of 
the loyal dealers were having staff | 
difficulty, because good salesmen 
move around a bit in the direct} 
selling business. Nash sales, while 
increasing, were not keeping pace 
with new home construction.” 


® In order to attract new dealers, 
hold existing ones and arouse 
salesmen’s enthusiasm, it became 
evident that the company needed 
quick access to a new and large 
market. This appeared to be the 
home construction field—up to that 
time a poor market for the storm 
window industry. 

“However,” Mr. Gislason con- 
tinues, “we found that the govern- 
ment had opened up this market 
for us by two recent amendments 
to the National Housing Act—one 
permitting inclusion of storm doors 
and windows in basic NHA mort- 
gages, and the other permitting 
banks to lend money for home im- 
provements, and this, of course, 
included the purchase of storm) 
windows and doors.” 

So, the strategy was changed 
from direct consumer sales to sell- 
ing the builders, and particularly 
the project builders, through busi- 
ness publications. 


s “Our main appeal was to the 
builder’s chief interest: ‘Sell the 
houses faster, for more, with Nash 
aluminum storm windows and 
doors.’ Copy went on to point out 
the advantages in offering houses 
equipped with colorful storm win- 
dows, which would neither se- 
riously add to the total price, down 
payment or monthly instalments a 
buyer would have to pay,” Mr. 
Gislason says. 

The ad also reversed the season- | 
al approach to selling storm win- 
dows, because it ran in June, July 
and August, which are normally | 
the dog days in the storm window 
business. 

“Now what happened? First and 
most dramatic was the flood of in- 
quiries that came from builders, 
architects, maintenance engineers 
and governmental agencies—more | 
than 400,” he said. 

“In the first group of inquiries | 
were included virtually all branch | 
offices—and the head office—of 
the Central Mortgage & Housing 
Corp. This led very quickly to the 


Budget Too Small for Consumer Ads, 
Nash Aluminum Uses Business Papers 


by CMHC to a storm window man- 
ufacturer. And that, in turn, made 
possible a large volume of business 
with various CMHC project build- 
ers and with several government 
agencies, such as air force stations. 
There were many inquiries from 
dealers, and one of these brought 
an order for three carloads of win- 
dows within a very few weeks. 


= “Before the first three-month 
campaign was over, more than 700 
inquiries were in and new dealers 
Canada. 


open territories across 


action from established dealers 
and, surprisingly, this increase did 
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|not appear to be due to sales to J 
| builders. When dealers wrote in @ 
demanding reprints of the trade @ 
ad, we learned their ingenious 
salesmen were using it in closing § 
direct-to-consumer sales. Dealer 

enthusiasm and esprit de corps 
have stayed high ever since.” 


= “Now here is the real proof of 
the pudding,” Mr. Gislason proud- 
ly states. “The sales curve took a 
sudden jump shortly after the 
summer campaign began in 1954. 
The actual net sales increase in six 
months was 100%. The campaign, 
of course, continued. We switched 
to smaller space and monthly fre- 
quency. 

“Now, in 1956, the sales curve 
seems to be flattening out. But 
first, early in 1955, our marketing 
| Strategy had paid off in most spec- 


But there was one obstacle to had been appointed in most of the|tacular fashion, when Nash lost 


'one dealer who, in the previous 


Gislason, president of Gislason- Perhaps most significant, there| year, had accounted for 60% of the 
Reynolds, Nash’s agency: A very was an almost immediate sales re-| company’s total sales. In 1954, that 


| would have been a catastrophe. In 
| 1955, it merely slowed down the 


immediately successful—or, if very | § 


“Big Crowds 
Followed the Favorite’’— 


It’s just human nature. Whether on 


fairways and greens, on stage or on 


.sereen, on desk, bench or machine— 


skill and competence make favorites, 


attract an impressive following... It 


seems only logical 


that through more 


than thirty years Rogers has continued 


to attract—and hold—an increasing 


following of advertisers who value the 
peace of mind and material rewards 
they receive from consistently compe- 


tent craftsmanship in photo-engraving. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


first blanket approval ever granted MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
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company’s rate of growth to a 
highly satisfactory 15%. The curve 
is still upward and climbing a bit | 
faster than it did last year. 
“I might say that I have been | 
happy to share modestly in the 
profits resulting from this success 
story. Because the $6,500 budget of 
1954 has, this year, grown almost | 
tenfold in size—all commissionable | 
—and now permits the use of 
daily newspapers and national 
magazines to exploit fully the op- | 
portunities created by what bared 
undoubtedly remain a_ constant! 
medium for this client—the busi- | 
ness paper,” Mr. Gislason con-| 
cludes. 
Too Few Stations, 
Wrigley-Autry TV 


Hook-Up Nears End 


Cuicaco, June 12—One of the 
more special network tv contracts 
—between CBS-TV and Wm.| 
Wrigley Jr. Co.—seems to be near- 
ing extinction. 

The contract, first signed in| 
1950, permits Wrigley to sponsor a 
Gene Autry tv film series on Sat- 
urday afternoons in only 11 key 
markets, including the biggest cit- 
ies between Chicago and Boston. 
The contract is up for renewal as 
of July 7, but CBS reportedly has 
no intention of taking the gum 
marketer for that small a station 
line-up. It is pressing for a con- 
siderably larger network. 

So far, Wrigley has yet to make 
up its mind, but the betting is 
against its accepting any very con- 
siderable number of “must-buy” 
stations. 


@ On the radio side, Autry had al- 
ready “surprised” CBS Radio by 
quitting that medium after 17 
years by mutual agreement with 
his constant sponsor, Wrigley. As 
a Wrigley letter to salesmen put 
it: 

“. . . We had come to the con- 
clusion that, while the Autry show 
had done an excellent job for 
Doublemint, it showed signs of 
going stale.” Also, the letter ex- 
plained, the cowboy plainly was 
interested in other enterprises. 

As a replacement, CBS Radio is 
now whipping together a vehicle 
to star Autry’s radio-ty sidekick, 
Pat Buttram. Wrigley will spon- 
sor the new program. 


Du Pont Plans Fall Push 
for Men's and Boys’ Wear 

E. I. duPont de Nemours & Co. 
has planned merchandising, adver- 
tising and promotion campaigns 
this fall for men’s and boy’s wear 
made of its textile fibers. Included 
will be support of Orlon acrylic 
fiber, Dacron polyester fiber and | 
nylon. A total of 32 pages of con- 
sumer advertising has been sched- 
uled—eight in full color. The 
magazines scheduled include Es-| 
quire, Good Housekeeping, Life, 
Look, Newsweek, The New Yorker, | 
Sports Illustrated and Time. 

Advertising for uniform and util- 
ity clothes will be concentrated in 
trade and industrial publications. 
Autumn and Christmas merchan- 
dising aids for retailers will be 
available. Batten, Barton, Durstine 
& Osborn, New York, is the agency. 


Business Paper Editors Elect 
Harold E. Green, executive edi- 
tor of Printers’ Ink, has been elect- 
ed 1956-57 president of the Na- 
tional Conference of Business Pa- 
per Editors, editorial branch of 
Associated Business Publications. 
Other elected officers are Walter 
R. Browder, managing editor, 
American Builders, 1st eastern vp; 
Ruth Hahn, executive editor, Sales 
Management, 2nd eastern vp; S. R. | 
Bernstein, editor, ADVERTISING AGE, 
lst western vp; Clyde M. Barnes, | 
editor, American Artisan, 2nd) 
western vp, and L. N. Rowley, edi- 
tor, Power, secretary-treasurer. | 
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McGraw-Hill Publishes 
‘Printing & Promotion’ 
The second edition of “Printing | 
& Promotion Handbook,” by Daniel | 
Melcher and Nancy Larrick, has | 
been published by McGraw-Hill | 
Publishing Co., New York. The. 
book has 438 pages and is priced at 
$7. 
The handbook is a guide to use, | 
preparation and purchase of print- | 
ed material for advertising and | 
promotion people and for crafts- 
man who prepare advertising ma- 
terial. 


DeSoto Renews ‘Groucho’ 
The DeSoto division of Chrysler | 

Corp. has renewed its sponsorship 

of Groucho Marx’ “You Bet Your | 

Life” radio and tv program (NBC) | 

for the eighth consecutive year. | 

Effective Sept. 27, the show will be | 

renewed for 39 weeks. It will be} 

heard over 155 tv and 200 radio Nothing succeeds like the 

stations. DeSoto will continue the | ° . 

Marx shows through the summer Ail t Uf ty iJ 

for 13 weeks, beginning June 28,) ait Ur I CPSs 

» : ohn Adams, Publisher; 
a Dae of the peeviews Gallagher-DeLisser National Representatives 


The right way 
to look at 
ATLANTIC 
CITY/ 


Focus on d sales, for instance, and you'll quickly no- 
tice Atlantic City romps home with a winning $6,616,000 
sales placing. There’s further proof for you of Atlantic 
City’s importance as New Jersey’s second metropolitan 
area. So put your money on the paper that really covers 
this 140,000 year round market—the “Atlantic City 
Press”. It’s first favorite in the home! Whatever you're 
selling, make sure the “Atlantic City Press” is on your 
media list! 


. . . New Jersey’s best 
BIG CITY market! 


News WHILE 


It’s Happening! 
ee 


tases its news staff and facilities are 
identical to those of award-winning WHO Radio, 
WHO.-TV can claim news coverage that’s matched by © 
few television stations, anywhere. 

Our News Bureau is headed up by Jack Shelley, 

one of the industry’s top newsmen and winner of 
many radio-television citations. His staff includes 

11 full-time news specialists—each with a degree 

in journalism and many years’ experience—and 

all trained to take on-the-spot pictures, stills and 
movies. In addition, WHO-TV calls on 85 “local” 
correspondents for supplementary coverage 
throughout Iowa. 

WHO-TV news facilities include two AP, two UP 
and two INS wires—plus direct, 24-hour teletype 
circuit from Des Moines Weather Bureau. 
Unexcelled news coverage is only one of many reasons 
why WHO-TV is one of Iowa's top advertising 
values. Let Peters, Griffin, Woodward, Inc. 

tell you about the others. 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 
WHO-TV 


G WHO-TV 


_4WHO-TV 
» WHO-TV 


“WHO-TV 
WHO-TV 
WHO-TV)>, 
WHO-TV 


Se 


GF WHO-TY > 


WHO-TV. 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
._WHO-TV_- 


-) WHO-TV 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TW 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Peters, Griffin, Woodward, Inc. 
National Representatives Affiliate 
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The Bulletin goes home...delivers more copies 


to more people every seven days in 
© 


Greater Philadelphia than any other newspaper 


Practically all buying in Greater Philadelphia begins at home with the entire family in 
on the decision. And the family newspaper is The Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market noted for its buying power. 
Philadelphians like The Bulletin. They buy it, read it, trust it and respond to the 
advertising in it. The Bulletin is Philadelphia’s home newspaper. 


* Largest evening newspaper in America **R.O.P. editorial and advertising color 


ADVERTISING OFFICES: Philadelphia, 30th and Market Streets + New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue * REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit 
Atlanta + Los Angeles + San Francisco 
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THE NATIONAL NEWSPAPER OF MARKETING 


Experienced Art Directors Belong 
in the TV Creative Saddle 


By Otis Winegar 
Creative Director, Knox Reeves 
Advertising, Minneapolis 


Mr. Winegar, who joined Knox 
Reeves this spring, has been vp and 
creative director of Foote, Cone & Bel- 
ding, New York, copy chief of Ted 
Bates Inc., and writer for several oth- 
er agencies. In this speech delivered 
at a joint meeting of the Minneapolis 
Advertising Club and Society of Artists 
and Art Directors, he discusses a sit- 
uation prevalent in many agencies 
handling television. 


I want to take a closer look at the 
monstrous baby of visual media in terms 
of years—television, of course. 

Television has crept up so rapidly on 
us advertising people that by the time 
you see it, any statistic is out of date. 
But bear with me for just a couple of 
figures to illustrate its phenomenal 
growth. .. 

I want to pull just half a dozen ex- 
amples out of the annual agency billing 
figures published in the Feb. 27 issue of 
ADVERTISING AGE. 

For example, Foote, Cone & Belding 
spent $68,000,000 of their clients’ money 
in domestic advertising during 1955. Of 
this total, one third—33%—was spent in 
television. Leo Burnett Co.—$71,000,000 
billing—52%—more than half—in tele- 
vision. Ted Bates, $59,000,000 billing and, 
coincidentally, 59% in television. 

You may point out that this emphasis 
on television may be true of giant New 
York and Chicago agencies. But what 
about smaller agencies—and the rest of 
the country? 

Let’s reach way down the list in terms 
of agency size. I have the Armstrong- 
Schramm Co. of San Diego. $574,000 to- 
tal billing—just a little over half a mil- 
lion. 21% in tv! Bo Bernstein & Co., 
Providence, R.I., a little over $1,000,000 
in billing—19% in television. 

Bevis Associates, Miami, only $360,000 
billing—television, 20%. Finally, the An- 
thracite Advertising Agency, Scranton, 
Pa., spent a total of just $92,000 in adver- 
tising for its clients, of which 28% was 
in television. 


® You may notice that all of the smaller 
agency examples were in the A and B 
portions of the alphabet. I just didn’t 
think it necessary to go any farther. We 
could pore over the figures all afternoon. 
But right here we can safely conclude 
that television is a vitally important me- 
dium to advertising agencies of every 
size, in every part of the United States. 

So let’s put the statistics behind us. 
Now let’s look at television from a com- 
pletely different standpoint—as a medi- 
um for artistic expression. 

We have already seen that the average 
magazine ad devotes 53% of its area to 
a picture. But the average television com- 
mercial is 95% visual. It’s really all pic- 
ture and I’ve allowed the 5% only for an 
occasional super and a zoom of the brand 


name. 
But calling television a picture borders 
on the ridiculous as an understatement. 


Television pictures move. And move- 
ment is the essence of life. Motion in a 
picture is the difference between a tab- 
leau and a battle. Between a statue and 
a woman. Between the quick and the 
dead. Here is the most versatile, most 
limitless medium ever granted to picture 
minded people. And think of what you 
have to draw upon as material for creat- 
ing television pictures. . . 


® Let’s sum up. We've seen that tele- 
vision is an extremely important finan- 
cial medium to advertising agencies. We 
can agree that television is the most pow- 
erful, most versatile, most exciting visual 
medium ever granted to the artists in 
advertising. 

Now to the crux of the matter. Just 
who are the art directors in television? 
Are they the same talented, mature men 
with 10, 15 or 20 years’ experience in ad- 
vertising who play the key. role in cam- 
paign planning for all the visual media 
other than television? 

Let me tell you a story that helps an- 
swer my question. Three months ago, I 
was lunching with a New York art direc- 
tor. I know his agency well. It bills more 
than $40,000,000. It has seven art directors 
of the caliber I have just described. It 
has 16 men in a bull pen to assist these 
art directors in preparing their illustra- 
tions for print. 

So I said to my friend, “Do you still 
have that one young guy in your bull pen 
doing all your storyboards?” 

“No, he quit for more money. So now 
we have two young guys doing it all.” 
This followed his comment that the 
agency billings are now more than half 
in television. 


® Do you think this is an exception to 
the rule, brought up to startle you? Think 
of the agencies you know. I can tell you 
that, in my own experience, in agency 
after agency, all of the responsibility for 
the visual presentation of clients’ prod- 
ucts on television falls upon the shoulders 
of newcomers to television. 

They are young men, these television 
art directors. Young in years, young in 
advertising experience. They are the 
young in art. 

They are doing a magnificent job. But 
they are overburdened. Furthermore, they 
are not so good today as they will be ten 
years from now. Meanwhile, the print 
art directors with the proved talent, and 
the advertising understanding that can 
come only with experience, are standing 
on the sidelines of television. This, to me, 
is the greatest single creative problem 
faced by advertising agencies. Given the 
ultimate in visual media, we are not en- 
listing the talent of the men best equipped 
to express themselves in this tremendous 
visual advertising tool. 

This is especially distressing because 
we have barely begun to utilize the emo- 
tional possibilities of using movement to 
sell merchandise. There are hundreds of 
new directions waiting for the inquiring 
minds of talented, experienced art di- 
rectors. 

Just on a for-instance basis, I am going 


Drawthinks—a New Feature 


An Ad Tempts the C.M. 


Otis Winegar 


to touch upon three of these areas that 
I would like to explore in company with 
the art directors who have brought other 
picture media to their current peak of 
achievement. 

First of all, personalities. As you know, 
the top three commercials that won the 
combined art directors and SAAD awards 
this year were all animated cartoons. It 
makes you wonder what ever became of 
people? 

And don’t think for a moment that I 
differ with the judges’ opinions. I think 
the three animated cartoons were the 
best commercials. But should they be? 

If you selected the best magazine cam- 
paigns of today, would all three of the 
winners depend upon cartoons for their 
illustration? You know they wouldn’t. 


= Let me touch upon three of the most- 
discussed print campaigns of recent years. 
Two of them were David Ogilvy’s—the 
Hathaway shirt man with the eye patch 
and the bearded Schweppes man. More 
recently, we have the Marlboro men with 
the tattoo. 

These campaigns are significant to me 
because the visual device is more than 
just an attention-attractor. Most impor- 
tantly, they say, “Here is a unique indi- 
vidual—a_ different kind of person.” 
Where are the unique advertising char- 
acters in television—the picture that 
shows people moving? I think they are 
waiting to be created by art directors. 

As a matter of fact, why should we 
take it for granted that an art director 
should not be responsible for live televi- 
sion commercials? I don’t know any art 
director who would leave the choice of a 
model, the arrangement of composition, 
the selection of props entirely up to his 
photographer when he is preparing a 
print campaign. 

Yet the art directors permit us to pro- 
duce a constant stream of commercials 
without the participation of the men in 
our offices who have been trained in vis- 
ual advertising. 


® Television advertising needs personali- 
ties. And I don’t mean entertainment 
personalities, like Godfrey, who have 


Bedell Rearranges a Layout 


Time Element in Television 


turned to selling. I mean the equivalent 
of the advertising personalities in print, 
who are selected by advertising artists 
to sell the product. 

This is the first area in which experi- 
enced art directors can help us achieve 
new heights in advertising effectiveness. 

Now for the second. Demonstration. 

We all remember when television first 
came in. The trade papers were jammed 
with glowing predictions that now, at 
last, we could demonstrate our products. 

How many outstanding demonstrations 
have you seen on television? 

Offhand, I can recall only two that 
really electrified me. The Band-Aid lifting 
the egg out of boiling water to prove its 
adhesiveness. And the water running 
over the apple on a Scottie te prove the 
tissue’s wet strength. Both truly great. 
And almost alone in their greatness. 


® Thanks to a uinique experience, I know 
that simple, effective demonstrations can 
be worked out for almost any product. 
If you have the men with the know-how. 

I learned this lesson from some men 
right here in Minnesota. They work in 
the sales department of the J. R. Wat- 
kins Co. in Winona. I sold Watkins mer- 
chandise from door to door one summer 
—a long time ago. We had a different 
special offer each month. And each 
month, we had a new demonstration for 
our featured product. Simple, visual de- 
vices. We rubbed shampoo on our wrists 
to prove its lathering power. Or we stirred 
baking powder in a glass of water to show 
how effectively it would make biscuits 
rise. The woman who saw these simple 
miracles performed before her eyes was 
impressed—and she bought. 

Some day I'd like to have a Watkins 
man on my television creative staff. But 
meanwhile, I know that I cculd get these 
demonstrations worked out by art direc- 
tors, if I enlist their interest. 


® Frankly, most copywriters are not suf- 
ficiently visual-minded to develop effec- 
tive demonstrations. The reason is inher- 
ent in their creative training and in the 
tools they use. 

A copywriter works in words. Words 
are only abstract symbols. They must 
be translated by the reader or listener. 
For instance, if a copy man writes the 
word “chair,” it can be understood only 
by those who know English and who are 
old enough to read. 

But an artist deals in the concrete. And 
when he draws a picture of a chair, it can 
be understood by everyone. Art is truly 
the universal language—the Esperanto of 
communication. 


® A copywriter’s physical tools are limit- 
ed to paper and pencil or typewriter. But 
an art director works all day with his 
hands—the essence of demonstration. He 
uses a wide range of tools—dozens of 
kinds of paper, inks, pencils, photographs, 
props. If I can get an experienced art 
director to handle my client’s products 
with the idea of demonstrating them, I 
know that he will come up with four 
good, concrete, demonstration ideas to 
my one. That’s the penalty of being a 
copywriter and one of the rewards of 
being an art director. 

Finally, there is a third area of tele- 
vision communication that I want to ex- 
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plore with my contemporaries in art di- 
rection. That is pantomime. 

Perhaps as a holdover from radio, the 
vast majority of television commercials 
give us a constant stream of pictures ac- 
companied by a constant stream of audio 
—voice-over or dialog. 

Someone, in the early days of tv, 
enunciated the theory that we double the 
impact of a commercial by appealing to 
two senses simultaneously. I suspect that 
this is a tremendous fallacy. 

Have you ever awakened on a pitch- 
black night and listened? You can prac- 
tically hear the people in the next block 
breathing. 

Have you ever tried, as I did, to con- 
ceal an action, or an object, from your 
deaf grandmother? Let me tell you that 
deafness develops pratically X-ray eyes! 
The absence of one sense immediately 
sharpens the perception of the other. 

I want to refer again to one of the ani- 
mated cartoons produced for the Ameri- 
can Dairy Assn. by Campbeli-Mithun. 
Several elements make this a truly brilli- 
ant creative accomplishment. 

One of the most significant to me is 
the way that silence is used to punctuate 
the sound in this commercial. I have 
found my attention riveted to the screen 
every time I have seen this commercial. 
And when you do hear the voice-over, 
it, too, doubles its effectiveness because 
of the previous lack of a voice. 

I am sure that this principle can be 
used in a thousand different ways that 
no one has yet tried. What we need is 
experienced visualizers to help us make 
our pantomime so effective that sound 
can be saved for the seconds when it 
will work most effectively. 


® I have outlined three vast voids in 
television where I am sure art directors 


will lead the way to new development 
—in live action, in demonstration and in 
pantomime. 

Now, if you are one of the art directors 
who has made a mark in print media — 
perhaps one of those whose talents and 
achievements will be recognized with an 
award from the Advertising Club today 
—lI'd like to make a suggestion to you. 

This afternoon, ask the business man- 
ager or the media director of your agen- 
cy how much of your firm’s billing or 
advertising expenditure is now going in- 
to television. 


Then, ask yourself some questions. 


® Ask yourself if you are willing to 
plunge into the work of learning to use 
the tools of a brand new medium. Ask 
yourself if you are willing to recapture 
the thrill and excitement you knew when 
you first went into the business of ad- 
vertising. Are you anxious to reap the 
immense personal satisfaction of express- 
ing yourself in the most versatile medium 
ever granted to picture-minded men and 
women? In short, are you willing to be 
young in heart, as well as wise in art? 

I hope your answer to all these ques- 
tions will be “yes.” 

If you do say “yes,” then, on behalf 
of the advertisers who are investing more 
than a billion dollars a year to back up 
their belief in television, and in behalf 
of the agency managers who see 20, 40, 
60% of their firm’s income derived from 
television and therefore have a moral 
obligation to use every bit of talent and 
experience in their organization to make 
that television more effective, and in be- 
half of us copywriters who so desperately 
need your brains, your experience and 
your visual talent to help create better 
television commercials—let me be the 
first to say, “Welcome, stranger!” 


Looking at Radio and Television ... 


New Shows: Too Little and Too Late 


By the Eye and Ear Man 

Despite all the advance warning, pack- 
age producers with new programs were 
late this year. Advertisers anxious to get 
their plans set for the fall took the best 
of the availabilities that were being of- 
fered in April. Suddenly, May brought 
forth a crop of new shows better than the 
April crop, but too late. The best time 
periods were set. 

The grim irony of life in show business 
is that a new program either makes it 
when the heat of enthusiasm is riding on 
it, fanned by the producer, salesman, or 
the prospects who see the pilot film, or it 
enters the world of oblivion with only the 
dimmest prospect of being revived as a 
part of a syndicated anthology series. 


® Before exploring the causes and cures 
of this sad state, a few elementary facts 
are essentiai. Live shows can be produced 
a day before air time. They can also be 
cut off at the end of any cycle. 

Film shows present another problem. 
A good film series should have 120 work- 
ing days prior to air time and should be 
at least ten programs ahead—preferably 
more. This means a minimum of 26 weeks 
must be contracted for and generally, 39 
weeks. Since it takes at least 13 weeks to 
determine whether an advertiser has a 
a flop on his hands, it is impossible to 
bail out of a film show in less than six 
months. 

Film is getting a big play on nighttime 
television. Film shows are popular be- 
cause of techniques and scope available, 
but principally because they represent 
assets to the backers, producers and stars 


in the form of potential repeats or foreign 
rights. 

In the past, in order to sell a series, 
the producer had to make a pilot film 
which more or less represented a typical 
film in the series. Some variations on 
this theme consisted of a presentation 
film which showed the leading characters 
or bits of stories and background. Anthol- 
ogies were occasionally bought without a 
pilot because unconnected stories cannot 
be demonstrated successfully. Each story 
has to stand on its own and the reputa- 
tion or experience of the producer de- 
termined the choice. 


® Recently there has been an inclination 
on the part of the buyers to buy without 
a pilot. The reason for this is that many 
producers such as Screen Gems, Revue, 
20th Century-Fox, Hal Roach, Desilu and 
many others have had enough successes 
so that a buyer can tell more or less 
what he is going to get. Casting, story 
lines, and above all, the choice of the 
producer who will be in charge, deter- 
mine the future of many series, 

It is safe to say that at least ten good 
new programs were ready too late this 
year. Ten inferior programs were chosen 
to meet a real or fictional deadline. How 
can this be prevented? Many advertisers, 
experienced in the fatality rate of televi- 
sion or having evidence of program fa- 
tigue in the show they renewed “for the 
last time,” know they will need a new or 
better program in the 1957-58 season. It 
is possible to order this program as early 
as January or February of 1957 for fall 
delivery. 
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Might be fun to give him a ring. 
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Touchstone to the Present 


Japan is only a telephone call away 


OVERSEAS Service makes it easy 
to keep in touch with other tands 


me Seek 


esus oveven OVERSEAS ve.eswene conwee fh* 


We've seen several of these ads, now, for Bell System Overseas Telephone 
Service and we’ve begun to wonder whom we know beyond the big waters. 


The copy in the box says that overseas telephone rates are low. Calling 
“from anywhere in the United States to Japan,” for example, costs only $12. 
Or you can call Hawaii from San Francisco for only $7.50. These are the rates 
for the first three minutes, not including the 10% federal excise tax. So a 
call to Japan would actually cost $13.20 and one to Hawaii $8.25. 


We like this ad, from a technical standpoint. But we are also intrigued 
with it—from an historical standpoint. We can’t help being impressed by the 
fact that overseas telephone service can now not only be profitably adver- 


We remember when $12 was such an important sum of money we'd sit 
at home and just dream about Japan in order to save a quarter movie money. 
We also recall when Japan was farther away than it has become during the 


In our memory file, too, are other Bell System ads—urging us to install 
a phone in our bedroom, or asking us please to restrict our calls to three 
minutes—a serviceman might be waiting—or asking us to be patient with 
our phone company—it was doing its best to make more private lines avail- 


Ads not only help mold American life but reflect it sharply. This one, we 
think, is certainly a touchstone to the present. 
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OVERSEAS TELEPHONE 
RATES ARE LOW 


wong by 


An analogy can be drawn dramatically. 
If a company is going to spend $2,000,000 
for a new building, the planners will be 
working years ahead. Yet this same com- 
pany often buys a $2,000,000 tv program 
at the last minute and on nothing but the 
opinion of a handful of “experts.” 

It is too late to do anything about the 
problem this year. But as soon as the 
summer has seen the putting to bed of 
the first group of films in a current series 
and a pattern of personnel and idea is 
established, future planning should be- 
gin. 


® Pick a production company and a pro- 
ducer. Sit down and plan for next year no 
later than October, 1956. Make the po- 
tential series match the time period. 
Agree on the writer and casting and go to 
work to lock the best people. 


At this point the first film will be a 
joint effort of vendor and buyer, and 
costs should be shared. If the costs can 
be absorbed by making the pilot a part of 
the series, so much the better. If not, con- 
sider it a rejected model of a building 
that almost worked. There is plenty of 
time left for starting another series. 

Advance planning in the film business 
means money saved and better product. 
A lot of the mediocrity in television can 
be attributed to rushing into a series 
without enough advance planning. Let’s 
resolve to take the junk off the air by be- 
ginning this year to plan at least nine 
months ahead for next year’s inevitable 
product. Since the trend seems to indicate 
a return of program control to advertis- 
ing agencies and their clients, it is now 
possible to demonstrate that this control 
is beneficial to the public. 
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IN SAN FRANCISCO... 
Ir’S THE EXAMINER 


First in news and first in 


advertising - plus the largest 


circulation in northern 


California daily or Sunday 
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Tips for the Production Man... 


Good Works with Small Budgets 


By Kenneth B. Butier 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 

Associates, Mendota, III.) 

The mail I have been getting on my 
piece about the office-produced bulletin 
or newsletter indicates that there is con- 
siderable interest in the improvement of 
this type of material. 

Campbell Sabision, of Toronto, says 
there was considerable shock value in 
this article as contrasted with the more 
involved and subtle processes (he means 
expensive) that I usually discuss. He 
thinks many people are a little tired of 
the over-elaborate format. To prove his 
point he sent along several neat but plain 
little folders which procured gratifying 
response. One was done by offset, one by 
spirit duplicator, and one by mimeograph. 


® Burton S. Kaufman, of Brookline, 
Mass., sent me a four-page folder which 
reproduced very well, and which he did 
by the process known as Xerography. He 
points out that this is similar to Multi- 
lith except that the plate eliminates the 
making of a negative and will take any 
line copy. 

Mr. Kaufman, self-admitted reader of 
AA since he was 19, says that, in addition 
to typewritten copy, it is possible to use 
acetate pasteup type for headings or spe- 
cial display. The typewriter copy is typed 
over a fresh sheet of carbon paper over a 
sheet of white sulphite paper, with ribbon 
of typewriter disengaged. 

Using local costs, he lists $6.30 for a 
two-page newsletter, 100 sheets on 20-lb. 
paper (45¢ for each additional 100), plus 
carbon paper and “cold type” headline 
font at $1.03. 

Xerography, the process he describes, 
is a process involving equipment put out 
by the Haloid Co., 162 N. Franklin St., 
Chicago. Their ZeroX Lith-Master will 
prepare a plate for anything written, 


On the Merchandising Front... 


typed, printed, or drawn, for offset dup- 
lication. 

Three pieces of equipment are included 
in the unit, weighing less than 200 Ibs., 
and which can be set up for operation on 
a desk or table 3x5’. It is claimed that 
following copy preparation it is possible 
to have the sheet on the press in three 
minutes. The camera is similar to a con- 
tact printer or photostat machine. 

Material to be copied is placed face 
down in the camera on a piece of plate 
glass and held in place with a cover. A 
XeroX plate (not the offset plate) is 
charged in the processor. This plate, pro- 
tected from light, is placed in the cam- 
era and is exposed directly to the image 
to be copied. 

When light comes through the camera, 
it will cause any area it strikes to dis- 
charge and the image area will remain 
charged. The plate still shielded from 
light is placed in an enclosed tray and a 
resinous developing powder tumbled over 
its surface. This powder bears a charge 
opposite to that of the image, so it ad- 
heres to the plate wherever a charge re- 
mains. 


= The final step is the transferring of the 
image from the ZeroX plate to an offset 
duplicating master. The master is placed 
directly upon the plate, in contact with 
the image, and they are placed in the 
processor. When the master is peeled 
from the ZeroX plate, nearly all of 
the powder image comes with it, provid- 
ing a reproduction of the original copy. 
After corrections and cleanups are made, 
the master is placed in the fuser, which 
heats the copy for about ten seconds, and 
fuses it permanently into the master. The 
plate is now ready for running on the 
offset duplicator. 

The quality, in my opinion, definitely 
exceeds that of spirit duplicator or stencil 
duplicator. 


Do Hard Goods ‘Steal’ from Soft Goods? 


By E. B. Weiss 

About once a year for the last six or 
eight years, I’ve declared in writing or in 
talks that I simply cannot understand 
why so many business men—manufactur- 
ers, wholesalers, retailers—operating in 
soft goods take the 
position that prosperity 
for hard goods means 
poor business (if not 
bad business) for soft 
goods. On several oc- 
casions I’ve remarked 
that I wish it were 
possible to put a mora- 
torium on the produc- 
tion, distribution and 
sale of all hard goods 
for three months, and then let’s see how 
much prosperity soft goods would enjoy. 

Presumably, following through on the 
“logic” of those who think in terms of 
hard goods vs. soft goods, a moratorium 
on all hard goods should spell unlimited 
boom for soft goods. Actually, when the 
proposition is stated in this stark way, I 
think it becomes self-evident that if a 
lid were really clamped down on hard 
goods, the soft goods people would very 
promptly have reason to rush down into 
the storm cellar! 


E. B. Weiss 


® In any event, as I write this in the 
middle of June, a situation has developed 
that tends to take this constant discussion 


of hard goods vs. soft goods out of the 
realm of theory. At the June income tax 
date, the major hard goods industries 
were showing some signs of distress. 
Auto production for the first half of 1956 
will apparently show a drop of some 25% 
as compared with the same period of 
1955, and auto sales at retail may show 
an even larger drop. The production and 
sale of tv sets is off. Ditto for most major 
appliances and for some traffic appli- 
ances. New housing starts are off. In 
brief, these “competitors” of soft goods 
for the consumer’s dollars have been set 
back on their heels—and this should mean 
a real boom in soft goods if the proponents 
of the hard goods vs. soft goods concept 
are right in their contention. 

But I fail to see even a small accelera- 
tion in soft goods. On the contrary, in 
the middle of June, soft goods volume was 
barely holding its own. Certainly, to date 
there has been no dynamic upturn in soft 
goods; rather, big segments of the broad 
soft goods market could most accurately 
be described at this moment as being 
both sluggish and more than a bit jittery. 

Just why this should occasion any sur- 
prise is, to me, a matter of some astonish- 
ment. It has long appeared to me that the 
philosophy about the competition be- 
tween hard and soft goods or, for that 
matter, between any non-competititve in- 
dustries for the consumer’s dollars is 
economic nonsense. Non-competitive in- 


dustries—such as automobiles on the one 
hand, and towels, bedsheets, draperies 
and curtains (to mention just a tiny slice 
of soft goods)—contribute at least as 
much to each other’s consumer’s dollar 
as they take away. As a matter of fact, 
I suspect that hard goods contributes 
more—much more—to soft goods volume 
than it takes away and indeed, contributes 
more to soft goods than soft goods con- 
tributes to hard goods volume. 


® The explanation is simple. Take the 
current lag in auto production. Several 
million families in auto and auto-parts 
production, in distribution, in servicing, 
in sales are affected. A percentage of 
these families have had a cut in income. 
Others are worried—and the family 
that is worried draws in its buying horns 
precisely as does the manufacturer or re- 
tailer who is worried. I assume, therefore, 
that these millions of families who are 
involved with the auto industry will not 
buy soft goods in 1956 in a volume equal 
to that which they bought when the 
auto industry was going full throttle in 
1955. Much the same must be true of sev- 
eral more million families whose purchas- 
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ing power and purchasing psychology 
rise and fall with the rise and fall of 
volume in appliances, in furniture (which 
is currently showing lagging tendencies), 
etc., etc. 

But that isn’t the sole reason why soft 
goods do not go into a boom era when 
hard goods hit the skids. Another reason 
is that at least some of the hard goods 
industries are large consumers them- 
selves of textiles. The auto industry, for 
example, uses gigantic quantities of cer- 
tain textiles. Indeed, the auto industry 
may use some 200,000,000 lbs. less of arti- 
ficial fibers, woo?, cotton, this year than 
last year. (A car will require from 85 to 
perhaps 150 lbs. of textiles.) What will 
this do to the textile market? And if, as 
may be properly deduced, it creates un- 
certainties in some parts of the great 
textile market, will that benefit the to- 
tal soft goods industries? 

No—soft goods and hard goods aren't 
really competitive. And the consumer’s 
dollar really isn’t the simple mathematical 
equation it appears to be. 


= I am reminded in this connection of 
the assertion that has been frequently 


DRAWTHINKS 1,2... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson. 


The object of this column is to im- 
prove communication two ways: with 
yourself and with the art department. 

“To Drawthink” means to draw 
while thinking, to think while draw- 
ing. 

“Drawthinks” are what you get 
from this process. The best ones are 
what you turn in with your copy, and 
they are not necessarily layout direc- 
tives. This is an idea communications 
course, not a layout course. 

If you want to work faster, try 
Drawthinking. 

If you are keyed to a slower pace, 
refusing to rush your thinking time, 
your personal Drawthinks can assist 
you in squeezing the most out of every 
thought direction. 

“The Copywriter’s Art Course” will 
be a regular feature of ADVERTISING 
Ace. To get the most out of it, arm 


Sea TLS SUPPOSED To BE? I’M 

ALWAYS BEHIND SCHEDULE*ON YOUR ADS, AND 
YOU KNOW WHY? IT'S BECAUSE I CANT UNDERSTAND 
THESE “ROUGHS** OF YOURS, YOU...YOU.... 


Drawthinks Aim: Improved Communication 


yourself with these items: 

1—A soft pencil and unlined paper. 
Ask for pencils in the “B” range. The 
more B’s, the softer. Plain paper, no 


Next Lesson: “Putting First Things First.” 


*SCHEDULE: A plan to keep every- 
body aware of how far behind they 
are. 


**ROUGHS: Some copywriters some- 
times make what is appropriately 
called a “rough,” an indication of 
what is to be in the ad. Not infre- 
quently, these are difficult to deci- 


pher. 


***ART DIRECTOR: A person, 
usually a man, usually at, or near, a 
drawing board. An unnecessary lux- 
ury for you (the board, not the art 
director). 


rules. Some copywriters’ roughs 
would be almost legible if it weren’t 
for the damn lines. 

2—Humility. The art director can 
draw, and has the experience to buy 
suitable art for your copy. This series 
will help you communicate with him, 
but is no secret weapon with which to 
whip him into line. 

3—Pride. No matter how good you 
already are, with pride, you'll want 
to improve. 


Remember, you'll do better with 
all three. Try a Drawthink today. 
Draw a person “armed with a soft 
pencil and unlined paper, humility 
and pride.” 
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MANUFACTURERS of HARDWARE... 
HOUSEWARES... SPORTING GOODS 


The September, 1956, issue of HARDWARE retailer will 
go behind the scenes to tell the story of the manufac- 
turers’ contributions to retail hardware merchandising 
and selling. The editors of HARDWARE retailer will 
present your story factually, thoroughly and sympa- 
thetically. This issue will do much to further a better 
understanding of manufacturers’ products, problems 
and policies. 

This is an important advertising opportunity for hard- 
ware, housewares, and sporting goods manufacturers. 


this is 
YOUR issue: 


THE HANDY 
HELPFUL 
HARDWARE MAN 


COPYRIGHT 1954 —WATIOMAL RETAIL HARDWARE ASSOC/ATION 


Readers of this special issue will be particularly receptive 
to your re-statement of policy or plans, in addition to 
your regular product advertising. 

In the $3 billion dollar hardware industy, subscribers 
of HARDWARE retailer do 85% of the total retail hard- 
ware store business. This interpretive editorial report 
will reach 38,285* readers of the nation’s hardware 
wholesaler-retailer distribution team. For complete in- 
formation see your HARDWARE retailer representative. 


*(December 31, 1955 ABC average total paid circulation) 


Manufacturers advertising in this special issue of Hardware retailer 
will reach wholesale buyers, prior to the New York Hardware Show 
(Oct. 1-5, 1956). Bonus circulation of 6,000 to personnel in all 
hardware wholesaling firms. Plus, this issue will be distributed to all 


persons attending the Convention of the National Wholesale Hard- 
ware Association and at the American Hardware Manufacturers 
Association at Atlantic City following the New York Show. Issue 
closes August 5, 1956, make your reservations now! 


Contact yur HARDWARE retailer representative: 


Werner Hauptli Bill Ackerman 


250 W. 57th St., New York 19, N. Y. Jack Warmington 
Heights-Rockefeller Bidg. 
Cleveland 18, Ohio 

Telephone ERieview 1-112] 
C. B. Coburn “ 


Telephone Plaza 7-6194 


J. D. Mathews Vic Hubert 
333 N. Michigan Ave., Chicago 1, Ill. 
Telephone FRanklin 2-5237 


the industry magazine 


Conaway & Klaner 
1127 Wilshire, Los Angeles 17, Calif. 
Telephone M Adison 6-0553 
224 California St., San Francisco, Calif. 
835 Terminal Sales Bldg., Portland 5, Ore. 


665 Boylston St., Boston 16, Mass. 
Telephone Copley 7-0016 


ar ii 


ate 


Published by the MATIONAL RETAIL HARDWARE ASSOCIATION 
964 NORTH PENNSYLVANIA STREET, INDIANAPOLIS 4, INDIANA 
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idvertising Age, June 18, 1956 


made in the home goods industries that 
the auto hurts the sale of home furnish- 
ings because “people don’t stay at home.” 
Yet more homes have been sold in the 
last ten years than in any previous two 
decades, probably. I would assume that 
people who aren’t interested in their 
homes would not be buying homes at a 
rate well in excess of 1,000,000 a year. 

On the reverse side, I hear some busi- 
ness men complain that “nobody goes 
out any more; they all stay home to watch 
tv.” How anybody can advance this argu- 


Employe Communications... 


ment while looking at highway jams and 
our millions of tourists always confounds 
me. 


® It appears to me that it’s high time we 
threw out this nonsense about the com- 
petition between non-competitive in- 
dustries for the so-called “consumer’s 
dollar.” Non-competitive industries con- 
tribute at least as much to each other’s 
welfare as they may subtract—and the 
current downtrend in hard goods should 
prove this point. 


Holding Down the Executive Waistline 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Communication via luncheon menu is 
a form of personnel morale building yet 
to be described in the manuals of employ- 
er-employe relations. Caterpillar Tractor 
Co., Peoria, Ill., however, already the 
holder of a number of firsts in commu- 
nication, has recently come up with a 
communications formula designed to 
streamline the executive form. 

The device is simply a statistical ad- 
dition to the daily luncheon menu, a dis- 
quieting little reminder of the number of 
calories involved in each dish. Costs are 
low but the calories too often run high. A 
cup of beef bouillon, for a dime, has no 
calories at all; however, if your prefer- 
ence is for hamburger soup, it will cost 
you only a nickel more but will boost your 
calorie intake to 210. The roast prime 
beef is excellent, and 45¢ seems little 
enough to pay for it, but the diner notes 
that 380 c. must be scratched from the 
budget, so he would be wise not to top it 
off with blackberry pie (400 c.) or with 
a marshmallow sundae, which heads the 
dessert list at 500 c. 


8 To make the selections easier for the 
baffled executive, the menu features a 
daily low calorie special. Turkey Royale, 
for example, is a low 250 c., and is con- 
sidered sufficiently filling so that the of- 
ficial can forego such things as corn muf- 
fins (100 c.) and butter fluff rolls (also 
100 c.), and sidestep a final chocolate 


sundae (450 c.) Diners at Caterpillar in- 
terested in dessert seem content to settle 
for iced tea (0 c.), or black coffee (also 
0 c.) 

This special form of Caterpillar com- 
munication requires no questionnaire sur- 
vey to check results. Regular physical ex- 
aminations for officials, which include a 
halt at the scales, tell the story. Officials 
who volunteered opinions of the clinical 
program spoke highly of it, and it was 
noted that the general executive health 
had improved at the company since the 
calories were included in the menus. A 
few were seen to push back from the ta- 
ble reluctantly, and there were some af- 
fectionate glances cast at the pastry table, 
but the self-discipline is generally laud- 
able. 


® Perhaps it would be inaccurate to de- 
scribe it as self-discipline, however, since 
this implies an executive determination 
which is not universally shared. It so 
happens that one of the regular diners is 
the company medical head who inaugu- 
rated the program. He is described as a 
congenial and sympathetic physician with 
eyes in the back of his head. He has been 
known to rise from his own table, march 
across the room and snatch a serving of 
blackberry pie (400 c.) from a startled 
official, with the unmedical reminder, 
“This, my friend, is not for you.” 

Come to think of it, it must be the doc- 
tor who is responsible for the streamlined 
waistlines. He not only prescribes the 
medicine; he sticks around to make 
darned sure the patient takes it. 


Just Looking... 


Several years ago Dr. Vergil Reed, of 
J. Walter Thompson Co., made a talk 
at White Sulphur Springs that struck 
me as remarkable. 

What was remarkable about it was 
this: Dr. Reed, a research man, came 
up with not a single statistic. Instead, 
he devoted his entire talk to a discus- 
sion of America’s literary, artistic and 
broad cultural background. 


s “Look,” Dr. Reed seemed to be say- 
ing—without ever actually saying it— 
“this is what you in the advertising 
business are part of. This is your heri- 
tage and, in a very real sense, your 
responsibility.” 
That was the first time, so far as I 
know, that anyone had so attempted to 
- equate advertising with a powerful 
force in the shaping of American tastes 
—to position it as an integral and vast- 


By Walter O’Meara 


ly important component of America’s 
cultural life. 

It is a theme that can bear repeat- 
ing. ; 

For the social responsibility of the 
advertising business is not just some- 
thing to be taken care of by the Ad- 
vertising Council. 

It is a day-to-day responsibility of 
each of us, separately and individual- 
ly. It has to do with every tv show, 
every headline, commercial, piece of 
copy, illustration—and back of these, 
every plan and decision—for which 
we are accountable. 

All of this was a little clearer after 
hearing Dr. Reed talk to the Four A’s 
at White Sulphur. If you have a copy 
of his speech, I suggest that you dig it 
out of your files and reread it. If you 
haven’t, I am sure Dr. Reed would be 
glad to send you a copy. 
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the 
dressmaker 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

“Since you believe advertising should 
sell as much as possible, and not simply 
get some results, or do part of its job, 
why don’t you give some examples of 
how you would improve some ads that 
you believe don’t go far enough?” So 
asks a friend. It seems a reasonable re- 
quest. We’ll run do-overs, now and then, 
on ads that seem to stop too soon, or 
communicate too slowly, vaguely, or too 
little, in their efforts to buy utmost value 
for their sponsors. 

Here at the left is an ad the way it 
ran. It meets many standards and is bet- 
ter than many weak ads good stores run, 
for there is some copy present, and some 
effort is made to serve the customer 
through the details presented. 

However, to serve the department it 
represents to the utmost, it might do 
something more—so far as content is 
concerned. 

It might say a few words about the 
Troyling line—for I assume that’s the 
name of a line. Is there no brief service- 
rendering story that might interest wom- 
en not now acquainted with Troylings? 

Are there only seven shoes in the line? 
Or are these shown representative of a 
good many more? 

Forgetting content, however, and con- 
sidering the ad simply from the stand- 
point of what it does offer, let’s face a 
fundamental principle. 

Advertising is communication, or it is 
nothing. Space is bought for any ad be- 
cause someone with the money to pay 
for it, believes he has a story to com- 
municate that is worth that cost to be 
communicated. Let’s say, for the sake of 
argument, the content here is sufficient 
for the ad to deliver its fullest possible 
money’s worth. 

There remains then, the getting of that 
story onto paper and then off of paper 
into readers’ minds to the fullest extent 
possible. Isn’t that the purpose? Or is 
the purpose simply to exercise some store 
person’s individual whim or layout fancy? 

If the purpose is the utmost in com- 
munication, arrangement of illustrations 
and type should facilitate, and not—even 
in the slightest—obstruct reading. When 
a store pays for heating, it doesn’t de- 
liberately, pointlessly—even in the least 


—obstruct the ducts that carry its ex- 
pensively heated air. When a store buys 
plate-glass windows, it doesn’t accept 
fancy etched designs on them simply be- 
cause the glass resource might think they 
are pretty. It wants the glass to obstruct 
no one’s view. When a store buys fm 
radio time to transmit beautifui music to 
listeners, it doesn’t want the announcer 
to whistle and hum against the music, 
thus obfuscating the sound the time was 
bought to broadcast. 

When a store buys layouts, it should 
want nothing to stand in the way of the 
easiest and fullest possible reading for the 
newspaper subscriber. 


# At the left, the large type at the center 
is a direct invitation to begin in the mid- 
dle of the ad, then read on down or out. 
From the time we are little children, ed- 
itors have been teaching us to begin at 
the top and read down. We have been 
taught to start with the big type. That’s 
the line of least resistance. It’s natural. 
When a layout uses type inversion (wrong 
sequence, either in gradation or reading 
chronology) it is unavoidably placing an 
obstacle (no matter how slight) in the 
way of the ad’s getting maximum 
readership. 

The ad at the left asks the reader to 
do one of two things—both unnatural to 
her: (a) start by reading smaller type 
than the big display, or (b) read the big 
type that beckons her eye, and then jump 
up (about 9 inches, by the way) instead 
of continuing down. 


8 Without altering size or anything else 
among the elements of this ad, the right 
hand revision shows arrangement by gra- 
dation and sequence for the encourage- 
ment of natural eye movements in read- 
ing. It has several advantages. It brings 
things into rational sequence, tends to 
confine the copy in the ad, and contain 
it. It would perhaps (this sort of thing 
is hard to prove and must be largely a 
matter of judgment) tend te redirect the 
eye into the ad if the illustrations were 
all given a quick inspection first. If so, 
the eye has a shorter distance to travel 
up to get the story—all the story. Thus 
would I revise an already better-than- 
average ad, not perfecting it by altering 
elements or introducing new ones, but 
simply by rearranging things in the ad 
as it ran. 
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Cigar-Whelan Stores Corp. 
mitted today that it sold tv spots 
to some of its suppliers, but it 
denied that the practice constituted 
advertising allowance 
under the Robinson-Patman Act. 
The company said that Product 
Advertising Corp., 
owned subsidiary, sold spots for 
sums totaling $363,818.60 in 1954 
on “Whelan’s Playhouse,” “Whe- 
lan’s Film Playhouse” and “Whe- 
lans’s Cavalcade of Stars.” 


an 


TV Spot Sales Not 
Discriminatory, Says 
United Cigar-Whelan 


12—United 
ad- 


WASHINGTON, June 


illegal 


In defense of its action, 


its wholly 


it said 


BOOKLETS beckon: 


Distinctive literature with that come- 
hither appeal that impels, tells— 


~ Request Fitzjohn book on your 


letterhead or phone HA 7-9187 


a Re Bout” . 


P. Rott. Jr., 64 E. Jackson, Ch 


Product Advertising Corp. could 
not be charged with soliciting ad- 
vertising benefits which were not 
available to other drug firms. 

“They have not known, do not 
know, and could not reasonably 
ascertain whether the suppliers of 
Whelan have proportionalized their 
payments for advertising or like 
services to customers who are in 
competition with each other,” 
Whelan said. 


® Earlier Anahist Co., one of four 
suppliers named in the Federal 
Trade Commission’s complaint 
against Whelan, denied its pur- 
chase of spots on the Whelan pro- 
gram represented an illegal ad- 
vertising allowance to Whelan. 
“These commercials,” Anahist 
said, “are the same as all the other 
tv advertising and benefit all 
retail distributors of our products.” 


_Bolotow Joins Pantone Press 


| Herbert K. Bolotow, formerly 
|with Einson-Freeman Co., has 
joined Pantone Press Inc., New 


| York, as vp in charge of sales. 


Sheatfer Pen Plans to 
Double Export Sales 

Sheaffer Pen Co., Fort Madison, 
Ia., expects to double its export 
sales in the next five years, ac- 
cording to Craig R. Sheaffer, board 
chairman. He told a meeting of 
distributors from 50 nations that 
even if current exchange restric- 
tions continue, the company’s over- 
seas sales should increase from 
the current $4,000,000 to $8,000,000 
by 1961. 

The new Sheaffer foreign sales 
program includes stronger adver- 
tising and sales campaigns, con- 
sideration of manufacturing facili- 
ties in foreign countries, increased 
emphasis on point of purchase 
promotion and moe intensive sales 
training, Mr. Sheaffer said. 


Daniel & Charles Adds One 

Berkshire Hathaway Inc., New 
York, maker of Berkshire and 
Hathaway curtain fabrics, has ap- 
pointed Daniel & Charles, New 
York, to handle its advertising. 
Fletcher D. Richards Inc. is the 
previous agency. 


It Happened 


at the Higbee Company— Cleveland 
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Here’s one of The Higbee Company’s two- 
customer-catching window displays tying in 
with The American Home magazine’s 
Carnation Fantasy. Inside the store 

draperies, towels, sheets, pillowcases, 

blankets, peignoirs, as shown in the May issue, 
were displayed extensively along with 
American Home promotion material. This was 
typical of the magnificent way stores 
throughout the country tied in with the magazine 


of all home ideas—The American Home. 


‘ 


See pages 52 and 53 for the complete American Home Story 


This Week in Washington 
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| By Stanley E. Cohen 
Washington Editor 

WasHINGTON, June 14—Eight 
Democrats who sat through)! 
lengthy committee hearings on) 
postal rate increases have filed 
minority “views” opposing higher 
first class and airmail rates until 
Congress writes a rate-making 
formula. 

They point out that the Post Of- 
fice Department’s cost ascertain- 
ment system showed an $82 mil- 
lion “profit” for first class and air- 
mail in 1955, and they charge that 
postal officials shifted portions of 
the second and third class deficits 
to first class and airmail in order 
to substantiate their 4¢ letter and 
7¢ air mail proposal. 

“The Congress has the author- 
ity under the constitution to reg- 
ulate postage rates, and it alone 
has the authority to determine the 
value of public service with re- 
spect to each class of mail,” the 
|minority wrote. 
| “It seems that Congress even- 
|tually must make a decision as to 
|the percentage of credits or subsi- 
dies that will be allocated to cover 
‘the public service aspects with re- 
|spect to each class of mail. 


s “Until that is accomplished, we 
are of the opinion that it would be 
inconsistent to require higher rates 
from the users of first class and 
airmail service, which obviously 
would be for the purpose of over- 
coming the deficit resulting from 
the handling of second and third 
class mail and the special serv- 
ices.” 
7 


$1 in $5 for Food: The key sum- 
mary release from the 1954 census 
|of business has gone to the printer 
land will be available in a few 
|\days. It gives 1954 and compara- 
tive 1948 sales statistics for 70 
|kinds of retail business for the 
|'U. S. as a whole, for each state 
and for each standard metropoli- 
|tan area in the nation. Previously 
lithe bureau has issued only data 
|for 11 major lines of trade for the 
U. S., each state and about 45 of 
|the larger metropolitan areas. 

| When it appears, the release will 
\show sales of grocery stores were 
$34.4 billion, up 39.2% from 1948 
land accounting for 20% of the 
|$170 billion retail total. Second to 
|grocery stores were franchised car 
| dealers, with sales of $25.1 billion, 
|a 57.4% increase since 1948. De- 
| partment stores, third with $10.6 
billion, were up only 11.9%. 

e . . 


needs all the House votes he can 
muster, Postmaster General Ar- 
thur Summerfield finds that the 
House operations committee is 
questioning the legality of some of 
the publicity expenditures he has 
incurred in an effort to promote 
his plans for 4¢ letter mail. 

In an effort to learn whether 
Post Office officials have used 
government money illegally, a 
subcommittee under Rep. William 
L. Dawson (D., Ill.) has been 
checking into the expenditure of 
$11,653 for an opinion poll, which 
showed that the public is “ready 
to support a rate increase for a 
‘self supporting’ Post Office.” Rep. 
Dawson says the poll, by Wenzel 
'Service Corp., Princeton, N. J., 
was “clearly an abuse of the law.” 


| Watch Swiss Watches: A joint 
/economic subcommittee studying 


‘Illegal’ Postal PR: Just when he| | 


trade policy was warned that mod-| 
est tariff increases have failed to 
curb the influx of Swiss watches 
into the U. S. | 

According to industry witnesses, 
there was a 40% increase in im- 
ports in 1955, with further in- 
|creases, particularly of pin-lever 


Minority Hits Postal Rate ‘Juggling’ 


(non-jewel) watches, likely in 
1956. 

Watch industry spokesmen cau- 
tioned the trade-minded subcom- 
mittee members that any relaxa- 
tion in watch tariffs would surely 
result in the destruction of the 
U. S. watchmaking organizations 
and deprive the nation of “indis- 
pensable defense skills.” 

+ * 7 

‘Used House’ Plan: FHA’s new- 
est gimmick is a trade-in program 
for home buyers. Under this plan, 
an interim owner, such as a real 
estate company or land developer, 
can take a house in trade and can 
borrow up to 85% of the amount 
FHA would loan an owner-occu- 
pant on the same house. 

FHA thinks this will make it 
easier for a home owner to trans- 
fer the equity in an old house as 
the down payment on a house that 
better meets his present needs. 


Farragher, Pressly Form 
Tower Associates Inc. 

William Farragher and Jack 
Pressly have formed Tower Asso- 
ciates, a new industrial agency, 
with offices in the Home Savings 
& Loan Bldg., Youngstown, O. Mr. 
Farragher is president of the cor- 
poration and copy and campaign 


Jack Pressly 


William Farragher 


director; Mr. Pressly is secretary- 
treasurer and art and creative 
planning director. 

Mr. Farragher formerly was 
with Arthur Towell Inc., Magne- 
cord Inc. and Howard Swink Ad- 
vertising Agency. Mr. Pressly, who 
has been an instructor of adver- 
tising art at Youngstown Univer- 
sity for the past eight years, also 
has been with Strouss-Hirschberg 
Co. and Arms Franklin Corp., and 
has been an architectural designer 
of outdoor theaters and neon spec- 
taculars. 


Ni REO a. 


Explanation: ~~ . 

TULSA, No. 2 Market 3 
Plus 

MUSKOGEE, No. 3 Market j 
Equals 

OKLAHOMA'S BIGGEST 

MARKET! 

and only 


KTV X 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Channel 


L. A. (Bud) BLUST 
Vv. P. and Gen. Mgr. 
BEN HOLMES, Natl. Soles Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 
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To house the surging vitality and continuing 


growth of a great newspaper...to keep ahead of 


the dynamic expansion of The Nation’s Capital... 


‘The Washington Star 


1s building a new plant geared to 


speed, color and the tempo of tomorrow 


Growing pains at the age of 104 attest to the vital role being played by The Wash- 
ington Star in the family, political and business life of The Nation’s Capital. 
Looking forward, anticipating the ever-growing need for newer, better and 
expanded facilities—The Star will soon break ground for a newspaper plant 
that will provide the equipment of the future for speed, color and service to 


readers and advertisers. 


The Washington Star | 


WASHINGTON, D.C. 
; NEWS AUTHORITY FOR THE NATION'S CAPITAL ‘ 


/ 


"How high is that 


beanstalk now, Jack?" 


We seem to have a green thumb for rec- 
ord-breaking beanstalks (genus: circu- 
lation) around the Chicago Daily News. 
For the six months’ ABC period ending 
March 31, 1956, we ran up two new highs 
in circulation figures . . . daily average 
603,670, Saturday average 610,219. But 
long before we hit these all-time highs, 
the Daily News had the largest Saturday 
circulation of any evening newspaper in 
the U.S.! Going up on Saturday is quite 
a feat, if you look at the Saturday figures 
of other newspapers ... that is, if they'll 
let you look at ‘em. The News is every 
advertiser's high-appeal buy, week days 
or weekends, because as advertisers 


well know-— 


The CHICAGO DAILY NEWS 
HITS HOME 


‘56 Competition 
for Ad Films Is 
‘Set for Cannes 


Lonpon, June 12—The third In- 
ternational Advertising Film Fes-| 
tival will be held in Cannes from 
| Sept. 15 to 19, and American pro- 
ducers are being invited to par- 
ticipate. 

A special effort is being made 
this year to secure representation 
from America. 

Films may be submitted to the 
competition by advertisers, agen- 
cies or producers themselves. 

The annual festival is spon- 
sored by the International Screen 
Advertising Services, a network 
of advertising film contractors in 
some 20 countries. 

ISAS is. concerned primarily 
with advertising in movie houses— 
an important medium in many 
countries outside of the U. S. Orig- 
inally, the festival was designed 
as a showcase for the best efforts 
in this medium, but it was broad- 


ened last year to include a special 
category—tv advertising films. 


® The festival is patterned after | 
the international film festivals 
held annually in Cannes and Ven- 
ice—except that at this one the 
judges spend their time viewing 


ad films, selecting the best ones in 
seven categories—animated, stop- | 
motion, live-action, cartoon, pup- 
petry, series of three for one ad- 
vertiser and television. 

For each category, there is a 
first prize, a diploma for second 
place and three honorable men- 
tions. In addition, a grand prix 
is awarded for the film judged to) 
be the best in the entire festival. 
This year the city of Cannes will | 
also award a special prize to the 
producer who scores the highest | 
number of points for a minimum 
number of six entries. 

Films can vary in length from | 
one minute to three minutes. 

Last year was the first time tv 
films were accepted in the com- 
petition, and the response from 
America was none too enthusias- 
tic. Earnest Pearl, head of Pearl & 
Dean Ltd., London, and president 
of ISAS, visited the U. S. recently 
to see if he could interest more 
American producers in competing. 
Mailings on the festival have since | 
gone out to agencies and produc- | 
ers in America. 


® The first festival, in 1954, was | 
held in Venice, in conjunction with | 
the Italian advertising congress, 
and it attracted 180 entries from | 
27 producers in 18 countries. Last | 
year the festival switched to| 
Monte Carlo, where 400 films were | 
entered by 80 different producers. | 
Some 400 delegates attended. 

Mr. Pear! believes the festival | 
is doing a great deal to improve | 
the quality of films produced for | 
advertising purposes. He points 
out that the entries last year were 
far superior to those in 1954. 

At the conclusion of last year’s | 
festival, Mr. Pearl took the best 
films shown at the festival on 
tour in Britain, showing them to 
|groups of advertising men in dif- 
| ferent cities. 

He told AA that if similar ex- 
| hibits could be staged in the U. S., 
‘he is certain American admen 
would begin to take a greater in- 
|terest in the competition. And he 
| feels it would make a contribution 
/toward the upgrading of tech- 
|niques in advertising films. 

| Admen interested in further in- 
formation are asked to write to 
|ISAS, 17 Berkeley St., London 
|W. 1. 


| 
‘Wallpaper’ Changes Name 
Wallpaper, New York, will 
change its name effective July 1) 
to Wallpaper & Wallcoverings. The 
change in name reflects the grow- | 
ing use of permanent-type wall-| 
coverings made of plastics, burlap | 
|and other materials. 


Kudner Appoints Two 
Bruce Hamilton, formerly with | Si 
U. S. Tobacco Co., has been ap-|@ 
pointed to the account service de- 
partment of Kudner Agency, New) 
York. Beatrice Dubek, previously | 
manager of advertising and pub- 
licity of Chadbourn-Gotham Inc., 
has been named to Kudner’s pub-| ( ; 
licity staff. AN 


Appoints Royal & deGuzman 


Simmons-Boardman Publishing this is the house ee tid 
Corp. has appointed Royal & de- that trucks Built Gide mene 
Guzman, New York, to handle Drang 
all advertising for the American = 


Builder, Marine Engineering, Rail- 
way Age and other publications. 
Tyler Advertising is the previous 
agency. 


Housman Named to Ad Post 


INSTITUTIONAL—“How trucks bring 


pointed financial advertising man- 
ager of the New York Herald Trib- | 
une. Before joining the newspaper ; : 
in 1954, oy ~ eaeonad an oie in the series; direct mail will also 
Kudner Agency Inc., New York. |e used. Russell T. Kelley Co., 
ne Hamilton, iss the agency. 


If you sell automobiles and accessories... 


You’ve got a choice market of 
244 MILLION DOLLARS 
in Flint and the Saginaw Valley! 


Stars sell cars over WNEM-TV 

. . and food and drug prod- 
ucts. Sponsors know the selling 
power of WNEM-TV in the im- 
portant Flint-Saginaw market. 


Here’s a big market, rich and concentrated. It’s 
Michigan’s Golden Valley—second only to Detroit 
in buying potential. Close to $250,000,000 is spent 
every year for automobiles and accessories. And 
that hardly starts the market story . . . 


¢ Total Spendable Income, $1,517,966,000 
e Annual Retail Sales. . . . .$1,153,905,000 
e Average City-Family Income. . $6,092.75 


It's not a hard market to reach, either. 274,067 
television sets give 86.9% penetration. And your 
television dollar goes farther on WNEM-TV—the 
only station completely covering this rich, important 
market. ARB and PULSE survey results say so. See 
Headley-Reed or Michigan Spot Sales for facts. 


WNEM-TV 


A GERITY STATION 
serving Flint, Saginaw, Bay City, Midland 


your direct channel to Michigan's Golden Valley 


y 


better living to all Canadians” is ¥ 

Russell J. Housman has been ap- | +). theme of a new series of ads@ 
‘by International Harvester Co. of § 

|Canada. Shown here is the first 
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/ minded customers to hundreds of 
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Advertisers Find | 
Sports Fact Sheets | 
Are Useful Medium 


CHATTANOOGA, June 12—The use 
of sports information sheets as an 
advertising medium apparently 
has progressed from a few crudely 
mimeographed sheets put out by 
Joe’s local tavern for his sports- 


thousands of finely-printed four- 
page sheets distributed weekly 
throughout the U.S. and sponsored 
by large national advertisers. 

A good case in point may be 
found here in the person of Rich- | 
ard J. Jones Jr., owner and pub- | 
lisher, Kickoff Publishing Co. Mr. | 
Jones, who formerly operated a 
Studebaker agency here, felt there 
was an acute need for such an 
information service for sports fans 
and organized the company six 
years ago. 


® Mr. Jones publishes the Kickoff, 
a four-page, two-color (red and 
blue) 8%x11” sheet containing in- 
formation on _ college football 
teams. Eleven editions are pub-_ 
lished yearly, all during the foot- | 
ball season. 

The sheets are printed early | 
Sunday mornings and mailed to 
40 states throughout the U.S. Cir- 
culation last year hit 670,000 sheets | 
weekly, and this number is ex-| 
pected to increase this year. 

Spaces for the advertiser’s mes- | 
sage are 1x8%”, with one space| 
at the bottom of the first page, 
and two at the top and bottom 
of each of the other three pages. 
There also is a 6%x1” space under 
the masthead. 

Prices of the sheets depend up- 
on the number of copies ordered, 
with the cost per sheet decreasing | 
as more are purchased. For ex-| 
ample, 100 copies cost $15 per | 
week; 500 copies, $45; 1,000 copies, 
$72.50, and 10,000 copies, $600 a| 
week. 


= Among the data included in any 
single issue are the games of the 
leading teams for the following 
Saturday, with predictions by 
score difference; the top 25 col- 
lege teams with ratings, season | 
records of leading teams; stand-| 
ings in important conferences, 
what games will be televised and 
other highlights and feature ma- 
terial. 

An editorial staff of four per-| 
sons compiles the information and | 
puts out the issues. Scores and 
information are obtained from) 
Western Union service, publicity | 
departments of the schools and) 
other sources. Rating the teams is) 
done by the editorial staff. 

The sales staff is composed of | 
Mr. Jones and two fulltime men. | 
Some business also comes through | 
advertising agencies, which re- 
ceive the standard 15% commis- 
sion. Advertisers may prepare 
their own copy or it will be pre-| 
pared by the Kickoff staff. 

Mr. Jones told AA that he has) 
about 320 customers, 20% of whom | 
are national advertisers. Among) 
the better-known advertisers are. 
American Airlines, International 
Harvester, Cities Service, United 
Airlines and the Wildroot Co. 

Among the smaller advertisers 
are dental supply companies, in- 
surance agencies, radio stations, 
milk companies, heavy equipment 
manufacturers, sporting goods 
stores and oil companies. 


a “This is an excellent way for 
a large company to help out its 
distributors and dealers,” Mr. 
Jones said. “This looks like a per- 
sonal service put out by the small 
business for the convenience of its 
customers. 

“The football data has been re- 
ceived enthusiastically, and a tre- 
mendous amount of good will has 
been generated by the small busi- 
ness man who gives the sheets to 


a select list of customers.” 
The sheets are printed by the 


|Hudson Printing & Lithographing | Jones 


Co. here, and reach all subscribers | 


al Golf Co. 


readers broader coverage on foot- 
For the past two years, Mr. ball than they can find in their | 
has been experimenting local newspapers. If people want | 
with a basketball sheet, but he to use the information for gam- | 


83 


to name any opposing publishing 
| companies. 

“Because of the interest shown 
by national advertisers, we plan to 


within a 600-mile radius of this|has not yet published it, because | bling purposes, I don’t know any- concentrate our sales efforts on the 


city by Monday morning. Sub- 
scribers outside this area receive 
their copies by Tuesday morning. 


One of Mr. Jones’ major goals | 


is to publish and distribute at 
two other locations—one on the 
East Coast and the other on the 
West Coast—-because of the limit- 
ed capacity of the local post office. 

Mr. Jones also publishes 12 is- 
sues of Teeoff, a monthly sheet 
containing data on professional 
golfers. Circulation is about 10,- 
'000. He does this exclusively for 
the Professional Golf Co. The 
|sheets are mailed only to golf 
| pros—customers of the Profession- 


of the difficulty of compiling bas-| one who can stop them.” 
ketball data. He explained that | Has the venture been profitable? 
college teams play every night of | “Our gross revenues for 1954 
week, and a weekly issue could | reached about $250,000,” Mr. Jones 
not contain complete up- -to-date | said. “I’m sure we did better than 
information. | that last year, although we haven’t 
lclosed the books as yet. I don’t 
s For those who think the sheets think the surface has _ been 
are for gambling purposes only, | scratched.” 
Mr. Jones explains, “There is) 
nothing in the sheets that cannot|/™# Does Mr. Jones have any com- 
be found in the sports sections of | petition? “There are many kinds 
your local newspapers. Before is-| of sports information sheets on the | 
suing us mailing permits, postal market but only five or six are| 
authorities checked the sheets and /|similar to the Kickoff,” Mr. Jones 
found nothing illegal. said. “Most of the sheets are local | 
“We feel that our sheets give our | and are pretty poor.” He declined | 


\larger companies in the future,” 
Mr. Jones said. “We are shooting 
for a weekly circulation of 1,000,- 
|000 for the football sheet, and we 
see no reason why this goal should 
not be attained in the next year or 
two.” 


F°SC/SSORS-1IP ART® 


The most convenient and the quickest way to 

produce smart printed promotions is to use 
| the Clipper Scissors-Tip way. Free ee 

copy, yours to use, no obligation. Address. . 


| MULTI-AD SERVICES, 


Box W908 Peoria, Illinois 


VALLEY OF THE BEES | 


Western firms know you can’t win top sales in California unless 


J NOT COVERED BY SAN FRANCISCO 


‘ 


v MORE BUYING POWER HERE 
THAN IN ALL OF OKLAHOMA* 


AND LOS ANGELES NEWSPAPERS 


! a7 , 


p t 
you reach the inland Valley. And you can’t afford to rely on A rth 
Coast newspapers to do the job. The Valley is a self-contained, ee ¥: 3 41 
independent market. People here read their own local news- (BA mas «7 4 M4 
papers, the three Bee newspapers. é ¥ & ‘ a> 


* Sales Management’s 1955 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . 


. O'MARA & ORMSBEE 
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Business Paper Success Story... 


Buell Ads Stress ‘Self-Liquidation’ 
To Push Anti-Air Pollution Systems 


New York, June 12—The Buell! many municipalities become smoke | 


Engineering Co. is really in two|and smog-conscious—has steadily 
businesses: Its devices are de-| built its sales through consistent 
signed to prevent too much busi-| business paper advertising. 
ness profits from going up in| And its advertising is handi- 
smoke, and they also keep com-|capped by a peculiar problem. 
panies from running afoul of anti-| Case histories are hard to come by. 
pollution ordinances. |For although purchasers have in- 
This company—founded in the|stalled Buell equipment and thus 
postwar period which has seen so|have stopped polluting the atmos- 
phere, they frequently don’t want 
to acknowledge any responsibility 


Is your ad run for pollution, even if they’re no 


eee through a wringer longer guilty. 
> Buell Engineering began by sell- 
relying on limited knowledge of the | ing a “cyclonic” dust-recovery sys- 
A gerformer. or is it make to order & | tom, billed as an aid “for the col- 
a 


WALK fit your purpose. See free booklet. ‘ ti a ial 
advertising typograph , | lection and recovery 0 in ustria 
1 CaUEOARD Oe. Gmmenie tes i |dusts.” More recently, it has in- 


|troduced an electric precipitator. 


® Both systems are widely used 
in such diverse manufacturing op- 
erations as refineries, smelting 
plants, foundries, processing plants 
and public utilities. 

The equipment is expensive—a 
big installation can run as high as 
$450,000—and tailor-made for each 
job after consultation between 
Buell and the prospect’s engineer- 
ing staff. Typically the decision to 
buy is made by top management. 

On the other hand, the cost is 
likely to be recoverable, because in 
many cases a Buell system will 
reclaim enough valuable by-prod- 
;;ucts from the dust or smoke to pay 
for itself over a few years’ time. 

This salient advantage (Buell 
figures that in 85% of installations 
the dust collected has value) is the 
key to the company’s advertising 
and selling program. 

That program is in charge of J. 
J. McBrdie, Buell’s general man- 
ager, who personally superintends 
sales and advertising. The agency 


Why Suet “SF” Electric Prectpitators 

combined with Buel! Cycione Collectors 

@esure an extva percemiage of erriciancy 
-. “ 


ot 
er comes 


te'h 


© etree omy ae 


COMBINATION— Here, Buell Engi- 

neering Co. promotes both its elec- 

tric precipitators and cyclone col- 
lectors installed tandem. 


It Happened 


at Bloomingdale’s— New York 


This trim maid in Bloomingdale’s window 

is presenting the luxurious Carnation 
Fantasy linens featured by the store— 
towels, blankets, sheets, pillowcases. 
Bloomingdale's devoted another window and 
spot displays within the store to the 
promotion, too—featured American Home 
“How-to” Patterns along with the domestic . 
This is typical of the way big stores all 

tied in with merchandise promoted by this 


big-circulation magazine. 


See pages 52 and 53 for the complete American Home Story 


is Hicks & Greist, and it has been 
on the account during the com- 
pany’s ten-year advertising life. 
Sven Thornblad is the account 
executive. 


® The program begins with the 
realization that the market is big 
and growing. Mr. Thornblad fig- 
ures there are some 18,000 cities 
and towns in the U. S. which have 
air pollution problems. Damage to 
property and agriculture—and the 
cost of outlays for control—add up 
to around $1.5 billion annually. 
Besides being a tremendous 
problem for companies increasing- 


Buell “LR” Collectors deliver top efficiency 
with no maintenance, no cleaning, no water! 


Bock “LR” units deliver percent efficiency fection 
a & ah of 100 wet larger, With no moving parts to get out 
of owe reserve capmerty to handle overiowds the “LR 
Cotiector is the perfect chwice for tow and high pressure buster 
operations from (00 w 2,000 BHP 


1 =) Experts at delivering Extra Efficiency in 
“a... DUST COLLECTION SYSTEMS 


TEACHER—A simplified drawing ex- 
plains the workings of Buell Engi- 
neering Co.’s cyclone collectors. 


ly conscious of the responsibilities 
of community citizenship, the 
number of ordinances affecting 
smoke control and air pollution is 
growing rapidly. 

And citizens are increasingly 
restive about industrial smoke and 
exhaust. Dr. Leonard Greenburg, 
who is in charge of New York’s 
anti-pollution work, reports that 
about 12,000 complaints a year are 
received by his department. 

An example of the attention now 


management is that of a large oil 
company, which would not pro- 
‘ceed with its plans for a projected 
refinery in Los Angeles until it 
| was satisfied that the Buell equip- 
|ment would prevent the new plant 
|from violating Los Angeles’ anti- 
smoke code. 
Buell’s 


paid this problem by industrial | 


ilmon, 
advertising pr ini’ Represented by Gilman 
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|shape up something like this: A 
idecision to buy the system is 
usually made by top management; 
hence the copy needs to be direct 
and often must be couched in non- 
technical terms. Because the prob- 
lem is a technical one, it is neces- 
sary to interest and inform the en- 
gineering men who are directly 
concerned with the problem. Their 
recommendations will be sought 
after they bring the need for such 
a system to the attention of top 
management—so the copy has to 
be explicit and presented in 
enough detail to satisfy the tech- 
nicians. 

Further, the use of testimonials 
is very difficult, much as the ad- 
vertiser might like them, because 
the customers are unwilling to 
concede that they might have been 
smoke menaces without Buell 
equipment. 

To meet this two-way problem, 
the company selected its media list 
with a view to reaching both top 
management executives and engi- 
neering personnel. Second, Hal 
Stohl (Hicks & Greist art director) 
devised a technique in which mod- 
els demonstrate the equipment 
while standing in front of a black- 
board on which technical points 
are hammered home. 


® Headlines and copy drum on the 
big sales point: This equipment 
can pay for itself. 

This is obviously advertising de- 
signed to pull inquiries, and it 
does. Each advertisement offers a 
fact-packed brochure describing 
how the equipment works. In a 
recent ten-day period, the agency 
says, 75 “quality” inquiries were 
received. 

When an inquiry comes in, a 
brochure is sent out, accompanied 
by a letter from Buell suggesting 
that the inquirer fill out an at- 
| tached form. This form indicates 
|his problem in detail, the letter 
indicates that Buell experts will 
study the problem. 

If this approach doesn’t get an 
answer, then the inquiry goes to a 
field sales representative, who 
|makes a personal call. 

Meantime, regular reports of all 
inquiries are passed along by Buell 
to the agency, listing company, in- 
| dividual, line of business, and the 
jad or publication which produced 
| the inquiry. This enables the agen- 
cy to keep close tab on effective- 
iness of copy and media. It also 
jyields a record of quantity and 


=“ BLOOMINGTON- 
NORMAL, ILL. 
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ABC Audit Report, Sept. 30, 1954, Para. 28-b 
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@ BIGGEST pop. gain—18% last 5 yrs. 
®@ BIGGEST home building boom. Over $7 
Million in new construction in ‘55. 


@ OVER 100 INDUSTRIAL PLANTS. Valve 
of manufactured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET @ 


(Excluding Chicago) 


w& $30 MILLION SUBSCRIBER FOOD PURCHASES 
THE | 
Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
Nicoll & Ruthmon 


x $147 MILLION SUBSCRIBER RETAIL PURCHASES | 
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How a Buell Collection System “gangs-up” on dus. 
to meet the toughest ai: pollution codes 


ee 


LESSON—A dust particle gets the 

bum’s rush from negative ions in 

this blackboard exposition of the 

workings of Buell dust collection 
systems. 


Here is the media list, including 
some annuals: 

Blast Furnace & Steel Plant, 
Business Week, Chemical Engi- 
neering, Chemical Processing, 
Combustion, Engineering & Mining 
Journal, Fortune, Industrial Equip- 
ment News, Canadian Industrial 
Equipment News Industry & Pow- 
er, New Equipment Digest, Noticias 
de Seguridad (Latin America), Pe- 
troleum Refiner, Pit & Quarry, 
Plant Engineering, Power, Power 
Equipment, Pulp & Paper Maga- 
zine of Canada, Rock Products, 
Southern Power & Industry, Time 
Canadian, plus the following an- 
nuals: 

American Cement Directory, 
ASME Mechanical Catalog & Direc- 
tory, Chemical Engineering Cata- 
log, Conover-Mast Purchasing Di- 
rectory, Engineering & Mining 
Journal Guide Book & Buying Di- 
rectory, Paper & Pulp Mill Catalog, 
Pit & Quarry Handbook, Refinery 
Catalog, Sweet’s Catalog and 
Thomas’ Register. 


Uden! Colfecton westems are put te work Wie 
wrens of other, cngncered ate Buc 
Pra tae Ven under tee bowen ae 


STRICT ORDINANCES corms ar pttore one me prodiem 
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Hdustreat Dawe.” Dept 
Company, 7 Pine Street, New York S. New York 


buall 


OA Beet! Bagumeermny 


— Experts at delivering Extra Efficiency in 


vo OUST 

BEFORE & AFTER—The illustration 

here shows one smoke stack with 

its electric precipitator “on” the 

other “off.” This Buell Engineer- 

ing Co. ad appeared in Business 
Week and Fortune. 


Diamond to Market Lingerie 

Diamond Mills Corp., division of 
Julius Kayser & Co., will market a 
new line of lingerie under the Fruit 
of the Loom label this fall. Dia- 
mond already is licensed to make 
Fruit of the Loom nylons. Altman- 
Stoller Advertising, New York, will 
handle. 


= a e 


|Britain, Conn., will offer a Sun- 
|brella Set—a wrought-iron table 


Cofteematic Offers Sunbrella 
Set as $9.95 Summer Premium 
Landers, Frary & Clark, New 


topped by a blue-and-white um- 

brella—as a premium for Universal | 
Coffeematics this summer. A $21.95 | 
value, the set will be offered at | 


| $9.95 to consumers purchasing any | 
| model Coffeematic. 


Color half-pages in the July | 
Holiday and Aug. 7 Look will an- | 
nounce the premium. Sets will also | 
be available to dealers for display, | 
along with a Look display card. 
Goold & Tierney, New York, is the 
agency. 


Bendix Names Staderman 

O. Paul Staderman has been 
named marketing director for the 
computer division of Bendix Avia- 
tion Corp., Los Angeles. Mr. Stad- 
erman was formerly on the staff 
of the ElectroData Corp., Pasa- 
dena, Cal. 


Let North American 
“WIFE-APPROVED” 
MOVING SERVICE 
deliver your exhibits... 


SAFELY —ON TIME! Today, your valuable ex- 
hibit displays can have the same kind of handling 
Mrs. Homemaker approves for her fine furniture. 
Specially trained NAVL personnel wil! handle your 
displays — door-to-door — in modern, built-for-the- 
job North American padded vans! 

Saves time, reduces over-all costs! There’s no 
local drayage nuisance . . . no crating costs involved 
in most instances . . . your own personnel is freed 


North American Van Lines’ 
specialized Exhibit Display 
Service pampers exhibits .. . 
provides faster, safer han- 
dling by trained personnel. 


for sales contacts. 


For complete information on NAVL 
Exhibit Display Moving Service, 
phone your local NAVL agen!—or 
write us, in care of Dept. AAéé. 


COPYRIGHT 1956, N. A. VL 


NORTH AMERICAN VAN LINES, INC. 
World Headquarters: Fort Wayne 1, Indiana 


5 


ORS wink ms OV lt 


In Canada... 


Department stores ran 21,703,435 lines of advertising in the seven Southam Newspapers 
during 1955 - a sure mark of their merchandising value in their local markets. 


THE SOUTHAM NEWSPAPERS 


Daily Newspaper Advertisements | 


Bring SAME DAY © | 
Results 


YOU GET ACTION WHEN YOU ADVERTISE IN 


a 


OTTAWA HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER 
Citizen Spectator Tribune Herald .. News — Journal —_— Province 


UNITED STATES REPRESENTATIVE: \ cept toy tok | 


Cresmer & Woodward Inc. (Can. Div.) 
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esthetic aspects alone” but to view 
them with a cold practical eye—for 
outstanding art combined with 
good merchandising. 

This year’s industry awards for 
|inspiration and encouragement of 
|good art and design went to Leo 
Burnett, president of Leo Burnett 


"7 ’ 
Art Directors 
. 
Contest Winner S 'Co.; Lester L. Colbert, president, 
‘Chrysler Corp., and Gardner 


New York, June 12—The New Cowles, president, Look. A fourth 
York Art Directors Club awarded|industry award went to Donald 
a record 136 medals and distinc-| McMaster, vp and general manager 
tive merit awards in its 38th an-|of Eastman Kodak Co., for “tech- 
nual advertising art and design|nical improvement in graphic 
competition. | processes.” 

Among the 45 medal winners, 29| Here’s the rundown, including 
went to advertising campaigns and | clients, agencies and art directors 
16 to editorial entries. Three of the| in the various categories: 
medals went to Young & Rubicam; Magazine ad, three or more col-| Parker 
campaigns, while N. W. Ayer &)|ors—Plymouth, Chrysler 


Y&R Tops N.Y. 


Liggett 


took a pair. The other medals went) with Irving Penn, photographer; 
one each to a string of agencies) and Hunt Foods, Young & Rubi- 
and individuals. 'cam, by Robert Wheeler. 


sary of their client-agency relation 


Corp.,| MEMORIES—Officials of Carr Liggett Advertising 
Son and Lennen & Newell each|N. W. Ayer & Son, by Don Kubly, gather with executives of the Reliance Gauge Col- 


|}umn Co. in Cleveland to celebrate the 35th anniver- 


Brown 


sales manager 


ship. Shown here Sheeler, vp and 
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Sheeler 


are J. Rowland Brown, president, and M. C. Parker, 


of Reliance; Carr Liggett, board 


chairman; John F. Wilson, president, and Eugene C. 


treasurer of Carr Liggett. 


In the 35 major categories, a| Magazine ad, b&w—I. Miller & | 
whopping total of 11,388 entries Son, Irving Serwer Advertising, Newspaper ad, b&w—American 
were judged by a jury of 28 art by Edward Rostock. Airlines, Lennen & Newell, by 
directors who were charged to| Newspaper ad, color—Cox’s Inc.,;Suren Ermoyan; New Haven rail- 
consider the entries “not on their) by Arnold Varga. road, Doyle Dane Bernbach, by 


It Happened 


at the J. L. Hudson Co.—Detroit 
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Just like the May cover of The American 


Home—this window at J. L. Hudson Co. 


The store devoted two other windows to 


Carnation Fantasy as it was shown 


editorially in the May issue. The cover 


room was also duplicated inside the store— 


and spot displays were set up in the linens 


and domestics department. Hudson’s 


is one of many stores that profited 


from this promotion by The American Home. 


| 


| Louis & Brorby, by Bob Skinder. 


Helmut Krone. 

Newspaper ad, 300 lines or less 
—N. Y. Times, by Louis Silver- 
| stein and Bill Sokol. 
| Trade periodical ad, three or 
| more colors—Charles Pfizer & Co., 
William Douglas McAdams, by 
Harry Zelenko. 

Trade Periodical ad, two colors 
—CBS Radio, by Lou Dorfsman. 

Trade periodical ad, b&w—Sud- 
ler & Hennessey (agency ad), by 
Herb Lubalin. 

Booklet, direct mail, three or 
more colors—Topolski’s Chronicle, 
by Feliks Topolski. 

Poster, other than 24-sheet— 
N.Y. Daily News, Cunningham & 
Walsh, by Howard Wilcox. 

Point of sale, record album cov- 
er—Bethlehem Record Co., by 
Burt Goldblatt. 

Magazine ad art, three or more 
colors, product illustration—Frigi- 
daire, General Motors Corp., Kud- 
ner Agency, by Paul E. Newman; 
Jell-O, General Foods Corp., 
Young & Rubicam, by Car! Lins. 

Magazine ad art, three or more 
colors, fashion or style illustration 
—I. A. Wyner & Co., Douglas D. 
Simon Advertising, by Gene Fed- 
erico. 

Magaine ad art, three or more 
colors, general illustration—De 
Beers Consolidated Mines, N. W. 
Ayer & Son, by Paul Darrow; 
Schweppes U. S. A., Ogilvy, Ben- 
|son & Mather, by William Binzen. 

Magazine ad art, three or more 
|(ustration—Pan-American Coffee 
| Bureau, Robert W. Orr & Associ- 
ates, by Bernard Gilwit and Ted 
| Sandler. 

Newspaper ad art, b&w, prod- 
uct illustration—Chevrolet, Gen- 
eral Motors, Campbell-Ewald, by 
Douglas P. MacIntosh. 

Newspaper ad art, b&w, gener- 
al illustration—American Airlines, 
Lennen & Newell by Suren Er- 
moyan. 

Trade periodical ad art, b&w or 
two colors, general illustration— 
American Cyanamid Co., Ben 
Sackheim Inc., by Irwin Goldberg. 

Film commercial live—Modess, 
Johnson & Johnson, Young & Rub- 


44's Distributes 
N ew Change-Cancel 
Form to Agencies 


New York, June 12—A new and 
recommended form for agencies to 
use when notifying media of 
changes or cancellations of in- 
sertion orders or space contracts 
has been released by the Ameri- 
}can Assn. of Advertising Agencies. 
| In recommending the form to 
agencies, the Four A’s says it will 
“help reduce the uncertainty and 
confusion experienced by media 
as a result of the variety of forms 
now in use.” 

The new form incorporates 
a red-bordered “attention” box, 
which can be used to flag different 
types of notices. Type may be set 
in the red box, or a rubber stamp 
or typewriter may be used to in- 
dicate that is a change order, can- 
cellation or revision. An acknowl- 
edgement form is provided. The 
form can be used with standard 
window envelopes. In addition, 
ample space is provided for new 
instructions, permitting any kind 
of change notice. 

The new form is the result of a 
study initiated by the Four A’s 
committee on newspapers. Austin 
Brew, of Batten, Barton, Durstine 
& Osborn, a member of the com- 
mittee, reviewed many forms now 
in use and strove to incorporate 
their best features in the new rec- 
ommendation. 


1. © mighty proud of com- 
‘. ing up a winner 
TWICE in BILL- 
BOARD'S survey of 
TV COMMERCIALS 


OUR QUICK SERVICE RATED 


icam, by Stephen O. Frankfurt. 

Film commercial, full animation 
—Southern Cotton Oil Co., Fitz- 
gerald Agency, by Art Babbitt. 

Station break—CBS Television, 
by George Olden. 

Show opening—Station WPIX, 
Gould-Smith Associates, by Je- 
rome Gould. 

Special art director’s medal— 
Otto Preminger, United Artists, by 
Saul Bass, for movie, “Golden 
Arm”; Piel Bros., Young & Rubi- 
cam, by Jack Sidebotham. 

Kerwin H. Fulton medal—Ken- 
L-Ration Dog Food Co., Needham, 


Pearson Opens Office 

Lloyd Pearson, former west coast 
film producer, has set up a new 
company, Lloyd Pearson Asso- 
ciates, to act as tv and film con- 
sultants. Pearson’s offices are lo- 
cated at 420 Madison Ave., New 
York. 


FIRST IN THE NATION AND WE 
PLACED SECOND IN ECONOMY ! 


And of course, we'd be mighty 
pleased to show you how we can 
make a QUALITY TV Spot for 
YOUR CLIENT with the speed and 
economy that gained us these 
awards! 


We make every type of film and 
slide. Write for information today! 


FILMACK 
STUDIOS 


CHICAGO, LL. NEW YORK, KY. 
1323 S. WABASH 341 W. 44th ST. 
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HOLD THAT POSE—The live—and somewhat younger—team in this 

photo is sponsored, appropriately, by W. A. Fordyce, a Chevrolet 

dealer in Melbourne, Fla. At last report the Fordyce Pony League 
team was leading. 
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Results prove it... 


JOURNAL and COURIER Advertising 
Produces Beer Sales in Lafayette Market 


Complete advertising coverage in a market is vital 
to selling beer. Experience has shown us that this 
degree of coverage is available in the Lafayette 
market only through advertising in the Journal 


and Courier. 
WILLIAM J. LAMB, President 
Lafayette Beverage Distributors 
Beer Distributors 


WEST LAFAYETTE JOURNAL"COURIER 


INDIANA Member of Federated Publications 


REPRESENTED NATIONALLY BY 


Indiana's Best 
SAW YER-FERGUSON-WALKER COMPANY 


Balanced Market 


U. S. Foreign Travel 


Grew 15% in ‘55; 
Hit $1.6 Billion ee as: 


WASHINGTON, June 12—Expendi- 
tures on foreign travel by Ameri- 
cans totalled $1.6 billion in 1955, 
an increase of $200 million over 
1954, according to a report by the 
Department of Commerce. 

While the 15% increase over 
1954 was three times the increase 
in personal income after taxes for 
the same period, an analysis pub- 
lished in the June issue of the 
“Survey of Current Business” 
points out that Americans are 
still spending a smaller percentage 
of their incomes on foreign travel 
than they did in the late 1920s, the 
prewar peak period for foreign 
travel. 

\ Expenditures in Europe and the 
Mediterranean area amounted to 
$430,000,000, a rise of 20% over 

{ 1954 and more than double the 

. prewar peak in 1929. Expendi- 
tures in Canada increased from 
$284,000,000 in 1954 to $308,000,- 
000 in 1955, and expenditures in 
Mexico from $233,000,000 to $260,- 
000,000. 


® US. travel spending in the West 
Indies and Central America in- 
creased from $87,000,000 to $107,- 


000,000, but spending in South 
America dropped from $22,000,000 
to $20,000,000. 

Of the $1.6 billion total, $258,- 


000,000 represented fares to Amer- 


ican air-lines and shipping compa- 
nies, and $201,000,000 represented 
payments to foreign lines. In e 7 
1954 fares to U.S. carriers totaled Wai | ee 


$209,000,000, and fares to foreign 
carriers $183 million. 


James P. Delafield, formerly di- 
rector of trade relations for Gen- 
eral Foods Corp., White Plains, 
N.Y., has been elected vp in charge 
of sales and customer services, a 
new position intended to coordinate 
company relations with the gro- 
cery trade. Before heading the 
trade relations division, Mr. Dela- 


GF Advances Delafield, Kolb electronics introduces you to a $6.8 billion market 


The editors of electronics have seen an industry grow for 25 
years .. . grow into a giant. 

These editors today serve all segments of the electronic indus- 
try. Consequently, they offer the advertiser a magazine that 
penetrates all segments. 


field was marketing manager of 
GF’s Birds Eye division. Charles 
A. Kolb, former national sales 
manager of GF’s Jell-O division, 
succeeds Mr. Delafield as director 
of trade relations. No successor to 
Mr. Kolb has been named as yet. 


21 Brands Buys Rocky Ford 

21 Brands Inc., New York, 
liquor importer and distributor, 
has purchased Rocky Ford Dis- 
tillery, Frankfort, Ky. Products 
handled by 21 Brands include Bal- 
lantine scotch whisky, Boca Chica 
Puerto Rican rum, 21 Brands Club 
Special, a blend of American 
whiskies, Birchbrook, a straight! 
Kentucky bourbon and 21 Brands 
bonded bourbon whisky. 


Penetrating this unique industry means reaching every impor- 


tant man in it. 
Shake hands with all of them... and you’re shaking hands 


with a giant. 


You can, too... in electronics. 


electronics 


«-»: Of course! 


A McGRAW-HILL PUBLICATION © 330 West 42nd Street »« New York 36, N.Y. 
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23% More in U.S. 
Own Stock Than 
in ‘52: Funston 


OAKLAND, Cat., June 12—A new 
study being made by the New York 
Stock Exchange indicates that 
there are now 8,000,000 stockhold- 
ers in the U.S. This compares with 
a study made in 1952, which 
showed a total of 6,500,000 share- 
holders. 

Reference to the new study, 
which is being made for the ex- 
change by the Brookings Institu- 


SPARK EVERY PROMOTION 


ef 


he A. 


GLOSSY PAD 
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tion, highlighted a talk made yes-| 
terday by Keith Funston, president 
of the exchange, at Mills College. 
The new survey should be com- 
pleted soon, Mr. Funston said. He 
attributed the gain in stockholders 
largely to the continued education- 
al and advertising efforts of the 
stock exchange during the past 
few years. 
The former study showed that 
women held 49.8% of the publicly 
owned stocks in the U.S. The cur- 
rent study find this proportion has | 
increased to 52%. 
“Our new study,” Mr. Funston 
said, “is likely to prove even more 
conclusively than previous surveys | 
that today’s American capitalist 
fits into no one mold—and least of 
all into the tired stereotype that has} 
served as Russia’s chief propagan- 
da target. Our statistics show,” | 
he said, “that the great majority 
of share-owning capitalists are in 
the middle and lower income | 
ranges. 
® “Each shareholder holds on the| 
average about 4.3 different stocks. 
When these data are finally avail-| 
jable,” Mr. Funston said, “they 
|should destroy for all time the 
|myth that stock investments are a 
vehicle for the very few or the 
}very wealthy or the very privi- 
lleged. The owners of American 
| business are products of every sec- 
| tion of the country, every occupa- 
| tion and every walk of life.” 
The new census being made for 
the stock exchange is based on | 
stockholder records of nearly 5,000) 
publicly owned corporations, as of 
the end of 1955. Of these 1,100 
have stocks listed on the New 


! 


Inaba Crawford 


IN ANY LANGUAGE—Arden B. Crawford, central area 
vp in charge of sales and service for the Market 
Research Corp. of America in Chicago, shows a 
group of visiting Far East business men how an 
IBM tabulator-printer extracts consumer panel 
buying habits data from thousands of punch cards. 
Visiting the U. S. under the auspices of the Interna- 
tional Cooperation Administration, the visitors are 
Hidezo Inaba, Tokyo member of the board of the 
Japanese Productivity Center and chairman of Ja- 


Tedjasukmana 


Pande Rbsani 


pan’s National Research Assn.; Hidajat Tedja- 
sukmana, Tilandjur, Indonesia, rubber plantation 
owner and roofing industry executive; C. S. Pande, 
representing the Indian chamber of commerce; Moh 
Rbsani, Djakarta, Indonesia, secretary of the Cham- 
ber of Commerce & Industry, and Chai Nidhiprab- 
ha, Bangkok, Thailand, chief of the export division 
of the department of foreign trade, Ministry of Eco- 
nomic Affairs. The visit to Market Research Corp. 
was followed by a luncheon for the entire group. 


Nidhiprabha 


| York Stock Exchange. Also coop- 
i ' - : erating are 3,900 corporations with 
ae ; stocks traded on other securities 
The PHOTOMATIC Co exchanges and over the counter. 
+ 
53-59 E. lilinols St. © Chicago 11, 1M, 
Phone WHitehall 4-2930 


Barnett Joins Rexall Drug 
James A. Barnett, formerly vp | 
of Lever Bros., has joined Rexall | 


Drug Co., Los Angeles, as vp. At 
one time in charge of the New 
York office of Sherman & Mar- 
quette, Mr. Barnett joined Pepso- 
dent Co. in 1943 as a vp in charge 
of advertising and moved to Lever 


three years later, when the latter) 


acquired Pepsodent, as vp and gen-| Spartan Names C&W for PR 
eral manager of the Pepsodent di- Spartan Aircraft Co., Tulsa, has 
vision. In 1949 he was named vp in |appointed Cunningham & Walsh, 
charge of advertising for Lever! New York, to handle its public re- 
and in 1952 became vp of consum- jlations, The company’s advertis- 
er relations and a director of the|ing is directed by Paul Locke Ad- 
company. |vertising, Tulsa. 


kill in action. 


Discriminating buyers want 


both action and quality. 
They know P&A delivers 


both, skillfully. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


PsA 


SERVICE _ 
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Common Sense, Not Special Handling 
For Creative People, Say Agency Men 


Cuicaco, June 14—To the neo- | 
phyte artist or writer who dreams | 
of a carefree existence in an ad- 
vertising agency, free from the 
pedestrian regulations of normal 
business life, AA says “caution!” 

If what you want is a chance to 
create, unhampered by the rou- 
tine of daily schedules, you’d bet- 
ter think twice before joining the 
staff of a fast-paced advertising 
agency. 

Recently, AA surveyed advertis- 
ing agencies to discover the truth 
about creative people. “Do they 
live in a world of their own,” AA 
asked, “and do they get special 
concessions?” 

To a man, agency men wrote 
back emphatic “no’s.” 

The AA survey looked to two 
sources for information. First, AA 
questioned 100 agency presidents 
as to company policy. Then AA 
queried creative heads and asked 
if they found any special problems 
with creative people. 

“Your question,” wrote A. J. 
Bremner, vp and director of copy, 
Foote, Cone & Belding, Chicago, 
“makes every good creative copy 
guy see red. 

“I’ve seen a lot of writers in 
my day,” went on Mr. Bremner, 
“and I have yet to find a good one 
who, when the chips are down, 
drops his pencil or shuts off his 
thinking on the stroke of five. His 
first interest is getting the job 
done right and on time.” 


Another articulate reply came | 
from Walter Baers, vp and copy | 


chief, The Buchen Co., Chicago. 
“There has been a great deal 
of talk to the general effect 
that all the creative man needs is 


rest and recreation to let his crea- | 


tive problems simmer—yet no one 


seems to consider any more that | 
some of the best creative work is | 


done under extreme pressure. 


Many a good creative idea comes | 
‘right off the cuff’ when a rush sit- | 
uation requires the creative person | 


to produce. 
= “It is also true,” wrote Mr. 
Baers, “that the process of ‘sim- | 


mering’ if carried beyond reason- | 


able limits, does not necessarily 
produce the best creative work— 
after all, something must bring the 
pot to a boil, and it won’t neces- 
sarily do this spontaneously.” 

A good many of the respondents 
to the survey noted that they give 
compensatory time off when a 
writer has worked evenings, week- 
ends or holidays. “But there’s noth- 
ing unusual about this,” comment- 
ed one. “Most businesses do the 
same thing for all their employes 
and so do we.” 

President of a medium-sized 
Chicago agency that bears his 
name, Sidney Clayton says he 
doesn’t feel “that creative people 
are more demanding nor do they 
require longer or more frequent 
vacations. Neither have I found 
they are a problem in scheduling 
vacation periods.” 

But, Mr. Clayton noted, his 
agency handles primarily indus- 
trial accounts and “perhaps we are 
blessed with less temperament 
than one is led to believe exists in 
the advertising agency business.” 

No one denies that creative peo- 
ple have feelings and aren’t to be 
treated “like cogs in a machine,” 
as Mr. Bremner says. But he thinks 
a good creative man resents ivory 
tower treatment. 

“He feels he has just as much 
at stake as the account executive, 
the production man or the client 
in this business of making ads. 
He’s more likely to resent than to 
look for ivory tower treatment. 
That only shuts him out of the act, 
classifies him as an emotional psy- 
zhotic—doesn’t give him credit for 


the good business sense that every 
'good creative man has to have,” 
|he said. 

Although creative people are 
recognized as being highly special- 
ized, most agencies, it seems, try 
to integrate their work into the 
over-all operation of the agency. 
There is some danger in relegating 
creative people to “a treadmill in 
which production alone is the 
yardstick of their efficiency.” 

Most all agencies offer the stand- 
ard vacation policy found in most 
business firms today: One week 
for employes with less than a year 
of service, two weeks after the 
first full year has been completed. 
Some agencies give additional va- 
cations after five, ten and fifteen 
years of employment ranging up to 
four full weeks. 


Very few said they thought em- 
ployes were dissatisfied with the 
vacation plan. Those who com- 
mented on vacation unrest said 
they considered each such case in- 
dividually and tried to iron out 
differences. 

A few agencies reported that 
they grant leave without pay in 
special cases but none said this ap- 
plied only to creative people. It’s 
a practice that is generally avoided 
but sometimes has to be met. 


Some of the smaller agencies 


said their practice is to close down | 
for two weeks in the summer, pre- | 
ferably at a time agreeable to their | 


clients. Others said they tried this 
system and gave it up as “too im- 
practical.” 

It was generally agreed that 
some few creative people try to 
capitalize on their temperament. 


But the prima donnas are much | 


in the minority. 

“The real talent doesn’t both- 
er,” summarized Mr. Bremner. 
“Through the years I’ve found that 


|the people most deserving of spe- | 


cial privileges are the very ones 
who do not have the time to look 
for them or take them. They are 


|so busy trying to make good ads 


that don’t have time for 10:30 ar- 
rivals and extra days off. On the 
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few occasions when they do get a 
breather, they want to take it with- 
out anyone glaring at them or 
waving a time card in their faces. 
I don’t call this special handiing. 
It’s just common sense in getting 
along with people.” 


rms ons coma | 


TAILOR MADE 


.. to sell your AUTOMOTIVE PRODUCTS 


to a multiple group 
readership of nearly “3 MILLION! 


MOTOR TREND ¢ MOTOR LIFE * HOT ROD 
“largest selling automobile consumer magazines 


in the world” 


A strictly auto-minded market available 
at a low “cost per thousand” 
twice as much 
services as the average U. S.1 motorist! 


.+ buying almost 
t and 


FOR RATES AND MERCHANDISING DATA CONTACT: 


oe — NEW YORK DETROIT 
im Goin Ben LaMaster Joe Jaglois 

S989 Meliye d Blvd. 580 Fifth Ave. 1514 Book Bldg. 
2-3261 CI 6-1365 ‘© 3-8660 
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“Where’s the mystery here? Affidavits! 


Certifications! 


Red Tape! 


Blast it—you 


don't have to fumble for facts about the best 
read paper in Baltimore. Audit Bureau of 
Circulation figures put it on the line! More 
than half of Baltimore’s families read the 
Baltimore News-Post and Sunday American.” 


m REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. 


% 


Mike is reading Breit 
Halliday's 28th story 
about him—just off 
the presses — “The 
Blonde Cried Murder.” 


Offices in 15 Principal Cities 
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PHOTO 
REVIEW 


Campbell Goldberg Abrams 


PR KUDOS—For the second straight year J. R. Watkins Co., Winona, 

Minn., has won the Phil Gordon Memorial Award of the National 

Assn. of Direct Selling Companies. Wallace E. Campbell of Fuller 

Brush Co. presents the award plaque to Watkins Co. ad director 

Louis W. Goldberg as Phil W. Abrams of Phil Gordon Advertising, 
Watkins Co.’s agency, looks on. 


VOCmOn beens 
POR CAnEFREE tTrave 
Trip Reowters mee ance) 
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INTEGRATED—-The take-one folders for these display pieces are an in- 

tegral part of the display itself. The die-cut displays, each 11”x14”, 

were made for Wolverine Insurance Co., Battle Creek, Mich., to 

promote its new line of accident and sickness insurance. The dis- 
plays will be placed by individual agents. 


Proud Bradley Bernstein Courtenay 


ine 7 ae 


HAPPY OCCAS!ION—Photographed at the Philadelphia convention of the Advertising Fed- 
eration of America are James Proud, of the AFA executive staff; Henry Bradley, of 
the Philadelphia office of Hearst Advertising Service; S. R. Bernstein, editor, Adver- 
tising Age, and convention speaker, and W. A. Courtenay, director of electrical indus- 
try relations, Farm Journal. Mrs. Harriet Edmunds, winner of the Advertising Woman 


Shaw 


OFFICIAL—A charter of membership in the Advertis- 
ing Federation of America is presented to Peter J. 
Agrafiotis, president of the Advertising Club of 


Dressler Yarness 
Fisk Johnson 


CHOW TIME—Among those attending the Advertising 
Federation of America meeting in Philadelphia were 
Betty Fisk, Meredith Publishing Co., Des Moines; 
Ken Johnson, vp-advertising, Kansas City Bank; 
Grace C. Tavenner, Emery Advertising Corp., Bal- 
timore; Newton D. Baker, advertising manager, 
Black Sivalls & Bryson, Kansas City, Kan.; E. B. 


Dewes Edmunds 


Chandler 


New Hampshire, by C. Leonard Shaw, district gov- 
ernor of the AFA. Looking on are George Dawson, 


vp, and John P. H. Chandler Jr., club treasurer. 


McGrail Galley 
Tavenner Baker 


“Jack” Dressler, exec secretary of the Advertising 
& Sales Executives Club of Kansas City, Mo.; James 
Yarness, public relations director, Beech Aircraft 
Corp., Kansas City, Mo.; Harland McGrail, Litho- 
craft Inc., Sioux City, Ia., and R. H. Galley, Caples 
Co., Omaha. Smiles reflect satisfaction with a fruit- 
ful day of meetings and anticipation of a good meal. 


Gamble Donaldson Barber Wells 
of the Year Award, receives her citation from Bonnie Dewes, D’Arcy Advertising Co., 
St. Louis. At right are Frederic R. Gamble, president of the American Assn. of Adver- 
tising Agencies; Ben R. Donaldson, director of institutional advertising of Ford Motor 
Co., and chairman of the AFA; B. George Barber Jr.. WGBG, Greensboro, N.C., and 
Richard G. Wells, Wells-Badger Corp., Milwaukee. 
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month after month... 


1512 million* men and women‘“live by the book” 


...and the book is Better Homes and Gardens ! 


4,250,000 DELIVERED COPIES EACH MONTH 


“Living by the Book” is no abstraction! 


It’s always something definite and concrete—to do, to make, to buy. It’s Dad fixing 


a leaky faucet. It’s Mom laying out a rose bed or planning a patio supper for family 


of the family turns to Better Homes & Gardens for 
help with today’s tasks, inspiration for tomorrow’s 
plans. That’s why they refer to it, affectionately, as 
“the Book.” It’s more than a book... 


It’s the spark for the warm friendly fire 


that burns everywhere on America’s hearthstones! 


Isn’t this the way you use it? 


*15,500,000 people read an average issue of BH&G! One-third of the 
123,800,000 people 10 years of age and older in the U. S. read one or more of 
every 12 issues. That’s 44,150,000 people—and over 40% of them are men! 


during the year... 


1/3 of America reads Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12-Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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It Happened 


BOSTON, CHESTNUT HILL and WORCESTER 


Filene stores devoted 12 windows to this 
promotion. Each reproduced the May 
American Home cover in two windows. 
They gave over the other windows to 
Carnation Fantasy merchandise and 
American Home display material. All 
through the store they featured the theme. 
Results ? Raymond E. Dodge, General Mer- 
chandise Manager of the Worcester branch, 
says, ““Traffic was excellent. The May cover 
window created much favorable comment. 
We feel there will be continued benefit 
from this promotion for some time.” 


<t 


See pages 52 and 53 for the complete American Home Story 


at Filene’s 


OUT WITH HIM—Outgoing president Tom Scanlan of the Toronto chap- 

ter of the National Industrial Advertisers Assn. is ridden out of of- 

fice on a “bier” borne by unidentified bearers. Incoming president 

A. McDonald Robertson ordered this disposal of his predecessor who 
was carried out to an accompaniment of bagpipes. 


TV Code Seals Are ‘in Jeopardy,’ Is 
NARTB Warning to ‘Several’ Stations 


WASHINGTON, June 12—In a “get|all “pitch” programs from their 
tough” crackdown on tv code com-| schedules at the conclusion of cur- 
pliance, the television code review|rent contractual agreements. The 
board of the National Assn. of | ruling said that “sponsored pro- 
Radio & Television Broadcasters| grams consisting substanially of 
today advised “several” stations|continuous demonstration or sales 
that their code memberships “are| presentation violate not only the 


in jeopardy.” 


of stations involved, 
board said owners and managers 
have been asked to confer per- 
sonally with Edward H. Bronson, 
director of code affairs, “‘to con- 
sider remedial measures bringing 
their operations into conformity 
with the code.” 

Until now, the code board has 
never withdrawn its seal from any 
station, nor has it previously an- 
nounced that stations have been 
warned of impending disciplinary 
measures. The board said today’s 
action was taken after an inten- 
sive study of monitoring and oth- 
er reports at a three day meeting 
here. 


|e The board also issued what it 
' described as “a virtual ultimatum” 


to all code subscribers to remove 


time standards established in the 


Without revealing the number | code, but the broad philosophy of 
the code|improvement implicit in the volun- 


tary code operation.” 

Other actions include a ruling 
that combination, or “piggy back” 
announcements featuring unrelat- 
ed products must be regarded as 
separated and distinct messages for 
code purposes. 


ABC Rules Out Unit Coverage 
Request of ‘American Lumber 
The Audit Bureau of Circula- 
tions board has turned down a re- 
quest from American Lumberman 
to measure unit coverage of lum- 
ber dealers. The board, acting upon 
the recommendation of an ABC 
committee on business publication 
forms and practices, said it did not 
deem it feasible to include a unit 
coverage analysis in ABC reports. 
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Advertising Age, June 18, 1956 


New Newspaper Ad 
Feature Aims to 
Beef Up TV Impact 


New York, June 13—Carl Dor- 
ese, a free-lance television creative 
man, has come up with a form of 
television advertising called “tv 
cue,” which he says is aimed at 
beefing up all-important client 
ratings in selected markets. 

“Tv cue” seems especially ap- 
propriate for advertising agencies 
with several big-spending televi- 
sion accounts, according to Mr. 
Dorese, because it enables the 
agency to plug as many or as few 
clients as it wishes at any given 
time. 

Essentially, “tv cue” is a form 
of local newspaper editorial-type 
advertising, consisting of a variety 
of quizes on tv subjects, closeups 
of tv personalities, ete. It is 
planned to run as a high-frequency 
newspaper feature, generally 
printed alongside the paper’s tv 
program log. 

“Such notes would attract more 
regular viewers than occasional 
haphazard ads devised to attract 
attention at the last minute,” Mr. 
Dorese explains. “An alternate- 
day pattern could announce show 
attractions before time and actual- 
ly include a cut of the stars of the 
show and weave the program con- 
tents into the copy,” he adds. 


® The column lends itself to a 
considerable amount of merchan- 
dising, Mr. Dorese feels, including 
on-the-air and point of sale pro- 
motion. In addition, he believes 
newspapers also will cooperate in 
merchandising a _ frequently-run 
ad promotion. 

In the column, the advertiser 
(agency or individual client) could 
get in as few or as many mentions 
of his programs as was deemed 
prudent. 

Mr. Dorese, who may be reached 
at 15 E. 48th St., has compiled suf- 
ficient material for several hun- 
dred “tv cue” columns. All he 
needs now is his first client. 


‘Dealer Visit’ 
Contests Violate 
Oklahoma Statute 


New York, June 12—National 
advertisers who sponsor contests 
in which prizes are awarded are 
warned that their contests may be 
in conflict with the Oklahoma lot- 
tery law. 

The National Better Business Bu- 
reau has issued a bulletin point- 
ing out that the Oklahoma su- 
preme court has ruled that the 
element of “consideration” is pres- 
ent in a contest when a contestant 
is required merely to visit a place 
of business. 

This ruling conflicts with deci- 
sions made by the Post Office De- 
partment, which say that visiting 
an establishment to fill out a card 
containing name, address and/| 
phone number doesn’t constitute 
“consideration.” 

The Better Business Bureau of 
Oklahoma City reports that fre- 
quently nationally sponsored prize 
contests advertised in Oklahoma 
media actually are in violation of 
the state law, even though these 
contests “presumably” have been 
cleared by counsel and outside | 
legal authorities. 


Macklin Joins Noyes & Sproul | 

Eino J. Macklin, formerly with 
Jordan-Sieber Associates, has 
joined Noyes & Sproul, New York, 
as an account executive and crea- 
tive director. 


Keup Joins Conover-Mast 
William W. Keup, formerly with 
the West Virginia Pulp & Paper 
Co., has joined the Chicago sales 
staff of Conover-Mast Purchasing 
Directory. 


Guy-Lee Gets Mantong Mig. 
Guy-Lee Advertising, Palo Alto, 


ical, Rosheen, and related products. 
Distribution and advertising will 
be national, and distributors are 


now being appointed throughout | years ago. 


California and the Pacific North- 
west. Consumers will be given the 
free use of a company-provided 
lightweight electric buffer with 
each can of polish purchased. The 
campaign will use radio, outdoor 
and direct mail. 


Warner-Lambert Opens Plant 


| Ziff-Davis Boosts Two | 
| Ziff-Davis Publishing Co., New| 


| Television News in 1938 as tech-| 
/nical director, was named editor in 
'1945 and assistant publisher two 
Ziff-Davis also has| 
‘named Michael Michaelson a vp 
land circulation director of its 16 
publications. Circulation manager | 
\for the past two years, Mr. Mi-| 
|chaelson previously was advertis- | 


b : 
|ing promotion manager. } 


| Stanford Offers Radio-TV 
| The 14th annual Stanford Uni- 


A $1,500,000 manufacturing plant |versity Radio & Television Insti- 


located in Eastleigh, England, has 
been opened by Warner-Lambert 
Pharmaceutical Co. Employing 300, 
the plant occupies 104,000 square 
feet on a 16 acre site. It will re- 
place the company’s 53,000 square 
foot plant in Chiswick, now up for 
sale. 


tute will begin an eight week 
course June 25 with 16 subjects) 
offered in theory and in practice. 
Radio work will be presented in| 
cooperation with KNBC, San Fran-| 
cisco outlet for NBC, and tv work 
with KPIX, the CBS affiliate in| 
\San Francisco. 


| Burk Joins Walker as VP 
| G. Norman Burk, who formerly 
has been appointed to direct ad- York, has appointed Oliver Read| headed his own agency in Pitts- 
vertising for Mantong Mfg. Co., | publisher of its electronics group,| burgh, G. Norman Burk Inc., has 
Redwood City chemical company | including Radio & Television News, | been elected a vp of W. S. Walker | 
which will distribute an auto buff-| Popular Electronics and Hi-Fi An- | Advertising, 


Pittsburgh. 


| 1946, Mr. Burk had worked in sales. 
| for WCAE, Pittsburgh. 


K&E Moves in Montreal / 


Kenyon & Eckhardt Ltd., Mon- 


. Before} treal, has moved its offices to 550 
ing polish containing a new chem- nual. Mr. Read joined Radio & entering the agency business in| Sherbrook St. West. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


AUTOMOTIVE SALES 
$138,347,000 
in 1955 


22.9% over 1950 


The El Paso Ties 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


BUSINESS IS GREAT IN ILLINOIS 


especially in the Capital City... 


Bank Debits — UP 13% 
Retail Sales — UP 11.3% 
Building Permits — UP 1,514.2% 


Achieve sales dominance in Springfield’s 


growing 11-county market — the quick, 


effective, 


economical way — with 


the dominant coverage of the 


Alinnis State 
Journal and Register 


Increase dominance with Illinois State 


Journal and Register COLOR! Black 


and 1, 


with our new 


2, or 3 colors available 


Goss Headliner Presses. 


Manufacturing Employment — UP 14.3% 
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COPLEY NEWSPAPERS 15 "Hometown" Newspapers covering 


Springfield, Illinois — Northern Iilinois — Greater Los Angeles — and San Diego, California... 


Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. = 
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Mojud to Johnstone Inc. 


Mojud Co., Long Island City,|all advertising. Grey Advertising 
N. Y., manufacturer of hosiery| agency formerly handled the ac- 


|Stone Inc., New York, to handle| L.A, Publishers Name Pollock | 


and lingerie, has appointed John-| count. 


Over 10% of Canada’s entire 
population lives within 
Metropolitan Montreal.* In 
this tremendous market The 
Montreal Star gives adver- 
tisers more circulation 

than all other Montreal 
English daily newspapers 
combined 


7 
Over 1,600,000 « 1956 estimate. 


Represented nationally by 
O’Mara and Ormsbee Inc. 


| Arthur G. Pollock has been 


jmamed chairman of the Los An- 
|geles Newspaper Publishers Assn., 
succeeding William Powell, who 
resigned. Mr. Pollock, who started 
|a long newspaper career with the 
|old Los Angeles Daily News, held 
positions as business manager of 
both the Los Angeles Post Record 
and the Huntington Park Signal 
when they were subsidiaries of the | 
Daily News in the 1930’s. More re- 
jcently he was with Dempsey- 
Tegeler & Co. an investment 
security firm. 


Manning to ‘Popular Boating’ 
Richard Manning, formerly on 
the sales staff of Yachting, has 
been named advertising manager 
of Popular Boating, which will be 
published beginning this fall. 


Allen Hahn Joins Katz 

Allen Hahn, senior copy writer 
with Biow Co. for the past 11 years, 
|has joined Joseph Katz Co., New 
| York, in a similar capacity. 


It Happened 


at Rich’s—Atlanta, Georgia 


Here’s one of two large and complete 
room displays in central locations at 
Rich’s that featured Carnation Fantasy 
merchandise from the May issue of 
The American Home . . 
traffic stoppers on islands throughout 
the store and in the linens and 

domestics department. Carnation Fantasy 
bloomed all over the country with this 
American Home promotion. 


See pages 52 and 53 for the complete American Home Story 


. other real 
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to business again. 


neighbors. 


We're Not Asking for Sympathy. 
We're Asking for Your Business 


Because we firmly believe that we can offer a wide va- 
riety of the things you need at prices which are fair to 
us and to you. Most of us have spent huge sums of bor- 
rowed money - - - we're frank to admit - - - to go back in- 


“ Our stores are entirely new. 
“ Our merchandise is entirely new. 
-™ Our clerks are your friendly Winsted 


Next time you're out shopping for anything from a spool 
of thread to a suit of clothes or home furnishings won't 
you try your Winsted stores first? We have gone “all 
out” to serve you and we'd like to do just that! 


This advertisement sponsored by the following local merchants and business con- 


, 


of C ce: 


cerns — members of the Winsted Ch 


BERKSHIRE FABRICS 
BERKSHIRE PHARMACY 
THE BOSTON STORE 

COLT & CO. 

CONN. LIGHT & POWER CO. 


PEGGY'S 


CURRIER’S GULF STATION 
ISAACSON’S, INC. 
MODERN DRESS SHOP 


F. & G. RICHARDS 


ROSE M. SULLIVAN 
TIFFANY’S MARKET 
WINSTED FLOWER SHOP 
WINSTED FURNITURE CO. 
IRVING WOODWARD 
YOUNG FASHIONS 


FORTHRIGHT—Merchants in Winsted, Conn., twice flooded in 1955, and 
working their way back to normal business, made this plea in the 
Evening Citizen, the town’s only daily. 


GE Conducts Study 
Of Public Attitudes 
Toward Business 


PITTSFIELD, Mass., June 12—The 
General Electric Co. has selected 
Pittsfield as a test city for a major 


research project in determining) 
|the Pope Pius postage stamps ad- 


community attitudes toward busi- 
ness. 

The Psychological Corp. of New 
York will conduct the program. 

GE says the survey will serve 
two purposes. It will be useful to 
local business in helping to de- 
termine future community rela- 
tions activities, and it also will be 
useful to Psychological Corp. in 
obtaining research data which 
could result in savings in all fu- 
ture attitude surveys of this type. 

The survey consists of three 
parts. 


® The personal interview phase 
was completed during May, when 
15 Pittsfield school teachers, on a 
parttime basis, conducted 500 in- 
terviews. 


® The second phase occurs this 
month, when more than 6,000 
questionnaires are mailed at in- 
tervals. Recipients will be chosen 
at random, from the city directory 
or from selected mailing lists ac- 
cording to occupation. 


© A third type of interview is be- 
ing conducted among a _ small, 
carefully selected group of resi- 
dents, representing a complete 
cross-section of local occupations. 


Fairchild Names Weiss A.M. 

Frederick C. Weiss Jr., formerly 
with Young & Rubicam, has been 
appointed advertising and sales 
premotion manager of the com- 
ponents division of Fairchild Con- 
trols Corp., Hicksville, N. Y. He 
succeeds William McCoy who has 
resigned. 


Lehe Joins ‘Farm Journal 
Russe Lehe has joined the 
Chicago sales staff of Farm Jeur- 
nal Inc. Mr. Lehe was for a num- 
ber of years in the Cleveland of- 
fice of Curtis Publishing Co. and 
more recently was with Klau-Van 
Pietersom-Dunlap, Milwaukee. 


NATA Moves Office 

National Assn. of Transporta- 
tion Advertising has moved to 
new quarters at 10 E. 43d St., New 
York. 


Philately Is Saved! 
Summerfield Plan 
O.K.s Panama M.O. 


WaAsHINGTON, June 12—The Post 
Office Department is rising above 
red tape in order to make it pos- 
sible for stamp collectors to buy 


vertised by the Republic of Pan- 
ama in Life for June 11. 

The ad (AA, June 11), advised 
collectors desiring the series of 12 
Pope Pius stamps to send an inter- 
national money order for $5.25 toa 
post office box in Panama. But our 
Post Office Department found 
there are no arrangements for in- 
ternational money order service 
between the U.S. and the Republic 
of Panama. 

Rising to the occasion, Postmast- 
er General Arthur Summerfield 
has advised U.S. postmasters that 
a special arrangement has been 
made so that U.S. domestic money 
orders may be issued for this pur- 
pose and will be accepted by 
Panama. The department also ad- 
vised that persons purchasing the 
Pope Pius stamps may use bank 
drafts or express agency money 
orders. 


Michel Heads Cutlery Makers 

George J. Michel, vp of H. Bo- 
ker & Co., New York, has been 
elected president of the Ameri- 
can Cutlery Manufacturers Assn. 
Joseph D. Gallery, general mana- 
ger of Russell-Harrington Cut- 
lery Co., was named vp. 


take the STRAIN otf 


your PRINTING 
budget,/ 

Let a Nebraska Farmer Print- 
ing Company estimate, together 
with some of our samples, prove 
that you CAN cut costs with- 
out sacrificing quality. 

We're equipped to handle 
every job from folders to 
periodicals with complete off- 
set lithography and letterpress 
equipment, operated by skilled 
craftsmen who are proud of 
their work. We can give you 
creative service, too. 


write er call 
Nebraska Farmer 
Printing Co. 
1420 P St. Lincoln, Nebr. 
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T. Baumritter Sets Record 
Consumer Campaign for Fall | 

T. Baumritter Co., New York, | 
furniture manufacturer, has sched- | 
juled a record consumer ad pro-| 
gram for fall. Large-space ads will | 
appear during September, October, 
and November in Better Homes & 
Gardens, Living for Young Home- 
makers and McCall’s. Besides pro- 
|moting its franchised Ethan Allen 
of Achievement” dinner of the De- | 224 Bircheraft open stock collec- 


: .|tions, Baumritter will advertise 
troit Ch Be | < on : : 
ott Chapter of the ta Theta Pi Restocrat reclining chairs and Viko 


fraternity. ‘ : 
ferri . | plastic and steel correlated furni- 
a pom ze oo = |ture for the first time. In the Oc- 
oc ” rporate COn~ | tober Living for Young Homemak- | 
science,” through which business ers, the company will join with| 
seeks to regulate its own actions to} Aldon Rug Mills, Bates Fabrics 
ae the community, Mr. | and Imperial Paper & Color Corp. 
‘1 , P li four-page color section illus- 
We would agree, I think, that 5 ee a 
the corporation has achieved a os living-dining area and a| 
greater awareness of the unity of : Pa 
its own long-range interests far A full merchandising program | 
those of the society in which it} 


Business Gets Along 
With Society Better, 
Ford's Gossett Says 


Detroit, June 12—American 
business is in a period of “new en- 
lightenment” in its relationship 
with society, William T. Gossett, 
vp and general counsel of Ford 
Motor Co., told the annual “Beta 


this is a period of new enlight- 


enment.” : 
is the agency. 


CHARGE—Richfield Oil Corp. is using animal cut outs to illustrate 

its current theme, “Full power thrust.” Shown here is the first bul- 

letin in the new series which is scheduled for the Los Angeles 
area. Hixson & Jorgensen, Los Angeles, is the agency. 


Plon Pitt Push 


| backs the full drive, and a feature-| spearheaded by the largest adver- 
ea . length film on the Ethan Allen) tising campaign in its history, has 
nvee—thet tor the corporations, | .oiection is also available. Alfred| been launched for Diamond Black 
‘Auerbach Associates, New York,| Leaf Co., an affiliate of Diamond 
| Alkali Co. Diamond Black Leaf has 


adopted a new packaging program 
to gain point of purchase identifi- 
cation for its insecticides and 
herbicides. The company has also 
introduced a series of new prod- 
ucts for lawn and garden care. One 
of these is an aerosol all-purpose 


A new marketing program, 


4 Ces © ' 
ee ane ae ge i fies alo 


95 


insecticide called Pfft. The promo- 
tion program includes tv, national 
consumer and trade magazines, 
land newspaper campaigns in 28 
i'major markets. Arlene Francis’ 
|Home” show is now being used. 
Magazines scheduled include Bet-~ 
iter Homes & Gardens, Flower 
Grower, Popular Gardening and 
Sunset Magazine. Fuller & Smith 
& Ross, Cleveland, is the agency. 


Herts Advanced By Fairchild 

| Hamilton Hertz, formerly ad 
promotion manager of Men’s Wear, 
Footwear News and the Fairchild 
List Division, has been appointed to 
\the advertising sales staff of Re- 
|tailing Daily, New York. Gertrude 
Silvering, formerly with Revlon 
Inc., has joined the ad staff of 
Retailing Daily. 


Named Canton Adclub Head 

Seymour M. Oppenheim, adver- 
tising manager of Kobacker’s de- 
partment store, has been elected 
president of the Canton Advertis- 
ing Club, Canton, O. 


® Such enlightenment, he added,) 
is necessary if business is to avoid 
adverse public reactions which 
might eventually produce legisla- 
tion further restricting the area of 
freedom within which business op- 
erates. 

“Much of the legislation of the 
1930s was the result of lack of 
restraint and good judgment on 
the part of big business,’ Mr. Gos- 
sett said. 

“In the future, as in the past, 
as long as we have a democratic 
form of government, the law will 
be shaped and molded to reflect 
the will of the people. And the 
people will insist upon the crea- 
tion of such laws and administra- 
tive measures as may become ne- 
cessary to curb those activities of 
business that seem to be contrary 
to the best interests of society as 
a whole,” he said. 


s “If management has the wis- 
dom to benefit fully from the les- 
sons of history, the good judgment 
to resolve problems in the en- 
lightened long-term interests of 
the enterprise, and to employ the 
vast powers and experience of the 
corporation to serve the needs of 
society, then management will pre- 
serve for the corporate institution 
a position of dignity, respect and 
independence in the economic and 
social live of the nation,” he said. 

Mr. Gossett said that one of the 
most perplexing problems facing 
business today is that of competi- 
tion—particularly the ability of 
small business to compete with 
big business. 

“In the present vigorously com- 
petitive era,” he said, “some units 
in almost every industry have be- 
come substantially stronger than 
others. The importance of the sur- 
vival of the weaker units is ap- 
parent to no one more than to the 
stronger competitors. 


a “It is in the interest of both 
shareholders and consumers that 
every company have the benefit of 
that strong and imaginative com- 
petition that is the greatest pos- 
sible spur to more efficient opera- 
tion in a free economy. 

“But, if the stronger companies 
compete vigorously with each oth-| 
er, the pace can sometimes become | 
too fast for the weaker companies. | 
If, on the other hand, any strong) 
company refrains from such vigor- | 
ous competition, it will not for) 
long stay strong. 

“No one wants to lose the values | 


Every Geeco sign is custom made and devel- 


A Gign of Quality... produced by Ge5vce| 


Watch for the signs of advertisers such as 


rah 


provided by the smaller companies. 
But the difficulty is to find what, | 


oped for the individual advertiser, agency or 


Union Pacific, AT & T (The Bell System), 
Cook’s Paints and Cities Service. They 


if anything, can be done by busi-| designer on a mass production basis. This 

H ness corporations to avoid such 

| losses—that is, what can be done) 

that does not involve either break- 

/ | ing the law, violating public pol-. 

{ icy, or abridging the legitimate | 
| 


GEECO ; 
makes possible such outstanding pieces as this _ testify to Geeco’s fine quality and service. 2 


5’x 6’ M. K. Goetz Brewing Company sign. 


(ence =n new leader in 


Call or write today for complete information. 


original signs and displays 


interests of their shareholders. 
“This, indeed, is another of those 
hard dilemmas of the competitive | 


i) system,” he concluded. GEECO INCORPORATED, SAINT JVOSEPH, MISSOURI! 
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Benjamin Opens Mexico 
City PR Organization 

Robert S. Benjamin, formerly 
Mexico and Caribbean regional di- 
rector of Vision, has opened his own 
public relations, market research 
and publications organization in 
Mexico City. 

The new organization, Robert S. 
Benjamin & Associates, has offices 
at Atenas 40, Mexico 6, D.F. Initial 
clients include Charles Pfizer Co., 


American & Foreign Power Co.;| 
Intercontinental Hotels Corp., sub-| 


sidiary of Pan American World 
Airways, and U.S. Rubber Mex- 
icana. 


Plans Buttermilk Promotion 

“Drink Buttermilk, Slimming... 
Satisfying” is the theme of a pro- 
motion campaign for dairy men, 
aimed at capitalizing on weight 
consciousness. Newspaper, radio 
and tv materials are available, 
plus point of purchase, direct mail 
and similar materials. The cam- 
paign is planned by G. P. Gund- 
lach & Co., Cincinnati, consultant 
to the dairy industry. 
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NBP Renames Two 

R. C. Jaenke, exec vp, Penton 
Publishing Co., Cleveland, and 
vice-chairman, National Business 
Publications, Washington, has been 
|renamed chairman of the associa- 


tion’s committee on agency recog- 
nition. Raymond Coombes, 
Mechanization Inc., Washington, 
has been reappointed chairman of 
the committee on costs and ac- 
counting. 


It Happened 


at Abraham & Straus—Brooklyn 


This leisurely lady breakfasting in bed 
symbolizes the luxurious Carnation Fantasy 
merchandise in Abraham & Straus’ window. 
The room’s an exact duplication of the 
American Home May cover room. 
Abraham & Straus promoted the 

Carnation Fantasy extensively throughout 
the store. Fresh carnations were given to 
customers and lavishly displayed. Another 
in the coast-to-coast series of success stories 
about American Home promotions. 
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“When I first took over as acting head of club work, back in 1926, I had to sign my name “H. A.” Holby to conceal my identity as a wom- 
an 


Advertising Age, June 18, 1956 
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vp, At Retirement—a Clean Desk... 


38 Years at AFA Brought Helen Holby’ 
‘Learning, Enjoyment, Friendship’ 


New York, June 12—“You can 
tell I’m retiring—just look at my 
clean desk,” said Helen Holby last 
week as she tidied up 38 years of 
“learning, enjoyment and friend- 
ship” at the Advertising Federa- 
tion of America, where she’s been 
director of club services for the 
past quarter of a century. 

“T am not going to write a book,” 
she told ADVERTISING AGE, discuss- 
ing her post-retirement plans. (She 
has been succeeded by Ruth Gard- 
ner, who has been “in training” 


years. 


which made her a life member at 
this year’s Philadelphia conven- 
tion. She also was made a life 
member of the Advertising Women 
of New York. 


s For a former school teacher, 
Miss Holby has become very much 
a part of the advertising picture in 
America. She joined the AFA un- 
intentionally. 


“My club handbook has even been 


translated into Japanese.” 


Photos by Syd Schonbrunn, Schonbrunn- 
Ives, New York 


“Back in 1918, after two years 
of war work in Bridgeport, I an- 
swered a blind ad in the newspa- 
per and ended up at the federation 
|—hired to do a special ABC sur- 


| vey of AFA membership. I’ve been | 


| here ever since. 


club work. By the ’30s I had drifted 
into the title of director of club 
services, which I’ve had ever 
since.” This is the way Miss Holby 
understates her career. 


® Through the years, Miss Holby 
has watched AFA grow, not so 
much in numbers as in quality 
and impact. “When I came in 38 
years ago, the federation was 14 
years old and by then had a good 
flourishing membership,” she re- 
calls. (Today AFA has 20,000 


under Miss Holby for the past five |members in 116 clubs.) 


| “During both wars and in the 


Helen Holby’s first love will|’20s, when the service groups— 
continue to be the ad federation. | Kiwanis, 
|She plans to attend the Miami springing up, we hit a slump. But 
|convention in 1957 and the Dallas|each time we came back stronger 
meeting in 1958. In fact, she’s|than ever. We developed into a real 
very anxious to attend the latter | professional 
so she can collect a luncheon from | filled a real need—the hoopla was 
the Fort Worth Advertising Club, | gone. 


Rotary, etc—were 


organization which 


“You should see the work our 
clubs accomplish,” Miss Holby 
|said proudly. “We've been espe- 
cially fortunate in the high cali- 
ber of volunteer leaders who de- 
vote an enormous amount of time 
and thought to AFA. I certainly 
am grateful to them. And don’t 
you forget to say that,” she cau- 
tioned AA’s reporter. 


® And what happens after June 
30, when she turns over her duties 
to Ruth Gardner, of Orlando, Fla.? 

“I’m building a little house, no 
bigger than a minute, near No- 
ank.” (Noank is in Connecticut, 
|not far from New London. It’s on 
her nephew’s farm and near her 
two brothers—and right on Long 


@ | Island Sound.) 


| “I’m going swimming and fish- 


ing every day. I'll have a beautiful 
garden, catch up on my reading, 
do some sewing—and spend the 
rest of my time at cook-outs.” 


y 


know the 


“At that time the AFA published | 


| Associated Advertising, which 


carried advertising and was mailed | 


/to all members. At the time the} 


| ABC survey was finished, a gal 

in the production department re- 
| signed so I took over her job. 

“During those years the National 

| Business Bureau was part of AFA, 

| but in 1926, we went on our own, 


See pages 52 and 53 for the complete American Home Story (and 1 was named acting head of 
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Pittsburgh 
market... 

Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 

© Blind Product Tests 
© Opinion Surveys 

Market Survey Bureau 


ERNEST E. ENGEL, Director 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 
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FTC Forbids 
Masquerading 
By Skip Tracers 


WasHincTon, June 12—The Fed- 
eral Trade Commission today reit- 
erated its determination to pre- 
vent “skip tracers” from disguis- 
ing themselves as representatives 
of consumer surveys or govern- 
ment agencies. 

In an order against National 
Research Co., Washington, and its 
exclusive sales agency, S. Flor- | 
sheim Sales Co., Los Angeles, FTC | 
turned down a request that it relax | 
stringent policies which it had pre- 
viously adopted, requiring skip | 
tracers to disclose their proper 
identity. 

After a hearing examiner pro- | 
posed to prevent them from oper- 
ating under a number of fictitious | 
trade names, the bad debt outfits | 
protested it was time for FTC to 
reconsider its policies. 

But the commission stated to- 
day: “We agree that debtors) 
should should pay their just debts 
and that creditors should not be) 
denied any lawful means of col-| 
lecting them. But the law pro-| 

| 
| 


hibits practices that have a ten-| 
dency to deceive.” 


s Among the devices outlawed by 
today’s order is the use of such 
fictitious terms as “Cigaret & To-| 
bacco Research Bureau,” and 
“National Gasoline Research Bu- 
reau.” 

FTC explained that mailings on 
“Cigaret & Tobacco Research Bu-| 
reau” letterhead were dissem-| 
inated from Richmond, Va., an’ 
important tobacco center. The 
question form asked for name, ad- | 
dress and employer’s name. 

“To determine what brand of 
cigaret or tobacco is being smoked 
by employed people during work- 
ing hours,” it said, “please fill out 
the enclosed card. If the question- 
naire is properly filled out and 
returned immediately your favor-| 
ite brand of cigaret or tobacco will 
be sent you free of charge.” 

FTC acknowledged that individ-| 
uals answering the requests re-| 
ceived a package of cigarets. But 
the commission contended that, 
viewed as a whole, the plan was 
deceptive, since the person sup-| 
plying the information was not) 
aware of the fact that data on his 
address and employment was be-| 
ing sold to creditors. 


= Among the other techniques 
struck down by the commission 
were notices from “Disbursements | 
Office,” Washington, D. C. Indi-| 
viduals were told they would re-| 
ceive a check if proper information 
was supplied. In these instances 
the check was usually for 10¢. 
FTC also objected to the use of 
the initials “U.S.” in trade names 
by skip tracers and to the use of 
emblems involving a picture of an 
eagle. While the commission ad- 
mitted these initials and insignia 
are commonly used for commer- 
cial purposes, it insisted skip 
tracers violated the FTC Act be-| 
cause they used the initials and 
insignia to mislead people into be- 
lieving they were in communica- 
tion with a government agency. 


Pears and Stanback 
Buys CBS Radio Time 

The advisory board for the pro- 
motion of fresh California Bartlett 
pears, Sacramento, Cal., will spon- 
sor five minutes of Robert Q. 
Lewis’s Saturday morning show 
and 15 minutes weekly of “House 
Party” on CBS Radio starting in 
August. Brisacher, Wheeler & Staff. 
is the agency for the new CBS Ra- 
dio sponsor. | 

Other new CBS Radio business) 
came from Stanback Co., Salis- 
bury, N.C., which bought three 


week on an eastern network. Pied- 
mont Advertising Agency services 


five-minute Galen Drake shows 3 
the account. ' 


Compton Appoints Three 


|Angeles office of Biow Co. for| 
|three years, has joined Compton) 
Advertising as an account execu- | 
|tive in the radio-tvy department of | 
the Los Angeles office. Elizabeth 
|Mann, formerly with N. W. Ayer | 
|& Son, Philadelphia, has joined | 
|Compton’s San Francisco staff as 
a copywriter. Compton also has | 
|named Edward B. Gellert, pre- 
| viously with Vick Chemical Co., an 
| account executive in its New York | 
| office. 


Home Journal grocery merchandis- 


ing counseling service for Nargus 
members. The service will include 
advice to members by mail on ad- 
vertising problems, a quarterly 
workbook of ideas and layouts for 


retailers, and a monthly editorial | 


feature on advertising in the 


“Nargus Bulletin.” 


Williams Agency Adds One 
American Safety Table Co., 
Reading, Pa., manufacturer of 


Robert Howell, with the Los ing division to handle an advertis- | 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations. Stops mixups. 

% Simple to Operate. Write on “i 
Cards, Snaps in Grooves. P, 

*% Ideal for Sales, Production, 
inventory, Scheduling, Etc. 

% Made of Metal. Compact and 
attractive. Over 60,000 in Use. 


Full price 549° with cards . 


You See What's Happening At A Glance! 


Amco motor drives and stands for se-pege Mestretes 
the sewing industry, has appointed = , “ 
Nargus Names ‘Home Journal’ | wijliams Advertising, New York, 7 FREE BOOKLET No.V-400 
ee 


> Without Obligation ‘ 
ay Write or Call Wisconsin 17-8444 ih 


Division for Member Service (to handle its advertising. Beau- ; | 
PHIC SYSTEMS, 55 West 42nd St., New York 36 k 


The National Assn. of Retail |mont, Heller & Sperling formerly | d 
Grocers has named the Ladies’ | handled the account. | GRA 


A NEW ALL TIME wy 


NEVER BEFORE bas Canadian Daily Newspaper Circulation hit a record high 
of 3,867,000 (a gain of 2.5% over the previous year) in spite of competition 
for the reader’s interest from television, radio, magazines and other media. 


NEVER BEFORE 1:3 sucha high dollar volume of national (manufacturers’) S? 


advertising been placed in daily newspapers. Last year showed a gain of 5.5% 
in DOLLAR VOLUME over the previous year—and this in spite of the increasing 
competition of other media. 


Daily newspapers and their affiliate supplements** carried 62.2% of the national ~ 
dollar volume of all PUBLICATION advertising, and 40.8% of the dollar of 
TOTAL NATIONAL ADVERTISING in ALL media, during 1955. 

Newspapers are ALSO without equal in the retail and classified fields. 


Giving LOCAL EFFECTIVENESS om 
to National Advertising by retailer support 3 


An increasing number of national advertisers, in 1955, took advantage of the 
co-operation of daily newspapers, giving LOCAL EFFECTIVENESS to their 
national advertisements through “hookers”’.* 

The following table shows that there was an increase of 6.8% in the NUMBER 
of “hookers’’*; and a 4.9% gain in hooker* linage, bought by retailers. 


NUMBER OF HOOKERS BOUGHT Nag 
1954 | % Gain 1955 | 1954 ie 
146,689 | 68% 3,487,837 | 3,324,602 | 


1955) | 
156,701 | 


Se 


*A “hooker” gives a retailer's name and 
address and is voluntarily appended 
him to a manufacturer's advertising. 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario 
Telephone: EM. 8-1813 1. H. Macdonald, General Manager 


** Delivered as an integral part 
of the daily newspaper. 
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CBS-TV Film Sales 

Adds ‘Brave Eagle’ to List 
CBS Television Film Sales, New 

York, will put the “Brave Eagle” 

series into syndication after the 

show completes its network run 

on CBS-TV June 6. This new addi- 


,tion gives the distributor a total network run, the program will be 


of 18 shows which are available for first run in most of the country’s 

syndication, with at least six more tv markets. Twenty-six episodes 

expected to be added to the list | are ready for this show, which was 

before the end of the year. | filmed by Roy Rogers’ Frontier 
Since “Brave Eagle” was seen Productions. 

in only 30 to 35 markets during its 

Haire Buys ‘Furniture Age’ 


advertising message on 


is aired to 1,300,000 people 


in our 25,000 square mile 
coverage area. 
EBI per capita $1646 


Represented By 
AVERY-KNODEL 


Haire Publishing Co., New York, 
has purchased Furniture Age from 
H. O. Reno Co., Chicago. The mag- 
azine will be merged with Haire’s 
Furniture Retailer, beginning with 
the July issue. The magazine will 
| be renamed Furniture Retailer & 
|Furniture Age. Thomas B. Haire, 
At | publisher, said there would be no 
m |increase in advertising rates. 


|| Calvert Promotes Asher 

{ Calvert Distillers Co. has ap- 
}pointed Leonard Asher brand 
manager of Calvert gin. For the 
Past two years, Mr. Asher has been 
assistant advertising and sales pro- 
motion manager of Calvert Re- 


ROCK ISLAND, poe 
lserve and gin. 


at 


a 


Burdine’s 


MIAMI, MIAMI BEACH, FORT LAUDERDALE, WEST PALM BEACH 


Burdine’s devoted seven windows to the 
Carnation Fantasy Promotion—five 
duplicating The American Home May cover. 
Three complete cover room settings were 
shown inside the stores, and extensive 

use was made of American Home display 
material on counter and tables. The stores 
also tied in by using American Home 
“Half of the Carnation 
Fantasy merchandise was sold in the 

” says Mr. T. Emig, 
Divisional Merchandise Manager. 


How-to Patterns. 


first three weeks, 


This is the reproduction of the May American Home cover in Burdine’s, Miami Beach, 
window display. Left, the Carnation Fantasy ad. 
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Sheraton Chain‘s Newest Batch of 22 
Hotels Will Join Promotional ‘Family’ 


New York, June 12—Sheraton | posters placed on highways leading 
Corp. of America, which recently|to the hotels. All the boards are 
put up $30,000,000 to get 22 hotels,| alike except for the name of the 
now is boasting 54 hostelries in 40) particular hotel and city. 
cities. Its promotion budget is| Then there’s the advertising 
above $2,500,000 annually, accord-| aimed at investors and financiers. 
ing to Robert L. Moore Jr., 31-| This is an intermittent institutional 
year-old advertising director. ‘drive in the Wall Street Journal 

Mr. Moore told AA that in the | and elsewhere. Copy stresses fi- 
last eight years the company’s | nancial growth, and charts show 
gross annual sales have gone from r gross operating and net operating 
| $21,000,000 to more than $100,000,- | incomes. 

’|000 and that its total assets are| Just recently, Sheraton launched 
now close to $250,000,000. another chain ad campaign, this 

Sheraton, which claims to be the| one geared to the Latin American 
only major hotel chain to make| market. After opening an interna- 
each new property it acquires part | tional sales office, Sheraton placed 
of its “family,” takes advantage of | fractional b&w pages in the Latin 
| this fact in its advertising. American editions of Time and 
Life en Espanol. The layouts 
= “Within six months after we/were photo-sequence presentations, 
acquired the French Lick Springs | pointing up the chain’s services for 
resort hotel in Indiana,” said Mr.| Latin American guests. 
| Moore, “the French Lick-Sheraton 
| was featured in four-color pages in| # “Each hotel in the chain,” said 
Life, Newsweek, The Saturday| Mr. Moore, “is allocated a certain 
Evening Post and Time. Before! percentage of its gross sales for 
that, the hotel had rarely appeared|local advertising. The general 
manager of each hotel has fairly 
free rein on how he wants to spend 
| this money, but we try to give him 
all the guidance he wants.” 
| Sheraton’s national agency is 
| Batten, Barton, Durstine & Osborn, 
New York. The south-of-the-bor- 
der advertising is being handled by 
Ellington & Co., which also handles 
local advertising for individual 
chain hotels in New York, Chicago 
and Detroit. 


poe Count Shows 
| 124,000,000 Radios 


New York, June 12—There were 
| 124,000,000 radios in working or- 
TRAVEL APPEAL—Here is one of Sher- hoy bees Pan oa hapeal 
aton Corp.'s national magazine ads,| ‘phis radio ownership set count 
which are inspired by European|was released here this week by 

travel posters. Kevin B. Sweeney, president of the 
Radio Advertising Bureau, and the 
in national media. Sheraton spent! four radio networks. 
thousands just telling the country! Included are 82,000,000 working 
that French Lick Springs had |radios in 45,000,000 homes—nearly 
joined the family.” two for every radio-owning fam- 

A major part of Sheraton’s me-|ily. Car sets added 32,000,000 to the 
dia budget goes into poster-type|total, and public places and busi- 
advertising in national magazines.|ness establishments provided the 
This dates to 1953, when Page|other 10,000,000. 

Browne, vp of the chain, returned In addition to these playable 
from Europe with the idea that/sets, there are 18,000,000 others in 
European travel poster advertising | various stages of disrepair. 
might sustain the chain’s homo-| “This is a very conservative es- 
|geneity while helping distinguish |timate, for these figures include 
| individual hotels. ‘ownership only up to January of 
| Another aspect of the Sheraton’s|this year, and already half of 1956 
| advertising is the “Sheraton cou-|js gone,” Mr. Sweeney said. “Since 
| ple,” a pair of models in their 30s,| January, radios have been selling 
| who are used in ads in magazines |at a terrific rate—right up with 
including Holiday, Sports Illus-|jast year’s record breaking 14,- 
trated and The New Yorker. The|990,000 set sales. And we're just 
locale in which the couple is shown | now getting into the portable ra- 
varies from an Ivy League football gio season.” 
game to the Laurentian Mountains. The RAB ownership count was 
| based on the 1954 Advertising Re- 
# Another phase of the chain’s ad-|search Foundation-Politz study 
vertising is outdoor. Each hotel in | updated by Nielsen information. 
the chain has two or three 3-sheet 


aeec ass 


Tatham-Laird Names Four 

Tatham-Laird, Chicago, has ap- 
|pointed George Norris an account 
jexecutive on Procter & Gamble’s 
| Fluffo and William Aiston a mer- 
‘chandising manager on the Ar- 
jmour & Co. account. Mr. Norris 
|formerly was an account execu- 
|tive at Foote, Cone & Belding, and 
|Mr. Aiston previously was with 
|McCall Corp. The agency also has 
named Robert Bassindale, former- 
ly with WLBC-TV, Muncie, Ind., 
ito its commercial department. 
Mary Afflick, formerly a member 
:|of the commercial department, has 
been advanced to commercial 
group supervisor on Wander Co. 
and C. A. Swanson & Sons ac- 
counts. 


@) SHERATON-=~ HOTELS. 


: ; _ “‘Plainsman’ Appoints Johnson 
FINANCIAL—This ad, which ran in) He Daily Plainsman, Huron, 
|the Wall Street Journal and else-| |S. D., has appointed Johnson, Kent, 
|where, is aimed at potential in-| Gavin & Sinding, Chicago, its na- 


vestors in Sheraton Corp. tional advertising representative. 
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Cunningham 


Jenkins Amis 
WOV TEAM—Bill Jenkins, formerly with WLIB, New York; disc 
jockey Herman Amis and fashion expert Mary Cunningham com- 
prise the new merchandising team set up by WOV, New York, to 


Bishop Sales Set Record 

Sales for Hazel Bishop Inc. for 
‘the period between Nov. 1 and 
April 30, the first six months 
of the cosmetic company’s fiscal 
year, are reported at $6,103,000, an 
alltime high. This compares with 
sales of about $5,000,000 for the 
same period in 1955 and 1954 sales 
of $5,800,000. Board chairman Ray- 
mond Spector reports that an earn- 
ings statement will be issued in 
a few weeks showing that opera- 
ltions “were, and are, profitable.” 
|He expects earnings this year to 
be the largest in Hazel Bishop his- | 
tory. 


McGraw-Hill Names Two 
McGraw-Hill Publishing Co. has 
appointed Melvin J. Storz, former- 
ly with Engineering News-Record, 
New York sales representative of 
Aviation Week. Lockwood B. See- 
gar, previously with McGraw-Hill’s 
classified advertising department 
in Detroit, has been appointed to 
the sales staff of Food Engineering, 


Guild Films Buys Stations 

M & M Broadcasting Co., Marin- 
ette, Wis., has sold WMAM and 
WMBV-TV, Marinette, to Guild 
Films Co., New York, tv film pro- 
ducer-distributor. The price was 
in excess of $600,000. The trans- 
action is subject to FCC approval. 


y9 


This is the first station buy for the 
film company, whose stock was 
put on the American Stock Ex- 
change recently. The stations will 
continue under their present man- 
agement, with Joseph D. Mackin, 
exec vp of M&M Broadcasting, re- 
maining as general manager. 


Selling the 


Growing LUBBOCK o” Market 


Is Casy as 


Shootin’ fish in a barre] <~ 


-.. With advertising 


in the... 


Lubbock 


| JOURNAL 


Gen. Adv. Mgr. LESTER M. HORNER 


work on special Negro market projects. WOV now devotes 13% 
hours of its 24-hour broadcast day to the Negro market. 


Chicago. 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. 


Foreign Media Reps 
Organize to Fight 
Unfair Ad Practices 


New York, June 12—Foreign 
media representatives are organiz- 
ing to protect their interests. They 
assert advertisers and agencies 
milk them of services and then 
bypass them when it comes to 
placing advertising. 

The Foreign Media Representa- 
tives Assn. was formed here last 
week. It will hold its first meeting 
next Tuesday to elect officers. 

Participating in the new group 
are representatives of newspapers, 
magazines and radio-tv stations lo- 
cated abroad. Joshua B. Powers, 
president of Joshua B. Powers Inc., 
said the association expects to 
have a membership of 20 to 25. 

The foreign reps complain they 
are not being compensated for | 
services provided agencies and ad- | 
vertisers in the international field. 
The classic example they cite is 
the case of an agency which re- 
quests market or media data on a 
particular country. The represen- 
tative supplies this information— 
free, in the expectation it will 
eventually result in business. 


s However, according to the me- 
dia men, when the client is ready 
to run his overseas advertising, it 
may be placed directly with a 
local publication or through an 
overseas office of a domestic agen- 
cy or through an associate agency. 

As a result, representatives who 
work on a commission basis find | 
themselves out in the cold, despite 
the fact that they helped to pro-| 
duce the business for clients. 

Mr. Powers said client publica- 
tions overseas do not appreciate | 
the services rendered by the rep-| 
resentatives. 

On the other side of the coin, 
international admen have fre- 
quently pointed out that they pre- 
fer to place the business locally 
because they can get better rates 
that way from media. 


Set Wolfschmidt Drive 

General Wine & Spirits Corp.,| 
a Seagram division, has launched 
its summer promotion for Wolf- 
schmidt’s vodka with color pages 
in June issues of Cue, Gourmet, | 
House Beautiful and The New 
Yorker. The ads will feature six 
vodka-based drinks and will be 
followed by insertions concentrat- 
ing on individual drinks. Dowd, 
Redfield & Johnstone is the agen- 


cy. 


Tennyson Joins Street & Finney 

James J. Tennyson, formerly vp 
and copy director of Geyer Adver- | 
tising, has joined Street & Finney, | 
New York, in a special creative 
capacity. 


a 


Good farmers are 


still making money... 


Said the cattle feeder from Nebraska 
... It sure would be wonderful if we 
had 30¢ beef as we had in 1947. But I 
made a profit this year at current prices 
(24¢-25¢). Even if beef should go down 
to 12¢, I'll still get by.” 


H. wasn’t bragging. Because smart 
farmers are producing more beef, pork, 
milk, poultry and eggs — per acre, per 
pound of feed, per day, with less work, 
than in 1947. 

Farming is still a good business for 
the farmer with enough land, enough 
equipment, enough production, enough 
capital, and enough brains—to make use 
of new discoveries, aids and methods. 

Farming is not a good business for 
the farmer with too little land, poor 
soil, inadequate capital and equipment, 
limited production. Or for the farmer 
who resists change, wants to stay put. 
And parity prices, soil banks, restricted 


acreage don’t help the farmer who 
doesn’t produce. 

While farm prices are down from 
their peak, nevertheless the 1955 per 
capita farm income is still above the 
average for 1946— 1950, which were 
years of farm prosperity. 

Despite farm prices, the 1954 Census 
of Agriculture shows an increase in 
farms earning $10,000—from 491,959 
in 1950 to 582,812 in 1954, a gain of 
90,850 or 18.5%! 

So farm buying power is better than 
ever—and so is Successrut Farminc! 

Three out of four SF subscribers are 
in the minority 39% that gets 88% of 


Merepitn Pustisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


the total US farm income. And the 
average farm cash income of the SF 
farm subscriber is around $10,000, and 
has been for several years. With more 


than 1,300,000 circulation, SF alone 
represents an $11 billion market! 


Fos the past ten years SF families 
have stepped up their living standards; 
rebuilding, remodeling homes, installing 
central heating, new bathrooms, modern 
kitchens; buying new furniture and 
furnishings, home appliances. They are 
choice prospects for every convenience, 
comfort, luxury — apparel, travel, cars, 
sports equipment, insurance, securities. 

SuccessruL Farminc has greater 
influence with the country’s best farm 
families, is needed to balance your 
advertising schedules where general 
media run thin. And can deliver a big 


quota of quality customers at low cost. 
Ask any SF office for the facts. 
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K&E’s Brady Blasts 
‘Mush-Gush-Plush’ Ads °3:"°:.".°.2" 


(Continued from Page 1) 
1932 could be detected “in at least 
a third, maybe in half of the auto- 
mobile copy that runs today. 

“They may or may not have 
been great ads in the roaring 20s,” 
he said. “The big question is: Do 
they make good models for you 
and me to be following in 1956— 
and from here on into automotive 
eternity?” 


Mr. Brady used the auto ad 
headlines: “Somewhere west of 
Laramie” (1923), “Look at all 


three” (1932) and “The penalty 


of leadership” (1915) to illustrate | 


his thesis. 


a Of Theodore MacManus’ long 
praised “Penalty of leadership” 
ad, Mr. Brady said: 

“Let’s grant that this is one of 


|the greatest headlines of all time. 
|Let’s also grant that here’s the 
jancestor of the 1,001 pompous, 
|pontifical stuffed-shirt brag-’n’- 


| papers. 
| “Does anyone here seriously 
|think that Old Man Public is ter- 
ribly interested in hearing that 
over and over again? 

“Probably the ad is also the 
progenitor of al] the millions of 


lines of automotive snobvertising. | 


You know the snob ads I mean— 


those descriptions of ‘your sense of | 


\noble exaltation—your feeling of 
lofty superiority to drivers of the 
lesser breeds of cars’—as you ‘boss 
the velvety might’ of the auto of 
autos.” 

Mr. Brady conceded that “Look 


Advertising Age, June 18, 195 


, “I have in mind the newspaper |script. They sound too darn silly 
ads that are still banging away on when read aloud. 
this theme. ‘Compare, compare,’| “As I said before, not all auto- 
they shout in gothic headlines: |mobile ads are following in the 
‘There’s no deal like my deal,’” he | footsteps of our three famous ads. 
said. |Please don’t take this as a blan- 
“There’s quite a bit of evidence | ket indictment. Furthermore, au- 
that this breed of ‘hard sell’ doesn’t tomotive advertising is not the 
work so hard any more. Some-|only field with a herd of superan- 
times it has about as much real) nuated sacred cows that are yield- 


punch as a cream puff.” 
Then Mr. Brady teed off on 
“Somewhere west of Laramie.” 
“I’d like to read those deathless 


ing pretty sour milk today. 

| “It’s happened in dozens of oth- 
|er industries that go in for heavy 
‘advertising. In the course of 


lines to you,” he said: 


| spending millions of dollars over a 
“‘Somewhere west of Laramie) long period of years, an advertis- 
there’s a bronco-busting, steer-|ing tradition grows up—a set of 
roping girl who knows what I’m' do’s and don’ts. 
| talking about. | 
| “She can tell what a sassy , 
|pony, that’s a cross between) 
greased lightning and the place) 


“Take tire advertising, for ex- 
ample. There’s the stereotype of 
the giant tire that fills the page. 


at all three” (“one of advertising’s| where it hits, can do with 1,100 
| greatest”) sold a lot of cars. It} pounds of steer and action when 


No tire ad is complete without it. 
|Or take this icebox-jam-packed- 


certainly added a phrase to the he’s going high, wide and hand-| ith food stereotype. What would 
American language, he said. a ‘the refrigerator industry do with- 
out that one? Now once a tradi- 
= “But here again, maybe it’s bet- # “Does anybody here know what tion has been firmly established, 
ter as a museum piece than as a that all means? I’ve never been | jt becomes sacrosanct. ‘ 
model for us to follow today. quite sure. Now mark this sudden) Try to break the holy rules— ; 
change of pace—from verbal sound try not to use the cliches—and the 
and fury to soft mood music. |whole weight of the conservatives 
“The truth is—the Playboy was/is mobilized against you. These 
built for her. 'myths and stereotypes may have 
_ “Built for the lass whose face | completely lost touch with con- 
1s brown with the sun when the temporary reality, but they are A 
day is done of revel and romp and | continually being used to clobber 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


It Happened 


race.’ the originality out of creative peo- 
“I offer ‘Somewhere west of ple. 
Laramie’ as the granddad of the) “And that brings us right back tt 
whole mush-gush-and-plush|to the subject of my address— J 
school of copy. Advertising has|«There Are Great Ads in Your Fu- h 
‘never been quite the same since | tyre.’ k 
. this happened in 1923. _ | “Yes, there are great ads in your 
“Here’s the origin of all the lilt- future, if—and this is a 1.000- 
at O essauer— or a ne ing, singing purple prose that you| point ‘if/—you have the boldness b 
perhaps see more of in car adver-|to challenge the worn-out rules fi 
. tising than in any other field.” | and find out whether they still s 
Then Mr. Brady offered a “mod- apply to today’s people. 3 
ern version” of “West of Laramie” | 
copy. It read: = “Sure there were giants in the ¥ 
: _  |good old days, but many of them - 
= “‘Fetch your husband’s pipe turn out to be gigantic bores in this ” 


Here's Wolf & Dessauer's lavish display 

of Carnation Fantasy linens and domestics 
just as they’re shown on the cover and 
inside the May issue of The American 
Home. It’s one of two windows they 
devoted to the promotion. They also tied in 
with spot displays, featured American 


and slippers, and tell him, ‘Darling, 


long, lithe and jaunty—the super- 
torque strato-fire variable-flow 
jet-atomic Playboy with automa- 
tion drive and double cross X-Y-Z 
member frame. I promise to drive 
you to the station in it each 


the way). 

| “‘Somewhere deep inside you, 
j}you have always yearned for a 
'rakish convertible like this one, 


ality. Mink coats are as much at 
home in these beauties as bathing 
suits. It’s the very shape of swift- 
ness sculptured in steel, of motion 
molded in metal. 

“‘And when you do put your 
foot down with a demand for all- 
out acceleration, you’re off like a 
Navy jet catapulted from a flight 
deck, eating up the ribbon of road 
in front of you. What was a hill 
has vanished. The scenery itself 
must be moving. The Playboy is 
lso alertly responsive it seems to 
lread your thoughts, so charged 
with verve and drive and “go,” 
your pulse will really rev up. Yet 
this tigerish power is as tame to 
|your touch as a purring kitten. 

“‘*What you get for your money 
here is all automobile and lots of 
it, beautifully brawny. It gives 
you a sense of pride and fulfil- 
ment like you've never sensed be- 
fore in wheeled travel. Surely you 
owe yourself the fun of finding out 
the gospel about the gait and glow 
your Playboy gives you. Accept 
our invitation to guest-drive a new 
Playboy some sunny day soon.’ 


I met my second love today; it’s | 


morning (and smile proudly all| 


with a pleasantly schizoid person-| 


;year of grace 1956. 

“Now I'd like to paraphrase an- 
‘other standard automobile head- 
line—‘The car of the future is here 
today.’ My paraphrase is: ‘The 
great ads of the future are here to- 
day.’ They’re on the networks and 
|in the magazines right now. 

“T don’t think most of us realize 
how much advertising has im- 
proved in the past three or four 
|years. It’s brighter. It’s sounder. 
| It’s in far better taste. 

“Once the really hot ads or com- 
mercials were as conspicuous as 
| that girl who dreams of herself in 
|all sorts of unlikely spots—in her 
|Maidenform bra. Now in a single 
|issue of Life you may encounter 
|10 or 15 ads you'd be proud to call 
your own.” 

Mr. Brady also criticized the 
executive who always is ready 
with a fast “no” to all fresh think- 
ing. 


|= “These master minds become the 


self-appointed high priests of con- 
formity. Their motto is: ‘Root out 
originality; kill off anything that’s 
the least bit different.’ Their un- 
varying strategy is retreat to the 
‘commonplace,” he said. 

“In our agency, we recently 
| wrote up a summary of our cre- 
| ative philosophy. We say, ‘Creative 
|freedom has one powerful friend 
|and supporter in business today. 
|This is the simple conquering of 
|the new,’” he said. 
| “The people get up every morn- 
ing fresh as bread, as new as wet 
|paint. They are plastic, ready for 
/new impressions, new thoughts... 
|The truth is, we all glory in the 


Jlome “How-to” Patterns. More and more / ‘ 
E ‘ = “Sounds a bit overwritten, new. As Americans, we not only 


| doesn’t it?” Mr. Brady asked. “Ac-| demand it—we regard the new as 
|tually, it’s a composite of sen-|one of our most sacred rights.” i 
tences or phrases from about 20| Mr. Brady also noted an up- 
different automobile advertise- | swing in ad quality in “the last 
ments, and they all appeared in|three or four years,” attributing 
the past 12 months. ‘the improvement to research, the 

“So the old Jordan Playboy lies Federal Trade Commission, “in- 
a rustin’ in the grave but its soul| creasing democracy in business” 
| goes mushing on. land the improved quality of man- 
“Incidentally, no tv writer ever power, “although a_ personnel 
dares put words like this into 4 shortage exists.” 


stores find it pays to go all out to back 
promotions of America’s all-home 
magazine— The American Home. 


See pages 52 and 53 for the complete American Home Story 
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Advertising Age, June 18, 1956 


Standard Milling 
Gears Service Ads 


to ‘Creative’ Baking 


Kansas City, June 12—With its 
sights trained on what it believes 
to be a “creative” baking trend, 
among housewives, particularly in 
the suburbs, Standard Milling Co. 
will launch in mid-June a service 
ad campaign in 150 dailies and 
weeklies to give tips on baking 
with its Aristos, Ceresota and 
Heckers’ lines of unbleached flour. 

Standard Milling’s research in- 
dicates “a trend to baking bread 


Through the 
Oven Door 


resota 
REPORTER 


Did you know that 


a useful kitchen stool can be made 


from an old cast-off high chair? 
Just remove the arms and tray 
holder. Then paint to match your 
kitchen color scheme. 
* . 7 > ” 
Do you use a glass to flatten dough 
for drop cookies? Try dipping 
bottom of glass in granulated sugar 
first. This prevents glass from | 
sticking to dough and leaves the 
sugar sparkling on the cookies. 
7 . * * . 


An old farmer of m ears a 


Wiener Wrap-Arounds 

For the pastry, use 2 cups sifted un- 
bleached Ceresota flour, | tsp. salt, 4 
tsp. single (or 3 double) action baking 
powder, 2 cup shortening, %4 cup milk. 
For the filling, you need 8 wieners, pre- 
pored mustard. Can also use pickle rel- 
ish, if desired. 

Sift flour, salt, baking powder into 
bowl. Cut in shortening to consistency of 
coarse meal. Add milk. Stir until just 
blended. Knead slightly on floured 
board. Roll dough out V4 inch thick. Cut 
in 8 squares. Spread with mustard, 
pickle relish. Place wiener on each. Roll 
up. Pinch dough together. Bake at 425 
degrees F. for 15-20 minutes until 
browned. 


(eresota 


Unbleached Naturally White 


Look for valuable | 
coupon 


c= j with every bag | 


 — 


| 
| 
| 


C62 


HELPFUL—A series of 200-line ads in| 
editorial column form, soon to be 
run in 150 dailies and weeklies by 
Standard Milling Co., will give 
housewives helpful household | 
hints, baking tips and reasons why | 
they should use unbleached flour 
in “creative” baking. 


and pastry from scratch, partic- 
ularly among housewives in the 
suburbs. They do it,” Standard 
Milling believes, “not particularly 
to save money—although that 
seems to be one of several motives. | 
They bake primarily because it! 
makes housekeeping more crea- 
tive.” 

Going along with the trend,| 
Standard Milling’s ads will run in 
the form of 200-line editorial col- 
ummns carrying household tips, rec- 
ipes and promotion of the merits 
of unbleached flour and “the satis- | 


faction of making as well as bak- | 
ing.” 
| The same copy will appear in all| 
‘ads, except for changes in signa-| whem it’s 


| tures—Aristos is sold in the Mid- 

| uar > te w 

west; Ceresota is primarily a Chi-| cum ¥ be AS; > : im June or ny 

cago and Milwaukee brand, and ' oF ? 
Siiciean? ts ashe tn eer Gace and ty %,, our WET proofs are always DRY! 


|New England. 

The newspaper campaign, the 
first continuous one ever launched 
by Standard Milling, will get na- 
tional magazine support beginning | 
in August with color page inser-| 
|tions in Woman’s Day and Family | 
Circle. The magazine ads will ap- 
pear monthly through June, 1957. 
The whole campaign will repre- 
| sent a substantial increase in the) 
|company’s ad budget for the com- | 
ling business year, Standard Mill- | 
|ing says. Handling the campaign is 
|Standard Milling’s new agency, 
| Potts-Woodbury Inc., Kansas City, 
which was recently named to the | 
account in place of both Jamian 
Advertising & Publicity, New York, | 
and Allmayer, Fox & Reshkin, 
Kansas City, who previously 
shared the account. 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 
to roll off our four color proof presses during the most humid days. 
To you production men this means meeting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 
Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Llinois 
Phone EAstgate 7-9220 


photoengravers 


Skilled operators of the imported Klimsch Process camera — makes the best negatives in the world. 


County Seat— 
Mississippi County 


75 miles from Memphis 


Number of families 
4,099* 
Effective buying income 
$23,252,000** 


Retail sales 
in five classifications 


$18,918,000** 


FAMILY COVERAGE 


Combined 
Daily Circulation 


59.2%**" 


Sunday 


62.8%" 


Number Six of a Series Reflecting the 
Economy of the Mid-South. 


* 1950 Census 
nee ’ |? iaiealaaies Survey of Buying Power 
A.B.C. 


+e 


Another $18,000,000 of Retail Buying 
Effectively Covered By CAPS 


Cities such as Blytheville, Arkansas, buying center of a rich agricultural area, 
spotlight the nation's [0th wholesale market. CAPS gives you Memphis—plus 
many, but many, of these plus markets that in the aggregate mean a tota! 
market in excess of two billion dollars. 


Two Dailies and The South's Greatest Sunday Newspaper 


THE = AM es MEMPHIS Pris = 


SCRIPPS-HOWARD NEWSPAPERS 
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See pages 52 and 53 for the complete American Home Story 


102 
NBBB Bulletin . 


Suggests Code for 
Weight-Cutting Ads 


New York, June 12—A bulletin 
suggesting that all advertising for 
alleged weight reducing pills dis- 
close the fact that a “plan” must 
be followed in order to reduce, 
has been issued by the National 
Better Business Bureau. 

In the interest of avoiding de- 
ception in the advertising of al- 
leged weight reducing products, 
the bureau has recommended to 
media seven minimum standards 
for copy acceptability. Among 
them: 


1. When a weight-reducing pro- 
gram involves a “plan” as well as 
‘a product, the advertising should 
“clearly and conspicucusly” indi- 
cate that a “plan” is involved and 
“should not state or imply that 
use of the product alone will cause 
weight reduction when such is not 
a fact.” 

2. Advertising “should clearly 
reveal that a restricted diet is part 
of the plan, when such is the case.” 

3. Reducing plans calling for 
low-calorie diets should not be 
referred to with phrases such as 
“easy,” “eat all you want,” 
the foods you want,” etc. 

4. Appetite-curbing or hunger- 
appeasing claims for substances 


| Joseph H. Mintzer, formerly with | 


“eat | 
|rector, and Ken Kearns also pre- 


/goes Musning on. | 
| “Incidentally, no tv writer ever | 
‘dares put words like this into a 


sessing those values must be sup- 
ported by competent clinical proof. 

5. “Advertising should avoid ex- 
aggerated and deceptive claims of 
specific weight losses within spe- 
cified periods.” 


Grey Appoints Four 

| Lawrence Fertig & Co., and Mar- 
|jorie Camp, formerly with Batten, | 
|Barton, Durstine & Osborn, have 
|joined Grey Advertising Agency, 
| New York, as copywriters. Nicholas 
Geraci, formerly with Biow Co., 
has joined the agency as an art di- 


viously with Biow has joined Grey 
as a timebuyer. 


not generally recognized as pos- | 


SURE STRIKE! 


Manafacturers of fishing tackle ana related lines 
can't miss getting bigger strikes from advertising 
i top specialized book covering 
11,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


in FTTN — the 


-McGavren Opens Offices 


| 


WILMETTE 
ILLINOIS 


|and the Chicago office is at 612 N. 


McGavren-Quinn Co. West Weinberg Scott 


@ |Coast station representative, has 
|}opened offices in New York and 


: : YANKEES AlL—Mickey Mantle, New 
Chicago and named Jack Davis as y es ave 


eastern manager. The New York 


office is located at 33 W. 42nd St.,, “Pacesetter” auto mirror, held h 


Milton Putterman, Yankee Metal 
Michigan Ave. 


It Happened 


at Strawbridge & Clothier 


PHILADELPHIA, ARDMORE, JENKINTOWN, PA.; WILMINGTON, DEL. 


Strawbridge & Clothier, Wilmington, adapted the American Home May cover 


Mantle 

D. Putterman 
York Yankees, will spark a testi- 
monial ad and promotional campaign for Yankee Metal Products’ 


and the improved quality of man- 
power, “although a_ personnel 
shortage exists.” 


Advertising Age, June 18, 1956 


B. Putterman H.Putterman 


ere by Dickie Putterman, son of 
vp. Also in the picture are Pete 


Weinberg, account executive, Friend-Reiss Advertising, New York; 
Frank Scott, Mr. Mantle’s business manager; Benjamin Putterman, 


chairman of the board, and Harold Putterman, president, Yankee 


Metal Products, 


Norwalk, Conn. 


Elaborate Kit for 
Bakers Promotes Use 
of Waxed Paper 


Cuicaco, June 12—A complete 
merchandising and promotion kit 
for bakers, prepared by the Waxed 
Paper Merchandising Council, is 
the latest weapon designed for the 
makers and purveyors of waxed 
paper in the battle of the wraps. 

The kit, which will be distrib- 
|uted after June 15, is an elaborate 


‘collection of data and instructions | 
$1,000,000 this year in its over-all 


covering nine categories of adver- 
tising and marketing: radio, news- 
|papers, films, mailings, displays, 
| publicity, promotions, sales “pluss- | 
les” and new wrappers. 

The council has distributed cop- 
lies to the sales managers of mem- 
\ber companies for use by their 
|waxed paper salesmen. The kit 
|will be sent to any of the 13,000 
bakers on the council’s mailing 
list on their request. No broadside 
distribution will be made and the 
|council is relying on its trade ads| 
land word-of-mouth recommenda- 
tions by paper salesmen. 


| 


s The kits supplied waxed paper | 
salesmen are bound in an easel- | 


type, loose-leaf binder to allow for 
insertion of additional pages. The 
version sent the bakers is in a 
spiral binding with each section 
tabbed for quick reference. 


| 
| 


| 


for this exciting window display. 


Four Strawbridge & Clothier stores 

devoted two windows to the May American 
Home Carnation Fantasy merchandise. The 
main store in Philadelphia displayed a room 


setting directly in front 


concourse—best traffic area in the store. The 
branches did other room settings, too, and all 
stores used many spot displays. Francis 
Macklin, Divisional Merchandise Manager 
says, “Our participation in the Carnation 
Fantasy Promotion for The American Home 


proved to be one of the 


display-wise, we have ever undertaken, and 
had good customer acceptance.” 


of the elevator 


best-looking, 


For those bakers who want only | 
one or a few sections, the council 
will supply them singly in index | 
folders for easy filing. Field rep-| 
|resentatives of the council are busy | 
this month making personal pre-| 

the major bakers | 


| . 
jsentations to 


around the country and will work 
with them on special promotions. | 

Each section is highly detailed 
land basic. Promotions, for ex- 
‘ample, are first defined: “For our 
purpose sales promotion is a co- 
lordination of the efforts of your 
selling organization, your adver- 
tising, your research, your public 
relations to make your brand in 
|demand at the point of purchase.” 


|# Radio and television commer- 
cials, direct mail letters to retail- | 
lers, a newspaper mat service, pub- 


so complete a kit for an industry 
and it’s hard to anticipate de- 
mand.” 


s Mr. Herman says the council 
probably will produce more such 
kits for “other industries” like 
frozen foods, biscuit and cracker, 
candy and cereals. The bakers 
were selected first because they 
represent the biggest single indus- 
try user of waxed paper. About 
82% of all white bread made is 
wrapped in waxed paper, accord- 
ing to Mr. Herman. 

The council will spend about 


promotion efforts. 
Ruthrauff & Ryan. 


Its agency is 


Union Bag & Paper, 

Camp Mfg. Plan Merger 
Directors of Union Bag & Paper 

Corp., New York, and Camp Mfg. 

Co., Franklin, Va., have approved 

in principle a plan for a combina- 

tion. Under the proposed plan the 


|two corporations would either be 


merged, or the assets of Camp 


| would be acquired by Union in ex- 


change for stock of Union and the 
assumption by Union of all Camp 
liabilities. In either case, Camp 
shareholders would receive 1.75 
shares of Union Bag stock for each 
share of Camp stock. Union share- 
holders would retain their present 
stock. A special meeting of camp 
stockholders will be called to ap- 
prove the proposal. 

The combined company would 
be named Union Bag-Camp Paper 
Corp. During the first 12 weeks of 
1956, Camp sales were $6,859,149, 
with a net income of $987,577—an 
increase of 60.6% a share over 
earnings in the comparable period 
of 1955. Union Bag sales in the 
first quarter of this year were 
$34,415,152, with a net income of 
$4,516,880—an increase in per 
share earnings of 34% over the 
same period in 1955. 


Sadler Joins Seaquarium 

W. Howe Sadler, formerly direc- 
tor of the Florida State Advertising 
Commission, has been appointed 
director of press and public rela- 
tions of the Miami Seaquarium. 
Mr. Sadler, previously with Mc- 


|licity releases, floor and window |Graw-Hill Publishing Co. and 
displays which can be ordered | Robert Otto & Co., succeeds Robert 
‘from the council and other sales|J. Eastman, who resigned to or- 
‘aids are described and illustrated | ganize his own movie and publicity 


|in the kit. 

| The council’s executive director, 
|Laurence C. Herman, says that 
1,000 of the kits have been print- 
led so far and another 500 are in 


preparation. “We have no idea 
how many of these kits we'll 
need,” says Mr. Herman, “but 


we’re prepared to supply all bakers 
who ask for them. This is the 
council’s first effort in producing 


business. 


Hartman Names Whitehead 
Thomas F. Whitehead has joined 
George H. Hartman Co. as copy 
director in charge of all media for 
both the Chicago headquarters and 
New York office. Mr. Whitehead 
previously was with the creative 
departments of MacFarland, Ave- 


yard Co. and Schwimmer & Scott. 
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ipes and promotion of the merits 
of unbleached flour and “the satis-_ 


= 


\dvertising Age, June 18, 1956 


Floridians Get 
Hot Under Collar 
at Du Pont Ad 


(Continued from Page 3) 
test months of 90°, Mr. Swalm 
said: 

“It is always difficult to assess 
damages in a case of this nature; 
conceivably they could run into 
millions. 

“Your advertisement is not like 
a comment in the news columns of 
a newspaper or magazine, where a 
retraction is possible. Therefore we 
are turning this correspondence 
over to our attorney for further 
study as to what specific line of 
action should be taken.” 

A letter from the head of the ad- 
vertising and promotion division of 
the Florida development commis- 
sion was directed at the unsuspect- 
ing editor of Life in this vein: 

“We feel that the force of scien- 
tific truth regarding the fiber is 
rendered nil because of the high 
degree of inaccuracy in the accom- 
panying map in which, by picture, 
you seem to give to Life readers 
the impression that the average 
temperature in Florida in the sum- 
mertime is 105° . . . Nothing could 
be further from the truth.” 


s Meanwhile, Mr. Greenewalt 
turned over Mr. Swalm’s missive 
to W. E. Gordon, Du Pont adver- 
tising director. Mr. Gordon’s reply, 
in part: 

“...It was the cause of a good 
many red faces...Our first reac- 
tion—hop the next train to New 
York and personally attend the ex- 
ecution of the copywriter. ..Our 
second thought was to personally 
attend to the execution of this 
nameless individual. 

“I know the agency would have 
all kinds of excuses if we asked for 
an explanation of this ad. I think 
it is better to face the fact that the 
agency is so used to adding a 15% 
charge to everything it does that in 
this case they automatically added 
15% to the temperature. As you 
can see, the 15% would almost ex- 
plain the difference between the 
90° average mentioned in your let- 
ter and the 105° shown in our ad. 

“...We do regret...the human | 
element being such a factor. . .we | 
appreciate your calling our atten- 
ion...” 


® From Batten, Barton, Durstine | 
& Osborn—strangled sounds, fol-| 
lowed by a barely audible, “No | 
comment.” 

P.S. At the moment, Du Pont) 
and the agency are in receipt of 
nine or ten letters from hot and 
bothered Floridians who saw the 
Life ad. One thing they have in 
common. Reads something like 
this: “We'll sue.” 


Four Magazines Coordinate 
on Home Improvement Push 

Practical Builder, Building Sup- 
ply News, Farm Journal and Town 
Journal are beginning in their June 
issues a continuing program of ed- 
itorial and promotional coordina- | 
tion on a home improvement) 
theme. Each of the non-compet- 
ing magazines is publishing sev-| 
eral stories that the other publica- | 
tions in the group are running in) 
versions tailored to the special in-| 
terests of their own readers. 

Part of the purpose of the plan) 
is to offer manufacturers the | 
means of adapting a single mer-| 
chandising program to home 
owners, builders and building ma-_ 
terial dealers. 


Edwards Agency Adds One 

Edwards Agency, Los Angeles, 
has been appointed to handle ad- 
vertising for Wilshire Club Bev-| 
erages, a product of Globe Bottling | 
Co., Los Angeles. 


|Des Moines Adclub Elects | 


Johnhenry Schweiker, sales pro- 
motion manager of WHO and 
WHO-TV, has been elected presi- 
dent of the Advertising Club of 
Des Moines. Richard Lee, manager 
of local display advertising of the 
Des Moines Register & Tribune,' 
has been elected vp in charge of 
programs for the coming year. 


R&R Adds Baash Ross 

Baash Ross Tool Co. has ap- 
pointed Ruthrauff & Ryan, Hous- 
ton, to handle its advertising. | 
Baash Ross, a division of Joy Mfg. | 
Co., makes oil well drilling equip- | 
ment, and is moving to Houston} 
from Los Angeles. Dozier-Eastman, | 
Los Angeles, formerly handled the | 
account. 


SCRIPPS. HOWARD 


Phone Coincidental, 
Diary Ratings Vary 
Little, ARB Finds 


June 12—Ameri- 
can Research Bureau this week 
announced the results of a tele- 


WASHINGTON, 


phone coincidental cross-check 
made on its regular diary tv rating 
surveys in eight cities. 

The ratings provided by the two 
techniques showed only a slight 
variance. 

“In 67.5% of all the cases, the 
difference between the diary and 
coincidental rating was less than 
1.5 rating points and in 83.8% of 
all cases, it was less than 2.5,” Mr. 
Seiler said. 

The study, conducted from May, 


NEWSPAPERS | 


'1955 to April, 1956, sought to de- 


termine the amount of agreement 
or disagreement between ratings 
furnished by the diary system and 
by the coincidental method. Sam- 
ples were selected from telephone 
directories. 

ARB explained that the $25,000 
research project was undertaken 
to answer these two basic ques- 
tions: 

1. How does one know that the 
viewing habits of families refusing 
to keep the diary record aren’t dif- 
ferent from those who do cooper- 
ate? 

2. How does one know that the 
cooperating families keep a com- 
pletely accurate record? 


s James Seiler, director of ARB, | 
noted: “If these questions can be, 


ecm 


103 


answered with evidence acceptable 
to the true research technician, the 
diary will come fully into its own 
as a basic and thoroughly accepted 
research tool.” 

ARB has forwarded the results 
of the study to the Advertising Re- 
search Foundation, which for 
some time has been looking into tv 
research methods. Highlights of the 
study also have been presented to 
advertisers. 


O’Briens Operate WCNX 
Richard J. O’Brien has resigned 
as vp of Bankers National Life In- 
surance Co., Mohtcilair, N. J., to 
take an active part in the opera- 
tion of WCNX, Middietown, Conn. 
He and his brother, William, own 
the station and now will serve as 
co-managing directors. 


they Buy 


@ Let’s bring the Indianapolis market into focus. 

Case in point: photographic equipment. Sold in jewelry 
stores (Indianapolis sales, 67.7% above national average), 
drug stores (86.3% above), and department stores (a 
whopping 149.2% above!)* . . . all of these, plus the 


regular photo shops! 


Reason: In Indianapolis, papa brings home more bacon 
... and folks are in a confident, spending mood! 

In short, we’re having a wonderful time. Wish you 
were here . . . getting your share of the profits. Here are 
other important facts about this moneyed market: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


, 1954, S$ 


dard Rate & Data Service 


*Consumer Income S 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS a ald 


More because they Have More! 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy... 


unsurpassed for diversification and 


balance of industry and agriculture. 


> It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market 


data today. 


IN INDIANA 


| e 
6g é: 
———s = i 
| —| | 
| BBR Raa as te i : I a a a > 
SNM, erly, 
| 5 _' _,_ 00 — = FEW 
} Ne cane aE an : ni 
| ——— (a) > wee Rte 
| come | 4 Hat ) # ‘; é ne J —_ 
(O} : ; 2. = il 3 oe ps 2. ° es 
| 2 3 = > i a ee oo” I ? 
. ; ; , co Oe | | Jo I ~ | lay ee 
ey | . i=" _« a ‘ 4 ro ” wee Hy Ce de ) | - i 
Se ve he be a &§ 
wee led o ey we S eS i \ ’ 5 - “a “is 
 —s S 4 <a i ey nate + ; ‘oa 
a ' Gee # 3 . 353 
~ ag SP = - ' = 
“a gets mila t Ms 
—_— eC & 
m m Ae ii ae - e.-2 | 
’ ~ ) “ & \y ae ‘ 
a 1 /, a: aa is ig ss {3 
og ® ND. , wn fF ss eA ‘¢ PAO 42 
S 4 ‘ ne Ne S 
! | \ AN AP ° = =< —— 4 Su 
| IN IND % 
{ : 
) 
| SS a 
ee ra rE gr : 
} ; 
——— ee 
| ee rE : 
an, Tig 24 
| ES opie ent EE | 0 Md aed bat Sedan —— wines | 
; = iy a Me Chey . 
: es 4) Wf: 
a re _ : i ie . @ oS 
BE — Or a fc 


Cook Chemical Ofters $25,000 to Finder 


Of ‘Super-Bug’ Its Real-Kill Can't Kill 


Kansas City, June 12—Cook 
Chemica! Co. has slated an unprec- 
edented $1,500,000 ‘budget for a 
three-pronged drive for Real-Kill 
household insecticides. This rep- 
resents about 20% of estimated 
sales for 1956. 

Campaign goals are to (1) 


will largely determine the success 
of the first two. 

The summer campaign revolves 
around a nationwide hunt for a 
“super-bug”—$25,000 will be paid 
to the first person who can deliver 
to a designated laboratory a house- 
hold bug that does not die after 


broaden the insecticide business as| being sprayed with Real-Kill. If 
a whole, (2) expand distribution|no one comes up with a “super- 
of Real-Kill on a market-by-mar- ‘bug” by contest closing time, the 
ket basis and (3) alert the con-/$25,000 will be donated to the 
sumer that insect control is a year| Damon Runyon Cancer Fund. 
‘round job, not just a seasonal one. ; 

This third phase, according to|# To advertise the contest, the 
Ralph G. Martin Sr., president, is | company has scheduled 554,465 ad 
the major effort; its effectiveness lines in 229 newspapers in 206 


Imprinting-—our specialty! 
@ Magazines “ @ Beoklets 
@ Catalogs @ Folders 

Mail sample for Quotation or Phone us to Call 


CHICAGO 7 


, 
s 
IMPRINTING, Inc. ““ssepecke 32050 


market areas; 50 three-quarter- 
page ads in 11 regional and nation- 
al trade papers; and 4,968 lines, 
plus 16 half-page ads, in military 
publications. 

Point of sale material includes 
display racks, cardboard hanging 
mobiles, display fixture cards, 
and Real-Kill acetate window 
signs. 

Allmayer, Fox & Reshkin Agen- 


case display cards, shelf talkers | 


‘WWDC Is Leader 
Among 30 Winners 
in RAB Competition 


New York, June 14—Thirty 
| winners in ten advertising catego- 
ries were selected this week in 
the fourth annual “Radio Gets Re- 
sults” contest staged by the Radio 
Advertising Bureau. 


Advertising Age, June 18, 1956 


‘This Gece Cleaned and Premed by 
(CHESTERFIELD LAUNDRY @ CLEANERS 


Wall plaques will be sent to 


cy, Kansas City, is Cook’s agency. 
winning stations and advertisers. 
Dodge Advances Shu A clock radio will be presented to 
Richard L. Shugg iy * been | the station man who submitted the 
named sales promotion manager of _ winning entry in each category. 
the Dodge division of Chrysler The first, second and third place 
Corp., Detroit. He formerly was winners in order, as announced by 
assistant regional manager in Pitts- |Sherril Taylor, vp in charge of 
burgh and a district sales manager Promotion for RAB, are: 
in Tampa and Jacksonville. Apparel—WWDC, Washington 
| (Kopy Kat); KBIG, Hollywood 
Grill Joins Admiral | (Kelly-Bilt Clothes); WPEN, Phil- 
oo S. Grill, formerly as- adelphia (Ridgeway Stores Inc.) 
sistant to the advertising manager | _ Ur®s & Grocery Stores—WKNE, 
of Formfit Co., has been appointed 


Keene, N. H. (O. K. Fairbanks Su- 

; ; WDVA, ille, Va. 

|assistant sales promotion manager | thee eB Seca A. > 

‘for appliances of Admiral Corp., Oyiahoma City (Standard Food 
Chicago. Markets). 


It Happened 


at Joseph Horne Co.—Pittsburgh i=" "= 


This is the way the Joseph Horne Co. 
duplicated the American Home May cover, 
called Carnation Fantasy, in a wide and 
striking window display. Item for item, 

it’s exactly the same. They featured 
American Home displays and merchandise 
inside the store—promoted American Home 
“How-to” Patterns for the draperies and 
headboard. To the left, their big, two-color 
Carnation Fantasy ad. This is typical of 
the way big stores tied in with merchandise 
promoted by this big-circulation magazine. 


Automotive—WWDC, Washing- 
ton (Standard Pontiac); WMIK, 
Middlesboro, Ky. (Howard Chev- 
rolet); KBIG, Hollywood (Avalon 
Motors Co.). 

Home Furnishings—KROW, 
Oakland, Cal. (Jackson Home Fur- 
nishers); WPEN, Philadelphia (Si- 
lo Discount House); KBIG, Holly- 
wood (McMahan’s Furniture Co.). 

Department Stores—WRFC, 
Athens, Ga. (Gallant-Belk Co.); 
WHAM, Rochester, N. Y. (Sibley, 
Lindsay & Curr Co.); WEJL, 


Financial—_WEMP, Milwaukee 


WHITE SPACE—Complete copy of this 
three-column ad says, “This space 
cleaned and pressed by Chester- 
field Laundry & Cleaners.” It ap- 
peared in the Advertiser, Chester- 
field, S.C. 


(Bache & Co.); WJTN, Jamestown, 
N. Y. (First National Bank of 
Jamestown). 

Housing Materials—WMBD, 
Peoria, Ill. (Crowley Bros. Plumb- 
ing); WMIK, Pineville, Ky. (Bran- 
denburg & Gibson); KEX, Port- 
land, Ore. (Henry Black & Co.). 
Specialized Services—KXA, 
Seattle, Wash. (Standard Radio & 
Record Co.); WWDC, Washington 
(Eddie Leonard Sandwich Shops); 
KBIF, Fresno (Imhoff’s Yardstick 
Yardage Store). 

Jewelry—KGBC, Galveston, 
Tex. (Zale’s Jewelry); WMIK, 
Middlesboro, Ky. (Lefevers Jew- 
elry); WKNE, Keene, N. H. (Si- 
mon’s Jewelers). 
Miscellaneous—WHAM, Roches- 
ter, N. Y. (King’s Country Sau- 
sage); WMBD, Peoria, Ill., (Pro- 


ducers Dairy); WGBF, Evansville, 
Ind. (Holland Custard & Ice Cream 


(Marshall Co.); WOR, New York | Co. 


| 
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| Rank Prog 
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Dragnet (Chesterfield, NBC) 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


| Nielsen Radio 
Two Weeks Ending May 12, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


2 Our Miss Brooks (Toni, CBS) 
3 You Bet Your Life (DeSoto-Plymouth, NBC) ..........cccccccccessceseeeseeseeseeneeenee 
4 PE ee I I GI cicicssnseapecessceentvosserstccnresotonansencesane 
5 News & Gene Autry (Wm. Wrigley Jr. Co., CBS) 
6 peer etree Gare Ge CD caccscecstsnesesovensecenesocsnvsvsseccescavestcssoseeses 
7 People Are Funny (Gillette Co., NBC) ........ccccccesccessersceseeesesseeseessenteeneees 
8 Truth or Consequences (Participating, NBC) ............ccccccccsseseeseesenennee 
9 Edgar Bergen (Brown & Williamson, CBS) ..........ccccccccccscssceseeseneenersenenns 
0 True Detective Mysteries (Participating, MBS) ............cccccccccceceseeeeeeneens 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (710) 
| 1 News of the World (Miles Labs., NBC) ..............cccccccccccccecceesseeessseennennennne 1,419 
2 One Man's Family (Participating, NBC) .............cseseeseesenseneneneneneneeens 1,372 
3 Lowell Thomas (Delco Batteries, CBS) ..........:ccccccccceserecennseesseenseeenernenees 1,088 
| WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,183) 
1 I ean celltaticentiilicinsennapenbetoadeilbahanoetninianen 1,797** 
2 Wendy Warren (Standard Brands, CBS) ...........c-ccecccscsseeeeneeneeentenen a 
3 Wendy Warren (Philip Morris, CBS) .........:.:ccceeeersennneeneereneneennenenennennes 1,797 
4 Wendy Warren (Hazel Bishop, CBS) 
5 ee I cssicanicnnibaisalnciinclipspidhdiimniiptantretaiindicoumeeentaicinien 
6 Guiding Light (Procter & Gamble, CBS) ...........ccccccseeereesenernensensnnnens 
7 Arthur Godfrey (American Home, 10:30, CBS) 
8 Arthur Godfrey (Camp CBS) 
9 Young Dr. Malone (Tomi, CBS) .......-.---:sceseseeeseneenseensessneensenenenssnnneneenes 
10 Young Dr. Malone (Tomi, CBS) ..........ccssseserssnsnsnsrsesssenssesresssnsssnstensesesees 
| DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (474) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) ...........cccccccscceseeeseeneeenenennnnee 1,041 
2 Robert Trout-News (Chevrolet, 10, CBS) ........:.cccccccsccseseceseeenseernennenennneenes 851 
3 Phowe Giiiins Hallie. Bi CODE) ccccsicecceressicstrsseionecsnssccscoscespeccssoousnseneesososesevees 851 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (662) 
1 Gunsmoke (Liggett & Myers, CBS) ..........crsesesesesnnnnenrsenensenenensnanareeeenns 1,561 
2 Robert G@ Lowls (Milnor, CBS) ....0..c0ccccsscresscoserssosseoseccscerensessosseeseonsonsesasscses 1,277 
3 Allan Jackson-News (Chevrolet, 12, CBS) ........:cccccescseserserrenenenenerenenennenes 1,230 


See pages 52 and 53 for the complete American Home Story 


| *Number of homes is based on 47,300,000, the estimated May, 1956, total U.S. radio 
homes. 

+Homes reached during all or any part of the program, except for homes listening 
only one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute 
| programs, home listening one minute or more are included. 

**Rating is for Tuesday and Thursday of the second week, Monday and Wednesday 
of the first week. 

tRating is for Tuesday and Thursday of the first week. 

#Rating is for Monday and Wednesday of the second week, Tuesday and Thursday 
of the first week. 

| Rating is for Thursday of both weeks. 
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Earnings of Magazines May Grow 85% 
In Next 3-5 Years, Bernhard Predicts 


(Continued from Page 3) 
such literature, 
because it is more profitable to the 
seller than are the most sophisti- 
cated periodicals. 

“To counteract this, publishers 
have been forced to build up cir- 
culation by offering subscriptions 
at low prices and to advertise 
heavily to promote their maga- 
zines.” 

Pointing out that advertising 
volume has grown steadily over 
the past five years, notwithstand- 
ing temporary reversals in major 
economic indicators, the survey at- 
tributes this largely to the fact 
that “advertising technology has 
improved considerably, and that a 
new medium (television) has come 
along and given advertising peo- 
ple the opportunity to demonstrate 
the dollars and cents value of ad- 
vertising. 


s “While there recently have been 
shifts of opinion as to the relative 
merits of the several media,” the 
survey says, “it seems certain that 
the usefulness of advertising has 
been improved. Company after 
company is allocating a larger pro- 
portion of sales revenues to adver- 
tising. 

“On the assumption that recent 
trends will persist—and there has 
been no evidence to the contrary,” 
it says, “we project gross advertis- 
ing revenues to an average $13.5 
billion three to five years hence— 
50% above the 1955 level. 

“Because of the recent shift in 
the opinions of advertisers as to 
the relative merits of the various 
media,” the survey says, “prospects 
for the publishing companies ap- 
pear better now than they did 
three months ago. 

“Since that time, advertisers of 
big-ticket items, such as automo- 
biles, have begun to question the 
value of television as a medium for 
selling their product. Several have 
decided to cancel their sponsorship 
of tv shows. Even in the first quar- 
ter of this year, the rate of growth 
of tv advertising had begun to 
decelerate. 


& “We do not expect that adver- 
tisers reducing their tv program 
outlays will cut their over-all ad 
budgets. Rather, we would assume 
a transfer to other media,” the sur- 
vey says. 

“The possibility of radio gar- 
nering a share of the increase 
seems rather remote,” it says, 
pointing out that “while total ad 
volume has risen 26% since 1952, 
radio ad revenues have shrunk 
13%. 

“It would seem reasonable to 
estimate a larger share of the ad- 
vertising business for newspapers,” 
it says. “However,” the survey 
notes, “there is at present a short- 
age of newsprint which is prevent- 
ing newspapers from accepting as 
much advertising as they could 
if newsprint supplies were ade- 
quate. 

“It now appears,” the survey 
says, “that the shortage of news- 
print cannot be alleviated within 
three to five years. 

“Although direct mail and other 
forms of advertising will enjoy 
greater use by that time, a large 
share of the increase in ad reve- 
nues we project for 1959-61 seems 
likely to accrue to the magazine 
publishers. We visualize magazine 
revenues of $1.2 billion, an ad- 
vance of 65% over 1955, compared 
to a projected 50% rise in total 
advertising expenditures. 


® “While publishers’ mailing, wage 
and material costs probably will 
continue to increase,” the survey 
says, “higher space rates and in- 
creases in linage on the one hand 


,and more efficient operations on 
quite probably | 


TIMES SERVICE WEEKLIES 


The attention getting power of the TIMES SERVICE 
WEEKLIES is proved by the fact that they are 
preferred by Armed Forces Personnel 2 to 1 over 4 
all other military publications combined. 


This tremendous reader-interest by officers, enlisted 
men and their dependents means near saturation 
coverage of the fabulous $8 billion military market. 


Whatever you're selling whether a defense contract 
to top echelon or toothpaste to the recruit — your 
message in the TIMES SERVICE WEEKLIES 
will get the attention of the right man in uniform. 


*A recent survey showed readership among OFFICERS to be 
more than five times greater than the total circulation of the next 
nearest publication. 


the other are likely to more than 
compensate for the additional 
costs.” 

The survey also notes that di- 
versification into other media and 
businesses augurs well for maga- 
zine publishers on the whole. It 
projects an average gain in mag- 
azine advertising volume for the 
next three to five years of 54% 
above 1955 levels, and it expects 
earnings to score an 85% increase. 


all ranks come to ATTENTION for the 


Write for rates, copies, and new market data book, “Timely Facts”. 


ARMY TIMES PUBLISHING CO. 2020 M. St. N.W., Washington 6, D.C. 
U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


AAAN Elects Leonard Sive 
Leonard M. Sive & Associates, 

Cincinnati, has been elected to 

membership in the Affiliated Ad- 


vertising Agencies Network, bring- 
ing total membership of the group 
to 39 agencies in 43 cities of the 
U.S. and Canada. 


ARMY TIMES « AIR FORCE TIMES « NAVY TIMES 
* U.S. COAST GUARD MAGAZINE « 


Telide ts bite theses... 


Ninth largest port in the U. S., Toledo is the center 
of a billion-dollar market now. What will it be when 


the St. Lawrence Seaway is completed? Keep your 


sights trained on Toledo, the key to the sea. 


...and the BLADE-TIMES is the key to the 


BILLION DOLLAR 
TOLEDO MARKET 


To open the door to the billion-dollar Toledo 


market you must use the proper key—and 


that’s the Blade-Times. There are no 


duplicate keys. 


a that is 10th in the U. S. among standard metropolitan 
y areas in per family income 

Ist in the U. S. in home ownership among cities of its size or larger 

lst in Obio in farm income (ABC Retail Trading Zone) and in 

average weekly industrial wage, 2nd in Ohio in average weekly wage 

for i euplapanent 


3rd among Ohio's leading markets in automotive, food, drug store, 
home furnishings, liquor and total retail sales. 


And with all this: marketing assistance that adds grass roots impact to your campaign. 


o* 


TOLEDO TIMES 
Morning 


REPRESENTED 8 Y 


MOLONEY, REGAN & SCHMITT, iwc. 
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The Voice of the Adverti ; 

e ce veriiser } 

| k 

This department is a reader’s forum. Letters are welcome ¢ 

Puts a Pox on Martineau's advertising WPA, who's going to| boast of competing accounts on all | 

"WPA tor Copy People’ interpret the research gobbledy-|local tv outlets at one and the| V SN 
gook so that artists who can’t read ily 


To the Editor: 
Martineau! 

Nothing could make this usually 
sensible researcher look sillier than 
to don the robes of a prophet. 


A pox on Mister 


Pictures attract, words repel, in- | 


deed! What words? What pictures? 
Writers who know their business 
can make either one attractive or 
repellent. 

Somebody should tell this cookie | 
about a gent named Shakespeare. 
Or give him the title of the world’s 
best selling book—which is all| 
words. 


True, you won't find to many) 
comparable examples of words at| 
work in today’s advertising—but if | 
you banish all copywriters into an’ 


know what guzinta the picture? 

Betcha didn’t think of that Mis- 

ter Martineau, betcha didn’t. 
GLENN E. MARTIN, 

Copy Chief, Campbell-Mithun 

Inc., Chicago. 

Mr. Martin refers to Mr. Martin- 
eau’s recent speech before the Art 
| Directors Club of Chicago (AA, 
| June 4). 

e e - 
Calls Client Competition 
in TV Hour ‘Unthinkable’ 
| To the Editor: That “blown 
horn” may burst, Mr. Horwitz 
(Voice, June 4)...because I se- 
riously wonder how many other ad 
agencies in the U.S. would want to 


There’s An 


To Get Attention... 


THE BEST WAY... 


Easier Way 


Sell to men? Sell your customers the 
easy . the best way! Reach 
1,200,000 reader-buyers, 98% male. Con- 
centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 
to the lest. And have confidence in it. 
li‘s almost as old as baseball itself and 
just as lively. 


| same time! 
| It seems to me that you are 
doing all three of your clients a| 
certain amount of harm. Isn’t it} 
the prime duty of any advertising 
agency to secure the best possible 
time segments, the best possible 
shows, and the best possible rat- 
ings for all of its tv accounts. 

Let’s take Channel 3—10:30 to 
11 p.m. Because of an inherent lazy 
tendency among all tv viewers, 
they are somewhat reluctant to flip 
channels, particularly at “beddy-| 
bye” time. If just one viewer fol- 
lows this lazy tendency, you are 
surely losing a potential customer 
for your other client on Channel 6. 

And take Channels 6 and 10 
where you have two clients actual- 
ly competing against each other for 
their share of the viewing and 
buying audience. Unthinkable! (At 
least in this adman’s opinion.) 

How can you honestly recom- 
mend a portion of the same time to 
two different clients on two com- 
peting channels? How can you as 
copy chief do an outstanding job 
for your clients knowing that each 
is losing a certain amount of the 
viewing audience because of your 
own tv scheduling? And how could 
your shop run such an ad for all to 
see and read? 

I wouldn’t worry about this 
“flagrant case of pure monopoly” 
by some government agency. I 
would give serious consideration to 
getting the last drop of green from 
every client’s ad dollar. What other 
reason for our existence? I would 
surely like to see what other read- 
ers had to say about this. 

GENE F. Murray, 

Al Maescher Advertising, 

Clayton, Mo. 


Spoofing Does Well for 
Classified Restaurant Ads 


To the Editor: Several months 
ago I read an article in This Week 
Magazine telling how an enterpris- 
ing Englishman who sold real es- 
tate got a tremendous response to 
his ads by spoofing his product. It 
occurred to me that the same tech- 
nique might very well be applied 
in my business. 


for Spmpiete information write . . . 


CHARLES ‘C. SPINK & SON, Publi 


> 2018 Was 
TON — CHICAGO - 
PHILADELPHIA ~ NEW 


hington Ave., St. Louis 3, Mo, 
—— DETROIT 
YORK 


- LOS ANGELI 


CLEVELAND 


Restaurant advertising is incred- 
ibly stodgy and unimaginative. Af- 
ter all, if a prospective customer 
reads through a classified listing of 
80-odd restaurants each purporting 
to serve delicious food at reason- 
able prices, he will not be im- 
pressed by another ad exactly like | 


IN THE WINNER'S CIRCLE 
W's etways « sure bet when the foundation is made 
with POWER BOBSINETTE! It’s the miracle girdle 
febric by Liberty... diagoasily woven for three- 
way flexibility. Only POWER BOBBINETTE hos such o 
into tong, sim lines ... feels comfortable all over! 


{bet a oe 


ee 
oe 


them and since these ads run al- 


phabetically, Rosoff’s doesn’t stand | 


much of a chance. 

So I initiated a campaign which 
has upped my business by 23% 
People call me, write me, vilify me, 
praise me—but more of them are 
eating in Rosoff’s. 

The Indian curry ad, despite its 
obvious tongue-in-cheek copy, 
brought 86 Indians drooling to my 
doors. Sixteen people called me up 
to say there had been a typograph- 
ical error. The ad which read: 
“Thick and tired of it” should 
have read: “Sick and tired of it,” 
they very kindly informed me. I 
told them that was the way I 
planned it. By actual count, 57 
more fat people came in for the 
lunch that day. 

Our bartender is an emotional 
type, completely devoid of any 
sense of humor. He came into my 
office the day the ad ran about 
“miserable drinks,” waving the pa- 
per in my face and quit, muttering 
about lawsuits and the union. I 
calmed him down by telling him it 
was all a gag. He wanted me to 
print a retraction, but I didn’t. 

Two White Russians came in one 
night and indignantly asked how I 
could possibly advertise “home 
made imported Russian caviar.” 
When I explained that it was in- 
tended to be funny, they laughed 
uncertainly and told me some hor- 
rible Russian jokes which I prom- 
ised to use. 

Believe it or not, a chef who was 
about 4% feet tall applied for a job 
when we ran the short order cook 
ad. He had worked in Steuben 
Tavern, Child’s and had excellent 
references. 

My favorite ad was rejected by 
censorship. “Please drink more 
booze at Rosoff’s. No self-respect- 
ing restaurant makes money on its 
food.” I write all the ads myself 


|and am having the time of my life. 


AL NEWMAN, 
Rosoff’s, New York. 


Competition Busts In 
To the Editor: The advertise- 


|ment on the left (see enclosed) 
| Was recently prepared for our cli- 


‘|ent, Liberty Fabrics Inc. We con- 


sidered the approach subtle. . .the 
horse and jockeys looking rather 
goggle-eyed at the shapely figure 
of a girl wearing (of course) a 
Liberty girdle fabric. 

We opened our checking copy of 
the magazine only to find our horse 
and jockeys happily entranced by 
a girdle made with a competing 
fabric! 

What was it the gentleman said 
about “the best laid plans...”’? 

BARBARA J. KONE, 

Copy Chief, A. M. Sneider Ad- 
vertising, New York. 
. * * 


Artist Gives His View 
of Chicago Studios’ Record 

To the Editor: In your May 14 
issue a story about the Assn. of Art 
Studios in Chicago gave a one- 
sided and, in my opinion, inac- 
curate picture of commercial-art- 
in-Chicago, past and present. 

More power to the AASC for 
raising ethical standards, 13 years 
ago and now. Somehow, though, it 
is a little hard to picture the 
founders, beset with studio prob- 
lems, picking as their No. 1 reason, 
“bad working conditions for the 
Chicago artist.” More power to 
AASC if working conditions have 
improved in member studios. 

No. 3 reason for founding 
AASC: “A singular situation.. 
agencies and other big users of 
commercial art hired outside stu- 
dios instead of maintaining their 
own art department.” Thirteen 
years ago, and now, I believe that 
I wouldn’t be too far off in saying 
that such a situation obtains as a 
rule, not as an exception. 

“Before World War II, there 
were few true art studios in Chi- 
cago.” That just ain’t so. Mr. Fox 
goes on to say that commercial 


MEREDITH Radio died Theisen STATIONS 
affiliated with ao Homes and Gardens and Successful Farming magazines 
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artists worked on a “group basis” |ule for full color nationals, if it’s 


and “shared the profits,” receiv- 
ing 50% of the billing and the 
“studio owner pocketed the rest.” 
A paradox if I ever saw one. Per- 
haps he was misquoted, but the 
owner couldn’t pocket what he was 
bound to share. Or could he? This 
must have been one of the “bad 
working conditions.” 

“The handful of prewar studios 
specialized in direct mail.” Granted 
that there was a powerful lot of 
direct mail work handled by stu- 
dios, this statement gives a (1) de- 
rogatory poke at direct mail; (2) 
incorrect picture of what the stu- 


dios were specializing in—if, in- 
deed, they were interested in 
specializing. 


“Frequently ( the art buyer) had 
to contend with costly production 
time lags and confusing schedules.” 
Times have changed? What Mr. 
Fox is saying here, though I would 
doubt that “hundreds of artists” 
are having their time “gobbled up” 
doing tv commercials, is that a 
team can produce faster than a 
non-team. 

Mr. Fox implies that, because of 
this situation where the artists 
worked together and shared the 
profits that the owner had pocket~ 
ed, “it took about four weeks (to 
produce) a national ad (full col- 
or).” “Today” (now that the artists 
don’t share the profits the owner 
has pocketed), “the normal sched- 
ule is ten days.” Obviously the 
artists are less confused. This is 
a good thing. 

“(Large studios) have learned 
to run their businesses more ef- 
ficiently and thus hold down 
costs.” Although undoubtedly true, 
this is a direct slur on free lance 
artists and cooperative groups of 
artists (who, incidentally, operate 
as a group for efficiency to hold 
down costs, and do not usually 
share “profits” any more than 2 or 
3 or 6 dentists in a suite of offices), 
who do just as good or better work, 
less expensively in most cases. 

“Artists like to work for a north 
side studio because it sort of indi- 
cates they’ve arrived.” Artists 
work where the work is. Some 
artists and some studios are sup- 
pliers to some agencies along 
Michigan Ave. I’ve been a Chi- 
cago artist for 21 years, and never 
heard anything like this remark 
from any of the artists. 

Mr. Fox feels the AASC repre- 
sents the “cream of the industry.” 
If Mr. Fox and other officers and 
members of the AASC thought 
twice about letting out a state- 
ment like that, he and they would 
wonder whether such an attitude 
is wise. There are millions of dol- 
lars spent for art outside the mem- 
bership in Chicago. It seems to me 
AASC should aim for a “Chicago, 
World Art Center,” rather than 
these ill-considered innuendos at 
non-members, who are just as good 
artists, just as good studios, and 
just as dependable workers. 

Mr. Conrad, AASC president, 
closes this unsportsmanlike piece 
with a declared war on “brokers” 
who “get orders from buyers and 
then farm out the work to one- 
man shops.” Art directors and 
buyers are not stupid enough to 
keep buying if the service is bad 
or too expensive, whatever the 
source. Presumptuous as it may 
seem for a “one-man shopper” to 
suggest a better AASC course of 
constructive action, here it is: 

Mr. Fox and Mr. Conrad, you 
have overlooked the principles of 
the business you profess to prac- 
tice. Advertisers get business by 
proclaiming their benefits, not by 
deriding the other fellow, even by 
insinuation. Let’s hear more of the 
former and none of the latter. A 
broker, a free lancer, a one-man 
shop artist or a “small” studio can 
and do give excellent, dependable 
service. “Educate” us if you feel 


it’s necessary, but please, a few 
less twists of the k-n-i-f-e. 

There are dozens in the above- 
mentioned categories (bless ’em) 
who will match your 10-day sched- 


| 


speed the buyers want. We’re used 
to speed. And we’re used to prob- 


|lems, too, not the same as yours, 


perhaps, but they’re tough ones, 
and the least of our worries is 
“ridding the industry” of AASC 
members. 
More power to you on your 
good works. 
PAUL PINSON, 
Chicago. 
° . . 
FM Broadcasters Has 
NARTB's Blessing 


To the Editor: This is merely a) 


mild “beef” because the story con- 
tained in your May 28 issue of 
ADVERTISING AGE was right while 
the headline was wrong. 

I’m referring to the piece on our 
FM Broadcasters group (Page 3). 
The headline implies that we split 
with NARTB in our formation. 

Quite the reverse is true. FM 
Broadcasters was formed with the 
blessing of NARTB at its recent 
convention because NARTB cannot 
take sides in an intra-industry dis- 


pute. This was brought out quite 
clearly in the story under your 


headline. 
Irv LICHTENSTEIN, 


Public Relations Director, FM 
Broadcasters, Silver Spring, Md. 


When is an amicable split not a 

split? 
a e | 

Says Few Commodities Are 
Pre-Sold by Advertising 

To the Editor: Your magazine is 
always interesting but as distribu- 
tors of nationally advertised brands 
we are particularly struck by your 
report of the Chicago Tribune 


'Forum (AA, May 28). 


One sentence will serve as a text. 
Mr. Weiss (E. B. Weiss, director of 
merchandising, Doyle Dane Bern- 
bach Inc.) said “he was unable to 
see any reason why companies 


| should get a 30% to 40% markup 


on goods that are pre-sold by ad- 
vertising.” 

Does he actually know of any | 
merchandise that is pre-sold by| 
advertising? He should make a list. 


Many articles become well 
known by name through advertis- 
ing; they become well known by 
use only through distribution which 
inevitably includes selling. 


Advertising doesn’t really sell) 


anything. The selling function re- 
mains after advertising has done 
its job which is to make the public 
acquainted with a product and re- 
ceptive to selling. 

Eliminating the low priced arti- 
cles such as candy and gum and 
considering only the many com- 
modities which require many va- 
rieties of sales and service before 
a satisfied customer is created, we 
will have to admit that only a 


small number of American com-| 


modities are actually pre-sold 
through advertising. 

What good would any household 
appliance, automobile, power driv-| 
en mower or what not, be without 
a salesman who showed the pros- 
pect the advantages in use and 
gave the prospect an understand- 
ing of how to use? And what good 
would any of these things be with- 


Southern California? 
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out somebody to service them? 
Does an advertisement do this job? 
Should I look up Mr. Weiss when 
my Lincoln doesn’t perform as it 


| should? 


Mr. Weiss blithely washes his 
hands of all the down-to-earth re- 
alities connected with making sat- 
isfied customers and yet, like most 
advertising agencies, he wants to . 
take credit, and therefore the prof- 
it, for his end of the job and the 
other fellow’s, as well. This is a 
common weakness of advertising 
people who, because they beat the 
drum, think they are the whole 
band. 

FRANK P. LESLIE, 

The John Leslie Paper Co., 

Minneapolis. 


Plumer Appointed Manager 
Paul S. Plumer, formerly man- 
aging editor and assistant general 
manager, has been appointed edi- 
tor and general manager of the 
Daily Kennebec Journal, Augusta, 
Me. He succeeds Ed Byron who 
becomes a management consultant. 
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THE PAPER THAT'S A POWER-HOUSE...FOR SALES! 


Los Angeles Examiner 


Over 340,000 every day 
Almost 700,000 every Sunday 


Represented Nationally by: Hearst Advertising Service Inc. 


Let’s forget that Los Angeles County now rates 
No.1 in National Retail Sales. 


Let’s look at the phenomenal expansion 
all over Southern California. 


And let’s remember that this vast and fast- 


operating in this area. 


growing market offers a man-sized challenge to every 
manufacturer, distributor and sales executive 


Adequate sales cultivation means adequate 


advertising impact. And that’s exactly what you get in 


in 


the Examiner you’re in! 


the Los Angeles Examiner. Because — when you're 


Remember: Again and again, the Los Angeles 
Examiner stacks up in the First Ten — in General 
Advertising — in all U.S. dailies. And small wonder! 


7 out of every 10 copies are home-delivered ! 
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K&E Billings in 
Chicago Now Total 
$10,000,000: Lawrence 


Cuicaco, June 12—The success 
of Kenyon & Eckhardt in this mar- 
ket and the reasons why the agen- 
cy opened a regional office here a 
year ago were discussed yesterday 
by Walter A. Lawrence, vp in 
charge of the local office. 

In a talk before American Le- 
gion Post No. 170, Mr. Lawrence 
disclosed that the local office now 
is handling $10,000,000 worth of 
advertising business. The five ac- 
counts serviced in this office are 
Whirlpool-Seeger Corp., eight Pep- 


Want to deliver 2,975,000 
» sales messages to metal- 
working industry exec- 
utives in one year? 

Use AMERICAN 
METAL MARKET 
Daily Newspaper of 


sion: 


|si-Cola bottlers, Lincoln-Mercury 
dealers in five regions, Blatz beer | 
‘and Ansul Chemical Co., he said. | 
| The tremendous industrial and 
advertising potential of this mar- " f \ 
|ket convinced K&E that it should (t> 
establish a fully equipped office | aan 
here instead of a service office that | 
K&E had maintained for more than 6 boo 
ten years, Mr. Lawrence said. Sincere 
“When we were studying the 
possibilities of opening a regional 
office in Chicago, we discovered 
that the advertising billing from | 
here yearly exceeded that of K&E’s 
by 12 times,” he said. 
found that Foote, Cone & Belding, 
Leo Burnett Co. and Grant Adver- | fi TT | ee 
tising—all with headquarters here || 
—were larger than K&E.” 


S Mr. 


e Chicago is the fastest growing 
industrial area in the world. 


e The city will become a major 


You really ride on 
Goodrich Tires 


» 


Coop’ RICH « “See TIRES 
BEST IN THE Le 
“We also : Ms eating ann whens tw @ 


Tee BF LF. Gowsrich Company oy 


REVISITED—B. F. Goodrich Co. and its agency, Batten, 
& Osborn, discovered that their 
lowing as factors in K&E’s deci- |“new” idea for an ad illustration—showing a couple 
riding along on nothing but tires—wasn’t so new 


Lawrence also listed the fol- ‘Barton, Durstine 


Joule only as as 


. @cmaascen 
— : : oe 
~ : + Deumcroens 


same idea used 


ee ce 


Advertising Age, June 18, 1956 


ed _BEGoodrich Tubeless. because . ‘ 


ale as your fires fires a 


r. git * 


after all. A search of company files uncovered the 


in an ad in June, 1913. The recent 


version shown here is a color spread which ap- 
peared in the June 2 Saturday Evening Post. 


It Happened 


at Foley's 


— Houston, Texas 


This corner window is Foley’s exact duplica- 
tion of The American Home’s May cover 

of Carnation Fantasy. Two additional 
windows featured Carnation Fantasy 
merchandise as it appeared editorially 

in the May issue. The linens and 

domestics department had a special 

room setting and other tie-in displays. 

This is typical of the way good stores are 


backing promotions sponsored 
by Fhe American Home. 


e Last year, the top ten New York | to or better than K&E’s top five 
agencies billed $1 billion, while the | | regional offices. 

the Metel Indestries |Seaport in the near future through | top ten agencies here billed $327,-| 
18 Cliff $t., New York City 38'the St. Lawrence Seaway project.' 000,000. This potential was equal 


e Nineteen of the top 100 advertis- 
ers were located here. Of the 255 


companies that billed $1,000,000 or | 


more, 47 were situated here. 


increased 86%. Over the same 
period, billings of the top ten local | 
agencies jumped 104%. 

“The regional office concept is| 
the way of the future,” Mr. Law- 
rence said. “There is no escape 
for the larger agencies. Clients in 
various sections of the U.S. have 
special promotional needs that can 
best be handled through regional 
offices.” 

K&E opened the local office last 
July with a staff of nine, Mr. Law- 
rence said. There are now 60 per- 
sons employed here and the agency 
plans to hire 15 more in the next 
now occupies the entire third 
after having started with a small 
portion of the floor. 


Age of Miracles Is 
Still Here: British 


Inventor Brings ‘em 


New York, June 12—Leslie P.| 
Dudley, a British scientist said to. 
hold more patents in the field of | 
stereoptics than any other living | 
person, has arrived in the U‘S.| 
with a valiseful of processes and | 
devices that he hopes to sell to| 
publishers, advertisers and print- 
ers. 

In Mr. Dudley’s bag of tricks 
are: 

1. “Compatible” full color three- 
dimensional reproductions in print- 
ing. When viewed with glasses, 
the picture is seen in color and in 
three dimensions; without glasses, 
it can be viewed as an ordinary 
full color reproduction. Mr. Dudley 
recently licensed Picture Post, 
leading British consumer weekly, 
to use this device. 

2. A vertigraph process, in 
which a flat reproduction seems to 
rise vertically in space into an up- 
right position. This requires use of 
special glasses. 

3. A “spatial image” display 
unit which projects an image of a 
product into space. No special 
glasses are required. 

4. A “compatible” three-dimen- 
sional television system that “can 
make an object appear to emerge 
out of the screen into the room.” 
Mr. Dudley says a company is 
being formed here to exploit this 
invention. 

Bernard Geis Inc., New York, is 
representing Mr. Dudley in this 
country. 


Neale Names Knight A.E£. 
Jim Knight, a member of the art 
department of Neale Advertising 
Associates, Los Angeles, has been 


appointed an account executive. 


e From 1950 to 1955, billings of) 
the top ten New York agencies | 


30 to 60 days, he said. K&E also | 


floor of the LaSalle-Wacker Bldg.,| 


| “It’s like having 


Pabst Will Buy 


‘Selective’ ABC 
Net for TV ‘Polka’ 


CuicaGco, June 12—Pabst Brew- 
ing Co. expects to sponsor “It’s 
|Polka Time” on a selective ABC- 
TV network starting early in July. 
| The show is currently a local half- 
hour Monday night feature on 
'WBKB. Plans are to put it on a 
selective network basis and shift 
the time to Friday night. 

Pabst’s other major tv effort is 
its “Wednesday Night Fights,” 
also on ABC-TV. Leo Burnett Co. 
is the agency. 


dozens of extra 
hands getting 
MARKET DATA 
for me!” 


So writes an Industrial Mar- 
keting subscriber about the 
amazing 556-page Annual 
Market Data & Directory 
Number, published June 
25th. Contains basic data 
about every major trade and 
industry in the U.S. and 
Canada. 


Available as part of an IM 
subscription. One year trial 
includes monthly copy of 
IM plus annual MD&DN— 
only $3. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


NAME 


COMPANY 


STREET 
CITY. z 
STATE. 


0 $3 enclosed [) Bill firm [) Bill me 
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Leather Group, 
Shoe Makers Set. 
Magazine Push 


New York, June 12—Leather 
Industries of America has teamed 
up with the shoe industry for the 
first time in three separate cam-| 
paigns for men’s, women’s and| 
children’s shoes. | 

Eighteen shoe manufacturers are 
taking part in the three campaigns 
—Six to each promotion. The ven-| © 
ture got under way with an eight-| 
page gatefold in the June Esquire, | 
featuring a men’s shoe wardrobe | CLASsy—This S & W Fine Foods ad 
= Tropical leather. The women’s | won the Award of Distinctive 
shoe promotion follows, with eight | yerit given by the New York Art 
pages in the September Harper’s | . ; 
Bazaar, while children’s shoes will | Directors Club for the best design 
be featured in a five-page ad in| of a complete four-color newspa- 
the September Good Housekeeping.| per ad. Foote, Cone & Belding, San 

“The heat’s off . . . with Tropical | Francisco, is the agency. 
leather” is the unifying theme of | 


| Diners’ Club Says 


‘|. Here’s the order of finish for rend 
| 
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agents. Charles Puffer Names Paul 
Last year, ad agency people rep-| Howard M. Paul has been named 


TV Gentry Bump 


Admen as Spenders, | resented 20% of the Diners’ Club to the creative staff of Charles O. 


over-all billings, a figure which Puffer Co., Chicago. Mr. Paul 
|aceques =* hte _ peat. = formerly was with Tatham-Laird, 
| o was sti er than the i 
New York, June 13—Guess who ‘credited to the tv industry. Satie’ hie sma wae 
spends the most on business we “But that 8% represented a Chicago, WLW ‘Cincinnati and 
tainment? The guys in the televi- ;much smaller group, and therefore WwTMJ "Milwaukee 
sion industry, according to the | the spending average for television | , 
fourth annual survey conducted by people took the lead,” the club said. | Larson Joins Noble Advertising 
the Diners’ Club. | The survey said, “Most of the| Bert Larson, formerly with Haz- 
Thus the tv lads have overhauled | spending in the tv industry came|ard Advertising Co. has joined 
advertising men, who topped the| from executives in the producer, | Albert Sidney Noble Advertising, 
poll in 1953 and again last year, director and network representa-|New York, as an account execu- 


and manufacturers’ representa-|,; han re 
tives, who wound up on top in ’54. | eo — 
The current survey shows admen| 
|to be only the fifth best spenders. | T TOY TRADE publication! 


America’s FOREMOS 
= = = = ey 
— = : ae —— Carries MORE adver 


folk, (2) public relations men, (3) | oe 
manufacturers’ representatives, (4) | : / publicatio 
film industry reps, (5) rsd aage. hee chee x : 
(6) wholesalers’ reps, (7) adver- \ ph lites 
tising space salesmen, (8) theat- 
rical booking agents, (9) brokers 
and their reps and (10) literary 


big check grabbers: (1) television 


...Pioneer © of the field! 


McCREABDY PUBLISHING 
7) W. 230d Se. 10 


HEADQUARTERS FOR TOY 


the men’s campaign in Esquire. 


LIA sponsored the first and last | 
pages of the ad, with the six man- 
ufacturers taking a page each. Par-| 
ticipating companies are L. B.| 
Evans’ Son Co., Wakefield; French | 
Shriner, Boston; the House of) 
Crosby Square, a division of Mid-| 
States Shoe Co., Milwaukee; Jar-| 
man Shoe Co., a division of Gen-| 
eral Shoe Corp., Nashville; 
Wall-Streeter Shoe Co., North) 
Adams, Mass., and Winthrop Shoe | 
Co., St. Louis. 
® Copy for the first page of the| 
gatefold asserts: “Enjoy the warm- 
est weather with Tropical leather 
—the new shoe wardrobe idea— 
light in weight, light in feel, light 
in looks.” 

Then follow six pages of shoes) 
photographed against such cooling 
backgrounds as ice cubes, water- 
melons, frosted mint leaves, cu-| 
cumbers, snow flakes and a trayful 
of thirst-quenchers. 

“Designer’s leather” is the theme | 
of the women’s campaign, which 
features new colors, textures and) 
types of leather being introduced 
this fall. Participating are Flor- 
sheim Shoe Co., Chicago; Lown) 
Shoe Co., Auburn, Me.; Newton-| 
Elkin Shoe Co., Philadelphia; Old | 
Town Shoe Co., Old Town, Me.;| 
A. Sandler Co., Boston, and the| 
Valentine shoe division of General 
Shoe Corp., Nashville. 

Each manufacturer will feature | 
a Designer’s leather shoe in a full 
page, with LIA sponsoring the 
lead-off and closing pages. 


® “Guide them right—guide them | 
back to school in leather shoes” | 
will be the umbrella theme for the | 
children’s campaign in Good 
Housekeeping, which will stress, 
the importance of top-quality all- 
leather shoes to healthy young. 
feet. Taking part in the joint pro- 
motion are Curtis-Stephens-Embry 
Co., Reading, Pa.; Daisey-Bristol | 
Shoe Co., Monett, Mo.; J. Edwards | 
& Co., Philadelphia; Sam Smith} 
Shoe Co., New Market, N. H.; Sim-| 
plex Shoe Mfg. Co., Milwaukee, 
and Virginia Shoe Co., Fredericks- 
burg, Va. 

All three campaigns will be 
backed up by “extensive” promo- 
tion in tv and radio, in newspapers | 
and in newsreels. Merchandising 
kits will go to all accounts of the 
participating manufacturers. 

Peck Advertising, New York, is 
the agency. 


Tvedten to Knox Reeves 
Kenneth Tvedten has joined 
Knox Reeves Advertising, Minnea- 
polis, as copy chief on industrial | 
and financial accounts. He former- | 
ly was director of the department 
of information of the Minnkota | 
Power Cooperative, Grand Forks, 
Minn., and advertising manager of 
Five Star Mfg. Co., Clarksdale, 


A mighty big spoonful . . . you bet! It’s the 410-million dollar helping 
of food this husky, fast-growing market is currently putting on its 
tables. So come over and try the fare. We'll spoon up a generous share 
for your product. Western Michigan . . 
television market . . . is YOURS when you buy WOOD-TV, Grand 
Rapids’ only television station. Ask to see our menu. 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY °« 
AND TV, INDIANAPOLIS: WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ 


. now the country’s 18th 
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WOOD and CENTER 
GRAND RAPIDS, MICHIGAN 


NBC BASIC; ABC SUPPLEMENTARY *® ASSOCIATES: WFBM-AM 
REPRESENTED BY KATZ AGENCY 
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Along the Media Path 


e KSTP-TV, St. Paul-Minneapo- 
lis, has erected a new antenna, 600’ 
high, 25’ higher than the old an- 
tenna. 


e During the first 60 days of 1956, 
volume of business handled by 
Fairchild List Division, mailing list 
branch of Fairchild Publications, 
reached an alltime high for the pe- 


WESTERN TRUCKING 


NEWS SERVICE 


covers Coast for-hire motor 
transportation since 1937 and offers 

LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


Sample copy free on request. Published by: 


$.D. McFadden News Bureau 
: 7 Front Street, San Francisco 11, Calif. 


\riod. More than 500,000 pieces of 
mail were handled by the depart- 


ment, marking an increase of 
34.8% over the same period last | 
year. 


| Montreal Gazette, 


® Six new distributor chains have 
oeen added to the list of those dis- 
tributing Everywoman’s Magazine. 


|They are Von’s, Los Angeles; 
|Sages, San Bernardino; Bayless, 
|Phoenix; Prinster Bros., Grand 
Junction, Colo.; Plumbs, Muske- 
gon, Mich., and Almacs, Provi- 
| dence. 


© To celebrate its 50th anniver- | 
sary, Machine & Tool Blue Book 
| announced that it will not put out 
|the customary anniversary issue. 
Instead, it sponsored a contest in 


| which $2,500 in cash prizes and) 
ten plaques were awarded for the 
best solutions to practical shop 


problems. The idea behind the | gency personnel with a packet of;riod of 1955. 
contest, according to Robert C.|su iflower seeds. Part of the pro- Redbool: has set new records fo 
Van Kampen, president of Hitch-| motion is a contest, with a prize | highest total circulation in a singl 


cock Publishing Co., the publisher, 


was to encourage the exchange of|largest sunflower midway in the| gle quarter and has scored circula- 


cost-cutting, time-saving and tech- 
nique-improving ideas among the 
nation’s 30,000-plus metalworking 
plants. 


@ The Congress of the U.S. has 


|awarded a special medal to the 


commemorating 
the 250th anniversary of Benjamin 
Franklin’s birth in recognition of 
the historic role Franklin played 


in founding the paper. This is re- 
portedly the first time the U.S. 
Congress has ordered a medal 


struck to be presented to a news- 
paper in another country. 


@ More than 100 buyers have re- 
ceived copies of the “Songs of the 
South” record album as part of a 
promotional campaign by WVEC- 
TV, Norfolk, Va., to push the 
theme, “To increase your sales 
song of the South, use WVEC-TV.” 


® WRCV-TV, Philadelphia, sent 
out a promotion piece to 1,750 a- 


It Happened 


at the Dayton Co.— Minneapolis 


Dayton’s duplicated The American Home 
May cover room in two inside-store displays 
—used Carnation Fantasy merchandise 

and American Home display material in 

departmental tie-ins-~decorated the store 
with fresh carnations. 
were very much pleased with results, both 


volume- and prestige-wise. 


They said they 


See pages 52 and 53 for the complete American Home Story 


|going to the one who grows the 


—— period. Theme of the pro- 
motion: “Planting the seeds that 


ents.” 


e To promote readership of its 
| full-page color ad in the June 12 
|issue of Look, Admiral Corp. is 
running the following copy on the 
|motograph of its outdoor specta- 
cular sign in Times Sq., New 
York: “See Page 22 in current is- 
sue of Look for Father’s Day 
hint.” 


e Consulting Engineer has put out 
a colorful “storybook” describing 
“The Editorial Services of Con- 
sulting Engineer.” 


e Christian Life, now in its 17th 
year of publication, will bow on 
the newsstands with the July is- 
sue. 


@ Department of New Laurels: 

Modern Materials Handling set 
new high records for the number 
of advertising pages during the 
first four months of 1956. The 
magazine gained 29% over the 
|'same period last year in total 
pages. 

The June issue of Infants’ & 
Children’s Review went to press 
with 54 pages of advertising in- 
serts, the largest number of inserts 
carried in a single issue of this 
publication in its 30-year history. 

Sports Afield reports a net ad- 
| vertising revenue gain of 7.6% for 
the first six months of 1956 over 
the same period last year. 

Plumbing & Heating Business 
|reports new highs in advertising 
|volume in its March and June 
| issues. 

The June Motor Boating, with 
127 pages of advertising and 326 
advertisers, breaks a 25-year rec- 
ord in both advertising billing and 
linage for a June issue. Linage is 
up 13% and billing 32%. 
| The July House & Garden car- 
|ries 37% more advertising pages 
{than the same issue last year. 

The July issues of Dell Modern 
Group are 34% ahead in ad rev- 
enue compared with July, 1955. 

TV Guide’s advertising revenue 
for the January-through-May per- 
iod of 1956 was 77% ahead of rev- 
/enue for the same period last year. 
|Revenue from advertising appear- 
jing during May was approximate- 
|ly double that for May, 1955. 
| The advertising volume in Job- 
| ber Product News for the first six 
months of 1956 totaled 422 ninth 
page ad units. This is an increase 
|of 145% over the ad volume car- 
|ried the last six months of 1955. 
Harper’s Magazine reports a 
|gain of 48% in advertising pages 
and 50% in revenue for the first 
|six months of 1956 compared with 
ithe same period last year. The 
1956 figures are 206 pages and 
$170,600 and those of 1955 are 139 
pages and $113,361. 
| For the first five months of 1956, 
isales for WOR-TV, New York, 
|were 142.7% over the like period 
in 1955 and 454.9% over the first 
| five months of 1954. 
| The May issue of Motor estab- 
lished two new records. Adver- 
| tising revenue was the highest for 
|any May issue, and the paid circu- 
lation in excess of 90,000 was the 
highest in the history of the maga- 
zine. 

Organic Gardening & Farming’s 
advertising pages were up 18% for 
'the first six months of 1956 over 
1955. 

Outdoor Life’s circulation for the 
first quarter of 1956 averaged 1,- 
062,145 net paid, an increase of 
132,343 over the same period of 
1955. 

During January-June, 1956, Sev- 
enteen set an alltime record for a 
six month period, with a gain of 
more than 12% over the same pe- 


| will germinate sales for your cli- | 
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month and highest total for a sin 


|tion gains in 16 consecutive quar- 
ters over the same period in the 
preceding year. Total circulation 
for January was 2,388,335, an all- 
time high. Average circulation for 
the first quarter of this year was 
2,336,456, highest in the maga- 
zine’s 53-year history. 

The May 14 issue of News- 
week, with 83 pages of advertising, 
contained the largest number of 
advertising pages ever run by th 
magazine. It also was Newsweek’ 
largest issue in terms of revenue 
with a gross of $512,331. 

The St. Louis Post-Dispatch pub 
lished approximately 3,700,000 
lines of advertising during April 
1956, a new high for a singl 
month. 

The Chicago Tribune hung 
the “sold out” sign on advertising 
in the first editon of its new TV 
Week magazine, which made its 
debut June 2. Originally planned 
as a 24-page magazine, the new 
television guide’s first issue will be 
32 pages. 

Local sales at WOWO, Fort 
Wayne, reached an alltime high 
during March and April. Sales for 
the period were 14.9% higher than 
the same period last year and 3.9% 
above the best two-month period 
in the station’s history. 

Nation’s Business has carried 
26% more advertising during the 
first five months of 1956 than in 
1955. 

For the first six months of 1956, 
Esquire advertising linage was up 
15.8% from the like 1955 period. 

The Reader’s Digest’s U.S. circu- 
lation has passed the 11,000,000 
mark in net paid circulation. The 
average net paid circulation for 
the first three months of 1956 was 
| 11,002,672. 

The May issue of The American 
Journal of Nursing broke all 
records for the 56-year-old pub- 
lication with a new linage record 
of over 90 pages of advertising, a 
new ad record of 141 individual 
display advertisers and a new all- 
time high in paid circulation of 
| 156,232 copies. 

Advertising revenue for House 
Beautiful has broken all previous 
records for the first six months of 
1956 and is 11% ahead of the pre- 
vious record in 1955, with a total of 
over $3,200,000. 

American Home showed an ad 
page gain of 11.6% for the first 
six months of 1956, a boost of 49 
pages over the same period last 
year. 

The Chicago Daily News’ six- 
month ABC circulation, ending 
March 31, was the highest in its 
history, both daily and Saturday. 
'Daily News daily average circula- 
tion was 603,670, an increase of 
12,329 over 1955. Saturday average 
circulation was 610,219, an increase 
of 11,118 over 1955. 

Holiday’s first six months of 
1956 is the biggest in its history, 
with a 10.8% gain in advertising 
revenue and a 9.8% gain in col- 
umns over the same period last 
year. Total for 1956 was $3,354,286 
and 2,014 columns. 


} 


‘Maytag Boosts Stevens 

Harold Stevens has been named 
to the new position of advertising 
jand sales promotion manager of 
Maytag Northwest Co., Portland, 
Ore., distributor of Maytag appli- 
jances in the Pacific Northwest. 
Stevens formerly was assistant to 
the range sales manager at the 
Maytag home office in Newton, Ia. 


‘Rider Forms Own Company 

| Sumner Rider & Associates, in- 
|dustrial public relations, has been 
formed and the predecessor com- 
pany, Rider & Keister, has been 
dissolved. Rider will maintain the 
offices at 141 E. 44th St., New 
York. Paul M. Keister will or- 
ganize his own company. 


ay 4 , erat Ay er £2 he = * * Recon bo ee. | tS sail ~F ©. te ee eS en ar = oe — as oe ee i Ue aaa > 
Ee: bea A EI cea? tg ae Se “ ee et eae ; “gia oo ee Ee Ge aa Bee : 2. 6 6 Deen a i ee is oi _ 
lee) too ae = : ‘ 
4 ie 
oo 
‘= 
GY : 110 ee 
5° 
fs os 
: Bg 
ye 
i a 
<M 
eine 
ah 
at Po 
aN 
si 
ot 
yO ie 
rae ; 
le. 
e% — + gee 
igi —_ “i = 
“ CC Po ' 
us. vig 3 
se awl we, 
we 
a 
er 
How by j 
ie ° 
ee 
tne 
Pe NS ee 
et, 
“ A 
fe < 
i 
a 
a 
e 
at 
ep 
sy. 
it 
at, 
= 
Sie 
fis 
ate c  * ee + Seiwa: es ee 
mers at a *y 4 ; Se eo x ; = %: Se ae : PS : ae 
é : ‘ ain Pui é 3 § ; = oe | : | ae 3 2 iP ; % ae as a 
: pt 2 dhe Pit > oa i rg 
a epee oe ae ae ee ae 
ait Fa, ig al “me ee x ' & ; a 4 oes pc % 
be mee . SS F MA ee eS 
we Wy ea ieee : : ee F = a 
a ee BS ¢ a : : = a i , a. oo 
a4 bi ae Fal ¥ & j 4% = =. Be : 4 4 = : ta. ‘ a a 
“a ee A . 4 i fe j ey : a = a 3 e OMG 
a — a oe ¥ z : : aa : i 4 
oh ae a : e } 4 e co f oe - * oe: Fe, 
Pig © : e 2.3 ; Pee ‘ — 3 oe al 
mM ie : : es i. : ‘ de a fs ; geet BE SP. f 
eee . e 3 SP " : a ES — ~. % ‘es 4 ee 
ae = : FS BE See tae ee 4 ae * ita. lis ; 
=a mare. <f UG ee | oo i ce 
x4 . he | a _ : 
3 jae 4 SSR e ea ie , 
40 a 2 er oe r diiieceie ff a 
“a Y ee ee ss Bice — @84 oe 
| i ae ——— as a hy : 
Bi of I . . eS * , te 
ee gece Sh? eg RS Ree Se oe q § ia: oat : 2 
} ie ; | mae seat ete oa — —s 
ti fo see P 7 ed ae So te % : by # ee eo 4 stl \, 
nig ; res ay dec a ee a . . . cs : es ie Besos F « i . % 
ote ae rr oy, it. \. en ee es ee ee 
ap EP i - 2 fe eae Bere ens ce Mgaie eR oe : iy 
dts Pe ghee 3 ag Boe Be ae SRE zs ‘ae i 3 
ee: ; ee i ¥ ; & Dineen eta x e ti & j Be E: 
a i . i be 2 ieee BIO Bot ey ee 
me re , "2 i i - . % Pa i 
* ys a é =e” oe 
as eee Ce ge ee ak, 
» " 3a Se * $ : > *y Se - : er re * is oi a - ba 5 Se 
bake SE SO SS SOS oe Scar oad Re a : ce a Same a La 
ive One of Dayton’s inside-store displays of Carnation Fantasy merchandise. ' 
tit: 
tie 
i ‘ “A, 
oe ; cs 
/ ret ° 
ea) ww 
ee nt 
bat } 
te a 
v Own 
P - = = q 
: | : st 
ney ‘ 
is i & g 
+S ie a 
hy, \ j 
‘ ~\ 
as . 
as 
ai 
prs 
oe ! 
Bi. f 
Ne (| 
ne 
ae j 
an ee | 
kt 
at . : 
uy Martek Spahr ah hae s > “A * : Bos eee aes a ease, EES 9. a bead ¢ ei tls ; - Aig Eee ee a Se 
een Seed aa oe Savor) Pe. ey he PR gine.  eeeee SEs Ce o" See ee ae A ay 0 aE 7 ee — ee 
a OS Baie Ray ORrS ix mt; Saline hd ie sax BS ee a ee —o a MOR TETR Nome § a” 2h — aaa — r, en a ee 


Advertising Age, June 18, 1956 


Stanton, Sarnoff and 
Kintner Take the Stand 


(Continued from Page 1) 
lem. He told how ABC has been 
hampered by inability to clear 
time in 32 top markets that have 
only two vhf stations. 

“It is as if in a race for reelec- 
tion your opponent counted votes 
everywhere but you were not al- 
lowed to count five big cities,” he 
told Sen. Warren Magnuson (D., 
Wash.), the committee chairman. 

“That scares me,” the senator 
said. 

“T hoped it would,” Mr. Kintner 
replied. 

Under questioning, Mr. Kintner 
said independent program produc- 
ers may actually be in a stronger 
position than ABC, since stations 
retain 100% of the proceeds from 
the sale of locally originated pro- 
grams. 


® In reply to charges that their 
actions hurt advertisers, program 
packagers and affiliates, the net- 
work presidents took the position 
that their decisions are dictated by 
their need to develop integrated 
program sequences to hold their 
audiences in the face of competi- 
tion. 

Denying that networks are cut- 
ting off outside packagers, the 
CBS president testified that half 
of CBS’ programming comes from 
outside sources. Robert Sarnoff, 
NBC president, estimated that 
only a third of his programming 
was NBC-produced. 

“If NBC did not plan and de- 
cide its own schedule, the spectac- 
ular concept, which has broadened 
the whole scope of the television 
medium, would have remained a 
dream instead of becoming a real- 
ity,” Mr. Sarnoff said. 


2 A dramatic point came Wednes- 
day. Kenneth Cox, committee 
counsel, read a letter from Young 
& Rubicam charging that CBS 
forced three of its clients to take 
“Playhouse 90” or lose the time 
they had been occupying on Thurs- 
day nights. 

Mr. Stanton replied: “I think 
it gets down to whether you want 
to turn over this medium to allow 
the advertiser to dictate the kind 
of program we,are going to give 
to our affiliates, or whether we 
have a responsibility to provide 
what we consider the best possible 
programming.” 

Under questioning, Mr. Stanton 
agreed that parties to program 
changes should sit down and dis- 
cuss the problem in advance. In 
regard to the “Playhouse 90” con- 
troversy, he said: “That the agen- 
cy didn’t keep the client involved 
informed is something we didn’t 
learn until quite late in the game, 
and by that time we had already 
firmed up our decision. And I 
don’t know that the decision would 
have been any different even if 
it had been made clear to us right 
from the start.” 


® Before producing the Y&R let- 
ter protesting CBS’ revamping 
of Thursday night, Mr. Cox had 
been exploring answers to charges 
that networks tend to favor their 
own programs over those of out- 
side packagers. 

When Mr. Stanton denied that 
CBS sometimes clears time for its 
own programs in order to recoup 
heavy investments, Mr. Cox pro- 
duced a letter to Y&R signed by 
William Hylan, a CBS vp. Deal- 
ing with the future of Bristol- 
Myers, Singer Sewing Machine Co. 
and General Foods, which have 
been sponsoring “Four Star Play- 
house” and Johnny Carson on 
Thursdays, the letter concluded: 
“Although we are most anxious 
to accommodate all three of the 
above advertisers, the size of the 
financial commitment we have al- 
ready made makes it imperative 


that we get a decision and commit- 
ment concerning sponsorship of 
‘Playhouse 90’.” 


= Mr. Cox then read the reply 
from Y&R, signed by Robert 
Mountain, protesting that “our 
clients have been placed in a very 
strange and untenable position.” 

After outlining discussions over 
“Playhouse 90,” which went back 
to August, 1955, the letter said: 

“This all boils down to the fact 
Bristol-Myers, Singer and Gen- 
eral Foods has now been told 
by CBS that CBS is not taking 
their time away from them pro- 
vided they buy the program that 
Columbia has arbitrarily put into 
their time. Also the fact that no 
other time is available to them. 

“Four Star Playhouse’ has been 
on the air for four years with a 
consistent record of success and 
a fine advertising value. This show 
was developed and created as a 
collaboration between Don Sharpe 
and Young & Rubicam. The ‘John- 
ny Carson Show’ is a Columbia 
package developed exclusively by 
CBS. We gambled on a new per- 
sonality and on a Columbia pack- 
age. We lost the gamble. It is our 
position that Columbia is asking us 
to take another gamble on a 
wholly-owned and exclusive CBS 
package, and worse, that we are 
not being asked—we are being 
told. 


= “We do not think it is proper 
for CBS to force a client as im- 
portant as General Foods into the 
type of entertainment which is 
in no way consistent with their 
advertising taste.” Mr. Moun- 
tain’s letter continued. “Nor do 
we think it is any more proper to 
force a successful program for 
Singer and Bristol-Myers off the 
air for an untried format built 
for the benefit of the network it- 
self. ” 

Throughout the week Mr. Cox 
led network presidents through 
questioning designed to demon- 
strate that clearances are obtained 
because of the prestige and qual- 
ity of network programming, rath- 
er than any legal remedy that is 
available to networks because of 
their option contracts. 

But network people warned that 
changes in option time would en- 
danger the existing structure of 
network operations, without any 
assurance that equally good sub- 
stitute programming would become 
available to the public. 

“I wouldn’t want to leave the 
impression that networks would 
fall apart overnight,” Mr. Stanton 
said. “But an erosion process 
would set in. One market would 
refuse to clear one period, and 
another would refuse to clear an- 
other, until one day the whole 
thing would grind to a halt.” 

Unless advertisers were assured 
of clearances, they would be un- 
willing to invest in $50,000 and 
$60,000 programs, but would stick 
with $30,000 or $35,000 programs, 
senators were told, and this might 
lead to further losses of clearances, 
and further deterioration. 

“We couldn’t have a map of the 
U.S. with moth holes or Swiss 
cheese holes,” Mr. Stanton said. 


a While he said ABC is not af- 
firmatively recommending it, Mr. 
Kintner admitted under question- 
ing that FCC might have to con- 


|sider cutting back CBS and NBC 


option time in two-station mar- 
kets to make room for ABC, if the 
allocation problem is not solved. 

He denied that independent pro- 
ducers are entitled to similar pro- 
tection. “In consideration of the 
total contribution of networks” he 
said, “we are entitled to increased 
opportunity to have our program 
structure on the air.” 


“Must buy” was defended on 
the grounds that networks must 
sell national coverage to cover 
their costs. Judge Bruce Bromley, 
of Cravath, Swaine & Moore, 
CBS counsel, expressed confidence 
courts would hold that “must buy” 
represented a “reasonable re- 
straint” which does not come un- 
der Supreme Court decisions in 
the motion picture cases. 

With the end of a two-day ap- 
pearance before the committee in 
sight, Mr. Stanton explained: “We 
came here anxious to give this 
committee the answers to all the 
questions you raise, because you 
have a right to this information, 
and because it is important to 
television that the members of 
Congress have all the information. 

“For the public good, we want 
to come out with something com- 
parable to what we go in with. 
All we ask is that you consider our 
operation as a whole. Doing any- 
thing to option time would be se- 
rious,” he said. 


® In their statements networks 
emphasized their role as suppliers 
of “complete” national program 
service, arguing that no other 
source is willing to underwrite 
such public service projects as 
telecasts of the national political 
conventions. 

Robert Sarnoff, who was making 
his first appearance before a con- 
gressional hearing, clashed head on 
with Sen. Bricker who has been 
sponsoring legislation designed to 
put networks under FCC control. 

In his prepared text the NBC 
president warned that the Bricker 
bill was the first step toward put- 
ting the government into the tv 
business. He expressed fear that 
FCC might dictate network affi- 
liation choices, with the result 
that tv would be less attractive 
to advertisers, and budgets would 
be diverted to other media. 

After the committee counsel ex- 
plored NBC’s decision to drop 
WTVR, Richmond, Sen. Bricker 
interjected: “Individual stations 
are regulated by FCC. Now you 
have life or death control over 
them. For the life of me I can’t 
see why that isn’t charged with 
the public interest.” 

When Mr. Sarnoff countered, 
“If the networks don’t decide 
which advertiser gets time, some- 
one has to,” the senator snapped 
back: “There must be fair dealing. 
You have power to make or break 
an industry. I have no quarrel 
with your programming, But there 
should be an appeal from your de- 
cisions.” 


® To the charge that networks 
must buy stations so as to get the 
bulk of the industry’s income, Mr. 
Stanton answered that net-vorks 
channel “a _ disproportionate” 
amount of advertising money to 
small markets. If networks failed, 
he said, the big-city stations would 
find other program sources. 

“But it would be rough on peo- 
ple like Murray Carpenter up at 
WTWO-TV, Bangor, Me. He would 
have to buy film, and go to the 
expense of selling it.” 

Mr. Stanton said that there is 
no validity to complaints that ad- 
vertisers can’t get on tv. He said 
CBS has unsold evening time. And 
he stressed “good buys” avail- 
able in daytime hours “for those 
who buy wisely.” 


® When Sen. John O. Pastore (D., 
R.I.) protested that these are not 
desirable hours, the CBS president 
snapped, “Godfrey sells a lot of 
merchandise in those hours.” 

Mr. Stanton rejected complaints 
that small local advertisers are un- 
able to get on networks. “The local 
bottler in Little Rock can’t use 
Life magazine, either,” he said. 

“Our philosophy of distribu- 
tion and selling is undergoing a 
change,” he explained. “National 
campaigns pre-sell a product, so 
that the local merchant is not com- 
pletely apart from the national 
advertising.” 


1li 


108% on Investment, 4.6% on Sales... 


Percentage of Investment Is Wrong 
Criterion of Network Profit: Stanton 


CBS Head Tells Senate 
Unit His Net Makes 
Less Than Affiliates 


WasHINGTON, June 14—Frank 
Stanton, president of Columbia 
Broadcasting System, defended the 
operation of his network on half a 
dozen fronts this week as the Sen- 
ate commerce committee contin- 
ued to probe the television indus- 
try. 

His oral statement to the com- 
mittee was preceded by the filing 
of a 224-page basic memorandum, 
plus additional special briefs, and 
followed by replies to questions by 
committee members. 


® In his oral statement before the 
committee, Mr. Stanton told the 
senators that his company has 
been making a profit on its tv op- 
erations since 1952, but he empha- 
sized that it is still a pretty risky 
business. 

“The balance between profit and 
loss in the case of networks is so 
delicate that the failure to sell one 
hour between 7:30 and 10:30 p.m. 
each night for a year (whether be- 
cause of a refusal of stations to 
clear time or for any other reason) 
would, in 1955, have turned the 
CBS Television Network’s profit 
into loss,” he said. 

This admission was followed by 
an analysis of the revenue and 
profits situation at CBS Televi- 
sion, though he called the charge 
that revenues of networks are 
large an irrelevant one. 

“We do not deny that since 1952 
our television operations have been 
profitable,” Mr. Stanton said. “Nor 


do we apologize for that success. I 
have always assumed that it was a 
wholly permissible business objec- 
tive in any field of commerce to 
operate on a profitable basis. 
“By no accepted principles in 
our system of free competitive en- 
terprise is business success a jus- 
tification for federal intervention.” 


® He revealed that the CBS Tele- 
vision’s profits after taxes in 1954 
were 4.6% of sales, compared with 
9% for 377 independent stations. 
He said it was not disproportionate 
for the leading network—CBS-TV 
—to earn 28% of the industry’s 
net profits before taxes that year, 
thanks to its network and owned- 
station earnings. 

Mr. Stanton characterized the 
measure of profits as a per cent of 
return on tangible property as 
“wholly inapplicable in the field 
of broadcasting operations, where 
physical investment plays such a 
relatively minor part.” He added: 

“But even if we accept this mis- 
taken standard, the figures of 
108% attributed to the CBS Tele- 
vision Network are neither abnor- 
mal nor immodest.” 


® He covered material included in 
his supplemental memorandum in 
denying the charge that Columbia 
has a policy favoring programs it 
produces. He said it is a real para- 
dox that the networks are being 
criticized for programming aggres- 
siveness now, when ten years ago 
the FCC was complaining because 
of lack of network program crea- 
tion and production. 

He quoted a testimonial letter 

(Continued on Page 114) 


Not Trying to Monopolize Program 
Production, Sarnoff Tells Senate Unit 


NBC President Presents 
Detailed Annual Sales, 
Income Figures for TV 


WASHINGTON, June 14—Like its 
rival network CBS, NBC today al- 
so told Senate investigators that 
network television is no money- 
making proposition. 

And NBC also argued that the 
networks are not trying to monop- 
olize program production, which 
is a money-making activity for 
them. 

These were among the highlights 
of the oral statement made by 
Robert W. Sarnoff, president of 
NBC, in his appearance before the 
Senate foreign commerce commit- 
tee here today. 

Asserting that “television net- 
working is a business of great 


risks, heavy financial commit- 
ments and low profit margins,” 
Mr. Sarnoff said NBC took an 
over-all loss of $4,000,000 on the 
first eight years of its tv network 
operation from 1947 through 1954. 


= “Only last year—in 1955—did 
the network finally reach a cumu- 
lative profit and a modest one,” 
Mr. Sarnoff said. “For its nine 
years of operation from 1947 
through 1955, the total net profit 
of the NBC television network was 
only $2,315,000. 

“And just as we reach the point 
of profit ... we are taking on the 
heavy cost and burden of a major 
new development—color television. 
To carry on this development, 
about $13,000,000 in capital costs 
has already been authorized in the 


(Continued on Page i14) 


Net Sales and Income-NBC Television 
1947-1955 


Year Net Sales Net Inc. After Nei linc. as Cumula- 
Fed. Inc. Taxes % of Net ve net 

Sales Income 

1947 282,000 —$ 643,000 aa —$ 643,000 
1948 2,525,000 — 1,332,000 —— — 1,975,000 
1949 10,254,000 — 1,799,000 — — 3,774,000 
1950 26,052,000 — 2,997,000 — — 6,771,000 
1951 69,859,000 1,129,000 1.6 — 5,642,000 
1952 98,295,000 432,000 4 — 5,210,000 
1953 110,405,000 — 249,000 — — 5,459,000 
1954 137,689,000 1,457,000 1.1 — 4,002,000 
1955 185,320,000 6,317,000 3.4 2,315,000 


Nine-year average net income 
as a percentage of net sales ............. 1.5 
Five-year average net income 


as a percentage of net sales 
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Air France Travel Posters Are ‘Significant 
Examples of Modern French Art'—and Ads 


(Continued from Page 2) 
Colin shows an Indian smoking a 
peace pipe, with a representation 
of a skyscraper. 

To introduce these posters, Air 
France put them on public display 
here last month before issuing 
them to travel agents and overseas 
offices. 

A color plate booklet was pro-| 


> 
— ie 

CAN'T TIP V4 SEALS TIGHT 

CAN'T STICK BY FINGER 

CAN'T DRIP PRESSURE 


HABERULE 


Rubber Cement 


The world’s most modern dispenser. Handy grip- 
top. Large bristie brush always reaches rubber 
cement—no odjustments necessary. At your artist 


supply store or direct. Only $2.95 
: THE HABERULE CO. 
BOX AG-245 + WILTON, CO JN 


duced for the inaugural showing. 
In this booklet the posters are 
shown, with biographical por- 
|traits of each of the artists. Andre 
Maurois and Jean Cocteau paid 
tribute to the quality of the post- 
ers in a special introduction pre- 
pared for the booklet. 

Air France sums it all up by 
pointing out that the new poster 
iseries is designed not only to be 
|“effective advertising in the coun- 
tries where displayed, but to re- 
jmain significant examples of the 
bce school of French poster 
art.” 


s In New York, Buchanan & Co., 
|the Air France agency in the U. S., 
jtold AA that it knew very little 
| about the posters and could not say 
‘how they would be used here— 
'maybe in an art gallery. 


| KHAM Joins ABC Radio 


affiliated with ABC Radio. 


detgageh ize 


Ww he Industry 
College 


PUBLIC SERVICE 


pags 


GISLATIVE. 


Kurtz 
HASH SESSION—Gathered for a chat 
ing Federation of America meeting in Philadelphia 
lare Clayton J. Cosse, Dora-Clayton Agency, Atlan- 
KHAM, Albuquerque, N.M., has | 'ta; Wilbur Kurtz Jr., advertising research head of 


imegios 


Coca-Cola Co., Atlanta; Elon G. Borton, AFA pres- 


It Happened 


at Carson Pirie Scott—Chicago 


Three big main windows at Carson Pirie Scott 
devoted to the Carnation Fantasy Promotion, 
as featured in the May issue of The American 


Home magazine... 


job of inside-store display they did! They 
used one entire wall for eight beds made up 


with Carnation Fantasy 


quilts and blankets. And they tied in by 
promoting American Home “How-to” Patterns 
. Goes to show what happens when a store goes 


and what an exceptional 


sheets, pillowcases, 


all’out to be the point of sale for merchandise 
featured in this big-circulation magazine! 


See pages 52 and 53 for the complete American Home Story 


Borton Patterson Neil Jenkins 
at the Advertis- ident; Graham Patterson, Farm Journal pub-% 
lisher; George M. Neil, general manager of the 


Needs, ‘Life's’ 


_ Charlotte Montgomery 
_ Hits Poor Packaging, 
Vague, ‘Anonymous’ Ads 


PHILADELPHIA, June 13—The eyes 
of the Advertising Federation of 
America, in convention assembled 
this week, were trained on the 
horizon, as discussion panelists set 
forth views of the future and pre- 
sented data which are the raw ma- 
terial of planning. 


® How will media meet the chang- 
\ing trends in marketing? 

| A special AFA panel—the larg- 
jest of the convention—represent- 
ling various media undertook to 
‘answer that question. 

| A. Edward Miller, assistant to 
|the publisher of Life, predicted a 
\bright future for magazines de- 
\spite all the prophets of gloom. 
But he added some serious words 
of caution. 

| He called on business and indus- 
|try to be more careful in making 
|long-range plans for expansion. 
Most of them, he stated, have lim- 
ited their planning to the indus- 
|trial side, with problems of dis- 
|tribution and selling given 
secondary consideration. 

“T have, however, seen very lit- 
tle published evidence of thought- 
ful long-range planning extending 
| to the advertising media needs for 
the future,” Mr. Miller stated. 

“Obviously, these areas are 
more difficult to plan, because of 
the more dynamic nature of ad- 
vertising media in relation to mar- 
kets,” he said. 

Unless long-range industrial 
planning is extended to include ad 
media, he warned, “we will face 
some day in the not too distant 
future, a situation where the great 
force of advertising will not be 
adequately geared to do the job 
necessary to keep our economy 
healthy and surging forward.” 


|@ Richard W. Slocum, exec vp of 
‘the Philadelphia Bulletin, 


cited 
three major trends in marketing 
and said that newspapers can ad- 
just “naturally and effectively” to 


all three. He listed them as (1) the} 
|change from a mass market to an 


all-class market, (2) the increase 
in leisure time for consumers and 
(3) the increased use of self-serv- 
ice in marketing. 

Newspapers have the flexibility 
of a local medium and can adjust 
easily to all changes, he said. He 
cited ANPA figures to illustrate 
that mewspapers are making 


changes to meet shifting trends. 


Philadelphia Inquirer, and president of the Poor 
Richard Club, and Sidney Jenkins, assistant pub- 
lisher, Farm Journal. 


Industry Must Plan Future Media 
Miller Tells AFA 


“It is our hope to deliver adver- 
tisments cheaper by better produc- 
tion methods and with better qual- 
ity,” Mr. Slocum said, predicting 
an expansion in color and greater 
interest in newspapers by the 
younger generation. 

Donald H. McGannon, president 
of Westinghouse Broadcasting Co., 
declared that the changing pattern 
has necessitated less readjustment 
in radio than in any other medium 
of mass communication. 

“Business is in the process of de- 
centralizing, establishing branches 
in the areas of concentrated resi- 
dential property,” he said. “Radio, 
from its inception, has been de- 
centralized. It has been for years 
where business is now going— 
that is, everywhere.” 


® Another longtime advantage of 
radio, Mr. McGannon said, is that 
it is mobile and can be listened to 
while a person is at work or busy 
at other jobs. 

In fact, radio has been the door 
opener for salesmen, he said. 


Media Panel 


“In busy American lives, it is 
one of the hardest jobs for the 
salesman to force attention—to get 
the door open, as it were. But to a 
fantastic degree, we see that radio 
has always had this door open, no 
matter what else people have been 
doing,” he said. 


® Lawrence Chait, vp of R. L. 
Polk Co., pointed out that about 
$14.7 billion will be spent annual- 
ly on all forms of advertising by 
1960, compared with about $9.5 
billion this year. 

“To the degree that we, as ad- 
vertising practitioners, spend that 
money wisely and well, our nation 
will be aided in disposing of the 
products created by our immense 
production capacity,” he declared. 
“If advertising does not do its job 
well, then those of us gathered 
here today must share substantial 
responsibility for all the dire hap- 
|penings which may ensue.” 
| He predicted that in the future 
| direct mail will be used far more 
heavily as advertising designed to 
stimulate the purchase of products 
and services than for mail order 
selling. He said the trend is al- 
ready well under way. 


@ “We have now reached the point 
where large national advertisers 
are appropriating multi-million 
dollar sums to direct mail as ad- 
vertising designed to buttress in- 
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titutional advertising programs at ica is going suburban, and rapidly. | are unapproachable, because there; the generic product, if not the in- |open up and develop markets and 


he personal level of the predeter- 
nined prime prospects for given 
»roducts,” he added. 

“It is now up to direct mail 
iouses to create major mailing 
ists which represent a commer- 
ially available census with spe- 
‘ific characteristics,’ he added. 


® Merle S. Jones, exec vp of CBS 
Television, spoke up for tv as be- 
ing “superbly designed to gain ac- 


cess to this new and vastly en- | 


larged market” of 34,000,000 tv 
homes. 

He pointed out that the luxury 
class in America has virtually dis- 
appeared and that almost everyone 
is a potential customer for almost 
any product. Television, he added, 
has wiped out the time lag be- 
tween introducing a new product 
or service to the top economic 
group and to the low 


point of sale to the living room,” 


| eve than half of the nation’s pop-/| are no addresses on ads, and that 
ulation now lives in 168 metropol-| you won’t or don’t answer her 
litan areas which include only 275, | letters, she added. 
|or 9.1% of the total counties in the! “She doesn’t understand why 
| nation. you stick to mysterious ways of 
packaging that customers like her- 
‘self have complained about for 
| years,” Mrs. Montgomery declared, 


'# A few pointers to advertisers 
jand advertising men about female 
‘reactions were presented in the citing sardine cams, cereal boxes, 
/same panel by Charlotte Mont- catsup bottles, etc., as examples. 
gomery, of Westfield, N.J., colum-_ 
nist and consultant. |= Graydon Smart, of the ‘Shreve- 
Mrs. Average Woman, she said, port chamber of commerce, read- 
|thinks she is not given enough/ing a speech by Philip Salisbury, 
‘credit for common sense after | editor and publisher of Sales Man- 
reading unbelievable copy. | agement, advocated much more 


“She wonders why you beat group and association advertising. | 


around the bush with chatter about| For example, he said, if an effec- 


dividual brand of the advertiser.” | test new products and new ways 
| | of selling. 
|= George T. Sweetser, vp of N. W.| Food supermarkets, he added, 
Ayer & Son, speaking on market- | also have their place—just as chain 
ing, urged manufacturers to look | drug stores have theirs—as market 
to chain drug stores as “market/ makers. 
makers,” where lines can be pre-| 
sold to the consumer. Chicago AANR Elects 
Discussing a successful promo-| Donald B. Milliken, Texas Daily 
tion by his agency in behalf of the Press League, has been elected 
| president of the Chicago chapter of 
Marketing Panel |the American Assn. of Newspaper 
| | Representatives. Other new of- 
‘Peoples Drug Chain, in Washing-|ficers include Charles L. Healy, 
ton, to bring it back to the prom-|O’Mara & Ormsbee, vp; William 
inence such chains once enjoyed, | W. Sauerberg, Ward-Griffith Co., 
he said: |secretary and assistant treasurer, 
“We found chain drug stores are and George E. Gilbertsen, John W. 


|Cullen Co., treasurer. 


income | 
groups. In fact, tv has moved the | 


quality and craftmanship and fail 
|to tell her the size or price and 
| whether it is plastic or leather, pa- 
| per or fabric,” Mrs. Montgomery 
|pointed out. 

| The female consumer resents 
|impossible claims and what she 
|feels is dishonesty, and this tends 


he added. 
| to bring about a distrust of adver- 


® Donald Hutchinson, vp of Lutz  tising, the speaker said. The wom- 
& Sheinkman, New York, predicted 2" shopper also thinks advertisers 


|tive program were being pushed by 
the underwear industry, more 
|American males would be more 
conscious of underwear purchases. 

“Then good advertising by a 
|maker of an_ individual 
would have a far better chance of 
| success,” he added. “Brand adver- 
tising often falls short because its 
influence is limited to the segment 
lof the population already sold on 


brand 


one place where certain types of 
products can get the merchandis- 
|ing, the display, the personal sell- 
ing which they must have to suc- 
| ceed.” 

Mr. Sweetser explained that no 
manufacturer can personally call 


\Bingham Advertising Adds 3 
McGregor-Michigan Corp., Han- 
dy-Hooks division of Vadco Prod- 
|ucts and the WW alloys division of 
Fansteel Metallurgical Corp., all 


,on hundreds of thousands of indi-|of Detroit, have named Bingham 
vidual outlets around the nation, | Technical Advertising, Detroit, to 
|but he can work with a compar-|handle their promotional activi- 
latively few drug chains to help|ties, in national trade journals. 


material as advertising in all its | 
forms is increased. 

His industry, he said, is design- | 
ing and creating more practical | 
and more attractive point of pur- | 
chase material to meet the chang- 
ing trends and to make best pos- 
sible use of limited space available 
in new types of retail outlets. 


a greater need for point of purchase | 
N O * 4. 


® Howard R. LeRoy, president of 
LeRoy Inc., Union City, N. J., 
spoke on advertising specialties 
and said this kind of advertising 
has now become big business. He 
said a lot of time and money are 
being spent to improve the organ- 
izations which sell these lines, and 
as a result the ad specialty indus- 
try will keep pace with other me- 
dia. 


® Ted Lord, assistant to the pres- 
ident of Outdoor Advertising Inc., 
boasted that outdoor advertising is 
dooming and that the industry is 
meeting new trends with such de- 
velopments as the 30-sheet post- 
ers, special frames and the effec- 
tive use of new colors. 


® Robert F. Degen, vp, Ted Bates 
& Co., New York, predicted a con- 
tinuing upgrading of premiums 
which advertisers can offer. He 
depreciated “some old-fashioned 
premium promoters “who are try- 
ing to foist shoddy merchandise on | 
the consumer.” 


s Disposable personal income, af- | 
ter taxes, should increase to well 

over $380 billion in 1965, as com- 

pared with $250 billions in 1953, 

Dr. Vergil D. Reed, J. Walter 

Thompson Co. vp, told the conven- 

tion. 

Mr. Reed said by 1965 there will 
be about $7,000 in spending money 
per household in terms of 1953 
dollars, which advertising can help 
direct to proper outlets. 

He also told the delegates that 
youth and the older folks of our 
population today are the two fast- 
est growing segments of our mar- 
ket. 

“This calls for more careful 
merchandising and selection of ad- 


Consumer Panel 


vertising media and copy to get 
the best coverage and impact 
where sales opportunities are best,” 
he said. “It also means that it is 
an increasingly good investment, 
to start wooing the consumer at 
an early age.” 


s The proportion of the popula- 
tion on farms has decreased from 
95% at the time of the U.S.’ birth 
as a nation to 13.5% today, he 
added. The trend from the farm 
will continue indefinitely, Mr. 
Reed predicted, because of mech- 
anization and increased productiv- | 
ity. 
He also pointed out that Amer- | 


in a series showing the “little extras” at 


Bertsch & Cooper that make service so extra good 


From lock-up to foundry in seconds... thanks to 


B & C’s “Dumb Waiter.” No time lost waiting for pickup 


and delivery. On rush jobs—and what job isn’t—here’s how to 


really beat time. Moreover, responsibility for quality 


rests on one supplier’s shoulders. 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 


1147 West Jackson Blud., Chicago « MOnroe 6-5200 


Largest facilities in America . 
electrotype, newspaper mat, film positive service 
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Kininer Blames U.S., Not Networks, 
For TV Monopoly; Asks More Stations 


WASHINGTON, June 15—There is 
a “kind of monopoly in the tele- 
vision business,” but the govern- 
ment, not the networks, created it, 
Robert E. Kintner, president of 
the American Broadcasting Co., 
charged here today. 

In his appearance before the 
Senate commerce committee, Mr. 
Kintner reiterated his contention 
that the scarcity of stations is tv’s 
big problem. 

He urged the committee and the 
FCC to direct their attention to 
the “scarcity of stations because 
with its solution, alleged monopo- 
listie practices in the industry will 
disappear just as they disappeared 
in radio when the factor of a too- 
limited number of radio stations 
was removed.” 

He added that it is a “serious in- 
dictment of governmental processes 
when this subject has been under- 
intensive investigation for at least 
two years with- 
out adequate so- 
lution.” 


@ The head of 
the youngest tel- 
evision network 
called for a 
“strong congres- 
sional mandate 
to the FCC to 
speed up the 
granting of tv 
stations already 
allocated and to devise new allo- 
cations whereby three, four or five 
competitive tv stations can be es- 
tablished in the larger markets of 
the country.” 

As a direct result of the lack of 
stations, Mr. Kintner said, ABC is 
still not able to compete with NBC 
and CBS on equal terms, the older 
networks having gotten there first 
to sign basic affiliations in the 
scarcity markets. To illustrate how 
this disadvantage works against 
ABC, he cited three examples: 

1. In the peak viewing period, 
7:30-10:30 p.m., during the week of 
Dec. 11-17, 1955, ABC’s average 
program station lineup consisted 
of 84 stations, 49 of which carried 
the show live. For the same period, 
CBS’ average program was carried 
on 121 stations; 106 carried the 
program live. NBC’s average pro- 
gram was carried by 104 stations, 
94 of which aired the show live. 

2. When ABC had the “U. S. 
Steel Hour,” 104 stations were or- 
dered for the show, but only 77 
cleared it live for its last ABC tel- 
ecast on June 21, 1955. When the 
show switched to CBS on July 6, 
1955, 110 stations carried the show 
live. 

3. “Another telling example is 
the difficulty that we are now ex- 
periencing in clearing time in one 
and two-station markets for ABC 
coverage of the forthcoming na- 
tional political conventions and 
elections,” Mr. Kintner said. 


Robert E. Kintner 


® (Editor’s Note—Mr. Kintner did 


not go into specifics on this point, 
but ABC was the second network | 
to sign a national sponsor for the 
elections. All things being equal, | 
this should have given American 
Broadcasting clearance advantage | 
even in two-station markets. Such, 
however, has not been the case. | 
CBS sold the event first. NBC, | 
which is planning to carry the 
event on a co-sponsorship basis, 
has not yet formally announced its 
sponsorship plans for the conven- 
tions.) 

“When ABC cannot clear time 
in important markets such as Bos- 
ton, Pittsburgh, St. Louis, Grand 
Rapids, New Orleans, Birmingham, 
Providence, Dayton, Syracuse, 
Louisville and many othérs, we are 
in the position of fighting with at 
least one hand tied behind us,” 


Mr. Kintner said. 


“We cannot completely satisfy 
customers and we cannot, in the 
long run, hold programs unless 
we can get into these markets ef- 
fectively. And we cannot do this 
if there are not enough competitive 
outlets.” 


® The ABC top executive said he 
realizes that the FCC has a “back- 
breaking workload,” but he asked 
for attention now on areas where 
the need is greatest, with deinter- 
mixture and drop-ins as a “sen- 
sible starting point in meeting the 
immediately pressing allocation 
problems.” 

Mr. Kintner also indicated that 
it would be helpful if there could 
be some adjustment on the AT&T 
line charge, which now costs ABC 
$6,000,000 a year. He suggested 
that these charges be reviewed 
carefully to detcrmine whether or 
not they are justified. 

“Such an investigation should 
include the question of why the 
services are provided only on a 
special overtime basis beyond 
eight hours, whereas the normal 
television broadcasting day will be 
12 hours soon in the case of ABC, 
and is at least 16 hours in the case 
of the other networks. 


® “In actual operations, ABC suf- 
fers more than might appear. The 
AT&T facilities for which we pay 
go through cities in which we fre- 
quently cannot secure an outlet 
for our programs. In many cases, 
we have the experience not only 
of being unable to use the facili- 
ties for which we pay, but of hav- 
ing to incur the additional and very 
substantial expense of sending 
prints of a program to the cities 
involved for delayed broadcasting,” 
he explained. 

On the question of program con- 
trol, Mr. Kintner said a network 
must make sure that all its shows 
meet creative and good taste re- 
quirements. But he doubts that 
any network or company has suf- 
ficient creative ability to produce 
and supply directly more than a 
small percentage of the needed 
programming. ABC produces 13.2% 
of its shows; its stations produce 
10.2%; ad agencies contribute 
9.4%, while independent producers 
bring in 67.2% 

The ABC head cndorsed option 
time as being absolutely essential 
to a network operation. He also 
said “must buys” are vital, though 
in the case of ABC the network re- 
quires not a specific number of 
markets, but a minimum gross ex- 
penditure of $30,000 for network 
time. 


Sarnoff... 


(Continued from Page 111) 


past several months for color tele- 
vision networking alone. The total 
amount projected over the next 
five years for NBC capital costs 
is $80,000,000. 

The NBC president detailed his 
company’s financial history in 
table form. It was said to be the 
first time any tv 
network had 
made public its 
annual sales and 
income figures. 

The head of the 
country’s oldest 
broadcasting net- 
works said NBC’s 
owned vhf tv sta- 
tions have been 
profitable for the 
last six years 
and “substantial- 
ly so” in recent years, but that 
these profits have been plewed 
back into the business.” 

Mr. Sarnoff presented the ac- 
companying table to show how 
RCA, NBC’s parent company, and 


R. W. Sarnoff 


Company Nine Year 
Period 
1947-1955 
Bethlehem Steel 7.0 


Chicago Daily News 7.2 
Coca-Cola 13.2 
Corning Glass 9.8 
Corning Glass 9.8 
Eastman Kodak 10.8 
Ford 5.8 
General Electric 6.7 
General Motors 8.5 
Goodrich 5.9 
I. B. M. 11.4 
Libbey-Owens-Ford 11.8 


McGraw-Hill Publishing 6.5* 
Meredith Publishing 9.5 
Owens-Corning Fiberglas 5.9 


Proeter & Gamble 5.9 
Standard Oil of 

New Jersey 11.8 
Texas Co. 13.2 
Time, Inc. 5.3 
Union Carbide 12.7 
U.S. Steel 6.3 


All manufacturing companies of 
$100,000,000 million or more 


in assets 6.9 
RCA (consolidated) 5.2 
NBC (consolidated) 4.1 
NBC televison network 0.4 


Comparison of Profits to Sales* 
As Compiled by NBC 


*Seven years; 1947-1948 not available 


Five Year Year Year 
Period 1954 1955 
1951-1955 
6.9 8.0 8.6 
5.1 4.5 5.9 
11.1 10.7 10.9 
9.9 1.0 
9.9 11.8 11.8 
9.7 11.0 12.0 
5.6 5.6 7.8 
6.2 12 6.5 
7.7 8.2 9.6 
5.8 6.2 6.2 
9.6 10.1 9.9 
10.9 11.3 12.8 
6.6 8.5 8.2 
8.9 8.9 8.5 
5.7 6.2 6.8 
5.6 5.7 6.0 
12.1 10.3 13.5 
13.3 14.4 14.9 
4.7 4.5 4.6 
10.8 10.6 11.9 
6.3 6.0 9.0 
6.4 6.5 74 
4.5 4.3 4.5 
4.0 3.5 5.5 
1.5 11 3.4 


sis as compared with other compa- 
nies. 

The charge that NBC gives pref- 
erence to tv packages in which it 
has a financial interest in order to 
make a profit on the program sale 
was denied. On the contrary, it 
was pointed out that commercial 
shows produced by NBC in 1955 
cost the network $8,600,000 more 
than the advertisers paid for them. 
Counting sustaining shows, the 
network’s “total unrecovered pro- 
gram cost for 1955” was put at 
$24,000,000. Less than one-third of 
the programs on the NBC-TV 
schedule are produced by the net- 
work, it was stated. 


@ Mr. Sarnoff emphasized the 
importance of the networks being 
kept free to provide a “compre- 
hensive, balanced, national pro- 
gram service.” He said that net- 
works have led the way in pro- 
gram innovations that have kept 
public interest in tv refreshed and 
renewed. He added that it is the 
networks which frequently take the 
financial risk when an outsider 
with a promising program idea 
needs someone to underwrite the 
cost of production. 

Pointing out that some of the 
network’ critics have intimated 
that the network is somehow at 
fault when an affiliate isn’t getting 
enough network programs , Mr. 
Sarnoff stressed that it is the ad- 
vertiser who decides what stations 
he needs and “not every affiliate 
is ordered for every program.” 


® On the subject of competition in 
the tv network business, Mr. Sar- 
noff had this to say. “As far as 
competition within the tv network 
field is concerned, there has been 
a lot of talk about the two ‘prin- 
cipal’ television networks. But I 
want to emphasize that any organ- 
ization has the opportunity to op- 
erate effectively in the network 
field, provided it is willing to un- 
dertake the costs and risks of 
furnishing strong, well-balanced 
network program service that can 
stand up in competition. This op- 
| portunity existed for DuMont, 
which entered the field early. 
| When DuMont presented a popu- 
lar program like the Bishop Sheen 
series it got the clearances it need- 
ed, in competition with the other 
networks. And if it had under- 
taken development of an over-all 
effective program schedule, it 
would be a major competitive fac- 
tor in the network business today.” 

Mr. Sarnoff said the growth of 
| ABC, which has increased its sales 


NBC fared on a profit-to-sales ba-|and sponsored hours at a faster 


rate than CBS or NBC and beats 
them in the ratings in some time 
periods, illustrates this point. 
While the tv industry already is 
intensely competitive, it would be 
even more so if there were more 
stations, the NBC executive said. 


® “This is the root of the problem 
in tv and its solution will also 
solve the problems which are un- 
der study by this committee. We 
therefore urge that the Congress 
and the FCC focus on this central 
problem and take affirmative steps 
to solve it,” he said. 

Mr. Sarnoff reiterated NBC’s 
belief that the best means of ex- 
panding the tv service is the “ef- 
fective use of the 70 uhf channels 
as well as the 12 vhf channels.” 
He said his company is supporting 
uhf wherever it is practical to do 
so and has asked the FCC to take 
immediate steps to encourage uhf. 

Six basic affiliates of NBC are 
uhf stations, 37 affiliates are high- 
band stations and the network has 
bought one uhf station and has an 
application for another one pend- 
ing, he said. 


Stanton... 


(Continued from Page 111) 
from a small-market tv station 
manager to back up his contention 
that the networks do not try to 
channel television’s revenues into 
the large markets at the expense 
of the small. 

The CBS executive said sta- 
tions have broad rights to reject 
network programs during option 
time and that they do. “Our affili- 
ates’ schedules are studded with 
non-network programs in option 


\time—even in Class A option time,” 


he asserted. 

He rejected a proposal by Sen. 
Warren Magnuson (D., Wash.) that 
color sets contain uhf as well as 
vhf tuners. In the effort to get 
prices down, he said, the addition 
of the uhf tuner would be a “tax” 
on people who have no use for it. 

Sen. Magnuson had opened the 
discussion by expressing hope the 
uhf problem might be solved by 
marketing all-band color sets, so 
that uhf audiences would be built 
|up as color came into use. 


= But the CBS president was skep- 
tical. Even if all-band sets were 
built, he said, it would not help uhf, 
“because color will be a long time 
arriving. It is too expensive, and it 
will remain expensive,” he said. 
He expressed concern about uhf’s 


future. “We haven’t written off 


Satidleteeteneemeiniaemnsent 
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uhf,” he said, pointing out tha 
CBS owns a uhf station in Milwau 
kee and is buying a second one in 
Hartford. “But we have to face the 
facts, and it is late in the game to 
face them,” he said. 

CBS filed a special 33-page 
statement answering Richard A. 
Moore, president of KTTV, Los 
Angeles, who had contended that 
option time and “must buy” poli- 
cies were keeping medium and 
small-sized advertisers off the air 
and injuring independent film pro- 
ducers. 

Defending its “must buy” policy 
CBS said it sells a network, “no 
an ad hoc collection of stations.”% 

“In the main, it said, “sma 
and medium 
sized advertiser: 
are not interested 

“In the mainj 
vision, just a 
they are not in 
terested in Life 
or The Saturday 
Evening Post.” 

To show that 
some medium 
sized advertisers 
use networks, it 
said “more than 
12% of the 53 advertisers who used 
CBS in 1955 spent less than $100,- 
000 for time and programs; two 
spent less than $5,000.” 


Frank Stanton 


® CBS denied that option time 
prevents non-network advertisers 
from getting on the air in evening 
time. It reported that 55.5% of all 
spot is at night, including 61.2% of 
spot programming, 66.1% of spot 
announcements and 21.2% of spot 
participations. 

Discussing the growth of spot, it 
noted that the volume is now al- 
most equal to network tv, with 
more than 3,000 different spot ad- 
vertisers, 

Scoffing at Mr. Moore’s asser- 
tion that spot advertisers are “‘sec- 
ond class citizens,” it said many 
companies are non-network adver- 
tisers by choice. 

It mentioned Philip Morris, 
which gave up “I Love Lucy” to 
use spot, and also listed Bulova, 
Motorola, Esso, Shell, Benrus, 
Sunshine Biscuit, Socony-Mobil 
and Salada Tea among companies 
which use spot rather than net- 
work tv. 

In a 224-page memorandum filed 
with the committee preceding his 
appearance, Mr. Stanton credited 
the networks with having “pro- 
vided the driving force that brought 
together the families in the home, 
the receiver manufacturers, the 
performers and writers, the ad- 
vertisers and the station licen- 
sees—which led to the explosion of 
television on the American scene.” 

For its part in priming the tv 
network pumps, he said, CBS in- 
vested $53,100,000 from 1934 to 
1952, without a single year of net- 
work profit. He added: 

“It may be noted that during 
that period of initial growth and 
financial loss, CBS Televison, alone 
among the networks, lacked both 
of two vital elements: (1) Owner- 
ship of its permissible quota of 
stations, which historically are 
profitable before networks are, and 
(2) a supporting television receiv- 
er manufacturing activity. 


® The head of the country’s top 
grossing network was very frank 
about what is required to run a 
national tv chain. Among the items 
noted: 


e The weekly cost to CBS Tele- 
vision of maintaining the organi- 
zation and staff of its network is 
about $700,000. The network em- 
ploys 2,412 people fulltime and a 
total of 5,493 people, including per 
diem personnel, talent and sup- 
porting corporate personnel.” 


@ Nearly $28,000,000 has been in- 
vested in tv network program pro- 
duction facilities in New York and 
Hollywood. CBS is considering in- 
vesting an additional $25,000,000 
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aly. | 
He also pointed out that Amer- | 
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in plant facilities in the next few 
years. 


® CBS Televison pays AT&T $13-| 
500,000 a year for the use of inter-| 
connecting facilities. 


© During the week of April 7, 1956,| i 
the network broadcast 86% hours| @ 
of programming. Some 72% hours |} 
of this were sponsored. Sponsored | 
hours broke down into 55% live)’ 
and 17 film. 

After giving a detailed financial 
case history of the “Climax” show, | eo 
Mr. Stanton, still on the dollars |i oe 
and cents aspect of network tv, | aan .\ 
noted that in 1954 the network/ 


revenue of the four networks was NORMAN C. SABEE has been ad- 
2.3%, while independently owned | vanced to advertising manager of 
pre-freeze stations netted an av- | the Crosley and Bendix home ap- 
erage of about 34% before taxes,|/pliances divisions of Avco Mfg. 


according to FCC figures. He add- 
ed: 

“It is estimated by CBS that in 
1954 the total net profits of the 


seven largest CBS Television af-| 


filiates (exclusive of the stations 
owned by CBS) exceeded the net 
profit of the CBS Television Net- 
work. In 1955 when CBS Televi- 
sion Network profits were greater, 
it is estimated that nevertheless 
the total net profits of between 12 
and 14 of its largest affiliates ex- 
ceeded the total net profits of the 
network.” 

The brief included a letter from 
George A. Bolas, director of media 
activities, Tatham-Laird, denying 
that the agency informed Mr. 
Moore that its ability to clear time 
for “Tales of the Texas Rangers” 
would be endangered unless “Cap- 
tain Midnight” was switched from 
KTTV to CBS’ Los Angeles affili- 
ate. 

In the letter, Mr. Bolas said 
“Captain Midnight” remained on 
KTTV until KNXT could clear an 
acceptable hour. In the course of a 
telephone conversation with Mr. 
Moore, he wrote, he explained the 
agency had to honor the terms of 
its contract with CBS once the 
time was available. 


® “During the course of that same 
telephone conversation,” he wrote, 
“we also pointed out that we had 
no desire to create an unfavorable 
climate for our negotiations on 
‘Tales of the Texas Rangers’ by 
insisting on continued departure 
from published and agreed upon 
network clearance policies of CBS. 

“It was pointed out that where 
CBS delivered a less than accept- 
able period, we would take such 
action as the situation required, as 
in the case of KTTV the previous 
year. On the other hand, when 
CBS delivered a satisfactory peri- 
od, we felt no need or any inclina- 
tion to insist on any station change. 

“It is possible that Dick Moore 
misinterpreted my meaning,” the 
letter said, “and felt I was using 
this as an indirect means of advis- 
ing him of some connection be- 
tween ‘Captain Midnight’ and 
‘Tales of the Texas Rangers.’ If this 
was the case, then I can only wish I 


Co., Cincinnati. Mr. Sabee has 

been merchandising manager of 

Crosley and Bendix appliances 

and home laundry equipment for 
the past two years. 


‘Popular Mechanics’ 
Offers Advertisers 
Window Display Plan 


Cuicaco, June 15—Popular Me- 
chanics announced today a mer- 
chandising program for its ad- 
vertisers, consisting of a window 
display service for hardware stores 
and lumber and building material 
dealers. 

The service will be operated 
through a subsidiary, Window Dis- 
plays Inc., headed by Clover Per- 
kins, former advertising manager 
of Popular Mechanics, who retired 
from that post several months ago. 
Associated with him is Elmer Kar- 
stedt, hardware dealer of Burling- 
ton, Wis., who has won numerous 
window display prizes in national 
contests. 


= Window Displa¥s Inc. has estab- 
lished a factory where material for 
displays will be produced. Field 
men already have been located in 
a number of territories, and the 
plan is to have 100 men operating 
nationally in this field. Six dif- 
ferent “theme” displays are now 
in production. 

As the plan is operated, the 
dealer is charged $15 for a dis- 
play, which is installed by Window 
Displays and is maintained for 
three weeks. Manufacturers pay 
from 45¢ to $1.50 for each display 
where their products are used, the 
rate depending on the amount of 
space used in Popular Mechanics. 
Only advertisers in the magazine 
are eligible to participate in the 
program. 


= Not only manufacturers, but 
jobbers, have shown enthusuiasm 
regarding the plan, Popular Me- 
chanics reports, and some jobbers 
are promoting it to dealers through 
their own salesmen. About 40 man- 
ufacturers already have arranged 
to use the program, the list in- 


Last Minute News Flashes 


Kaplan Agency Becomes Division of Lewin, Williams 


New York, June 15—Lewin, Williams & Saylor on July 1 will ac- 
quire a corporate division called the Kaplan Agency Inc. Alvin Kaplan, 
who headed the latter agency for the past 12 years, will become presi- 
dent of the division and director and senior vp of Lewin, Williams & 
Saylor. A. W. Lewin, president of LW&S, becomes board chairman of 
the division. 


American Oil Launches Summer Push for Amoco 


New York, June 15—American Oil Co. is launching a new summer 
campaign June 18 for its Amoco premium gasoline, with weekly ads in 
525 newspapers in the company’s marketing territory from Maine to 
Florida, plus the Galveston area in Texas, where American began mar- 
keting gas for the first time early this year. Commercials will be used 
on the company’s radio and tv programs, which includes 14 five-minute 
musical segments each weekend on “Monitor” (NBC Radio), start- 
ing July 7, and alternate weeks on Ed Murrow’s “Person to Person” 
(CBS-TV). In addition, 5,000 outdoor panels, 3,000 panels on Railway 
Express trucks and extensive point of sale advertising will be used. 
Joseph Katz Co. is the agency. 


‘Time,’ ‘Life’ Announce Ad Rate Boosts 


New York, June 15—Life and Time will announce Monday advertis- 
ing rate increases, beginning next Jan. 7. Life’s rates will advance 
about 6%, with b&w pages going from $15,065 to $15,968. Time’s b&w 
pages will move from $9,680 to $10,500. The Time rates will be based 
on a circulation of 2,100,000—an increase of 100,000. Life also plans a 
“dual feature discount” beginning Jan. 7. Discounts on dollar volume 
will range from 3% to 12% and discounts based on continuity will 
range from 3% to 17%. The latter involves breaking each 52-week pe- 
riod into 13 four-issue periods. Advertisers will qualify for the dis- 
counts by spending in any 12 of the 13 periods. 


Speckter Leaves Bozell & Jacobs to Open Agency 


New York, June 15—Martin K. Speckter has resigned as vp in 
charge of creative services of Bozell & Jacobs to open his own agency, 
Martin K. Speckter & Associates. Among his new accounts is the Wall 
Street Journal. Mr. Speckter originally joined Bozell & Jacobs in 1935. 


Wyner Moves from Mogul to Monarch Wine Co. 


New York, June 15—Nort Wyner, account executive at Emil Mogul 
Co., has been appointed to the newly created position of director of 
sales and advertising of Monarch Wine Co., producer of Manischewitz 
kosher wines. Mr. Wyner joined the agency in 1952 as assistant to the 
president. During the past two years he has been account supervisor for 
Manischewitz wines. His successor at the agency has not been named. 
Before his association with the Mogul agency, Mr. Wyner was editor 
of Television magazine. Before that he was special features editor of 
Daily News Record. 


Grove Labs Names Foss Marketing VP 


Sr. Louis, June 15—Grove Laboratories Inc. has elected Gene S. 
Foss to the newly created position of marketing vp. Formerly vp in 
charge of sales, Mr. Foss is now responsible for sales, advertising and 
merchandising for the proprietary and toiletries company. 


Seagram Introduces ‘Pedigree’; Other Late News 


e Seagram Distillers Corp. will introduce a new brand next month, 
Seagram’s Pedigree, a blend of straight whiskies. Initia] distribution 
will be in the South with market-by-market development scheduled 
for fall. Advertising is expected to be handled by Warwick & Legler. 


e Hussco Shoe Co., Honesdale, Pa., will run an extensive back-to- 
school campaign in August for its Huskies and Huskie Pup lines. There 
will be insertions in 13 national magazines, full pages in Sunday sup- 
plements and regional newspaper advertising. Wesley Associates, New 
York, is the agency. 


e Kelvinator division, American Motors Corp., Detroit, will introduce 
a new home electronic range at the summer furniture market which 
opens in Chicago June 18. Dealer distribution of the ranges—priced to 
sell at $1,195—will be completed by the end of the month. 


e Roland P. Campbell, formerly vp of advertising for Andrew Jergens 
Co., has returned to the Post cereals division of General Foods Corp., 
Battle Creek, after an absence of four years, as advertising manager. 


e Neptunalia Seafood Co., Savannah, Ga., has named Blaine-Thomp- 
son Co., New York, to handle advertising and promotion for its new 
Gold King line of food products. 


had been more lucid and specific.” | cjuding such well-known adver- 
tisers as Borden, Carborundum, 
Delta Tool, Henry Disston, Green- 
lee Tool, Marlin Firearms, Fayette 
Plumb, Porter Cable, Quaker Rub- 
|ber, Shopmaster, Skil, Stanley 
| Works, Thor, True Temper, U. S. 
| Plywood and Utica Drop Forge. 


= Popular Mechanics also has pro- 
|duced a booklet, “Home Is What 
You Make It,” which is supplied 
in quantity to dealers using the 
window displays for distribution 
to the public. A card in each win- 
dow display also emphasizes that 
the products shown are “as ad- 
vertised in and guaranteed by 
Popular Mechanics,” the guarantee 
being limited to the representa- 
tions in the advertisements. 

It is hoped ultimately, Joe Buell, 
advertising manager of Popular 
Mechanics, said, to have about 1,- 
500'window displays in operation 
continuously in hardware and 
building supply establishments. 


a 


PAUL L. JOHNSON has joined Mc- 
Cann-Erickson, Los Angeles, as 
western marketing exec of the new 
Market Planning Corp., a division 
of the agency. For the past three 
years he has been with J. Walter 
Thompson Co., San Francisco. 


Chicago Women’s Adclub 
Elects Lois Winterberg 

Lois Winterberg, promotion 
manager of the National 4-H Sup- 
ply Service, has been elected 
president of the Women’s Adver- 
tising Club of 
Chicago. 

Other officers 
elected are Helen 
Johnson, associ- 
ate, Joseph W. 
Hicks Organiza- 
tion, 1st vp; Es- 
ther Latzke, di- 
rector of consum- 
er service, Ar- 
mour & Co.; 2nd 

vp; Anne Mann- 

a ee hardt, National 
Brands Sales Corp., recording sec- 
retary; Dorothy McCann, until re- 
cently with the American Dry 
Milk Institute and now vacation- 
ing in Europe, corresponding sec- 
retary, and Mildred Lau, Kehoe & 
Lau, treasurer. 


Moore Continues 15% Policy 

Moore Publishing Co., New 
York, has announced that it will 
continue its 15% discount policy 
with recognized advertising agen- 
cies. It will also continue its own 
system of determining agency rec- 
ognition. Its publications include 
Advertising Agency Magazine, 
American Perfumer & Aromatics, 
American Printer & Lithographer, 
Brown’s Directory of American 
Gas Companies, Gas Age, Gas Ap- 
pliance Merchandising, Industrial 
Gas and LP-Gas. 


‘S.O.S. Directory’ Out 

Howard Publishing Co., 200 S. 
Prospect Ave., Park Ridge, IIl., has 
published its 3lst annual “Source 
of Supply Directory,” which will 
be ready for distribution July 1. 
The new “S.O.S. Directory,” which 
contains 1,200 pages and 6,000 
listings of sources for the paper 
trade, is $6 a copy, or $4.50 in or- 
ders of five or more. 


Rep. McCormack 
Acts to Derail 
Postal Hike Bill 


(Continued from Page 1) 
Edward Rees (R., Kans.), he said, 
“To be perfectly frank with the 
gentleman, I deliberately refrained 
from programming that bill.” 

He acknowledged that any mem- 
ber of the rules committee could 
call up the bill after seven days if 
he wished, but he added “I would 
regret it very much if any Dem- 
ocratic member of the rules com- 
mittee would undertake to force 
the leadership to do it. With Con- 
gress likely to adjourn next month, 
there is little time left for Senate 
action in the event a bill is forced 
through the House. 


s Earlier, the rules committee, 
over protest of the Democratic 
leadership of the House, had 
cleared the $440 million rate bill 
for debate (AA, June 11). Rep. 
McCormack has said most Demo- 
crats oppose the proposed 4¢ rate 
on letters and that he fears the 
proposals for sharp increases in 
second class rates will injure many 
small and moderate-sized newspa- 
pers. 

After his announcement, Rep. 
Elford A. Cederberg (R., Mich.), 
a strong supporter of the bill, took 
the floor to protest “one-man gag 
rule.” He said he spoke as one 
who sat through six weeks of hear- 
ings. 

Pleading for bi-partisan action 
to deal with the department’s fis- 
cal problems, he added, “It is sig- 
nificant that the Democratic chair- 
man of the post office committee 
favors increases, as does the Dem- 
ocratic chairman of the appropria- 
tions subcommittee handling post- 
al affairs, and two former Demo- 
cratic postmasters general.” 


Norge Giveaway 
Push Floats Along 
With ‘Trapeze’ Film 


Cuicaco, June 14—Norge ap- 
pliances and United Artists film 
distributors have teamed up for a 
joint circus promotion. Norge 
started the whole thing last March, 
when it purchased circus tents and 
other paraphernalia to deiight 
children, and offered them free to 
customers who bought appliances. 

United Artists heard about the 
Norge operation and suggested 
that a natural tie-in might be 
made with “Trapeze,” a _ film 
starring Gina Lollabrigida, Burt 
Lancaster and Tony Curtis. A 
quick check showed that the Norge 
promotion was set to break at 
about the same time as the film. 


a Through United Artists, Norge 
has a chance to get its name and 
displays in the lobbies of theaters 
showing “Trapeze.” 

In return, Norge offers United 
Artists exposure in the retail stores 
of some 36,000 appliance dealers. 
Point of sale merchandising and 
giveaways set the two-way deal in 
motion. 

Norge not only offers the circus 
outfit to children—complete with 
main tent, side shows and games— 
but it has prepared a “Ringmaster’s 
Guide” that tells children how to 
stage their own backyard circus. 
Copies of the guide are given with 
the tent package, but additional 
copies of the cartoon-style book 
have been distributed to Norge 
dealers, who will give them away 
to children who bring a parent 
to hear a Norge sales presentation. 

The children then get free ad- 
mission to “Trapeze” simply by 


presenting their copy of the book 
at their local theater. 
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HELP WANTED 


ARE YOU A SALESMAN .. . ADVER- 
TISING MANAGER ... OR AGENCY 
MAN... 


" . whe's ready to step inte a real 

opportunity, selling space in an East- 

ern territery for an outstanding, fast- 
growing business publication? 


If you've got imagination, enthusiasm . . 
and you're willing to learn new ideas... 
you may be the man we're looking for. | 


We want a top-flight man who wants to 
earn tep money, and is ready to work for 
it a man who believes in seund in- 
and is willing to 


dustrial advertising, 
publishing concepts. 


challenge “cld-line” 


Write ... wire.. or phone for ap- 
pointment. All replies hundled confiden- | 
tially. 
Charles H. Oestmann, Vice-President 
Putman Publishing Company | 
111 East Delaware Place | 
Chicago 11, Illinois 
WHitehall 4-6141 
SPACE SALESMAN WANTED FOR 
BUSINESS PUBLICATION | 
General business magazine has opening) 
for experienced advertising space sales-| 
man, to cover Pennsylvania, New Jersey, 
Delaware, Maryland, District cf Colum- 
bia, with residence in Philadelphia. Write 
fully, giving complete details of experi- 
ence, references, etc. Write to 
Box 8448, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


PACKAGE DESIGN 
SALES EXECUTIVE | 


One of the largest package design con- | 
suitants in New York has an opening for | 
a saies executive to solicit nationally | 
known manufacturers of packaged mer- | 
chandise. He should have the following || 
background and characteristics: 
Substantial experience in kaged mer- | 
chandising, materials and techniques and 
ability to use this experience effectively. 
Creative, imaginative and inventive, yet | 
practicai. Able to verbalize ‘deas rapidly | 
whether oral or written. | 
Ability to understand motives of others 
and to size up complicated human rela- 
tions situations. Enjoy contact work and 
find persuading others rewarding. Able 
to work with sustained concentration and 
to pay proper attention to both details 
and the overall aspects of the job. An 
effective organizer and administrator able 
to grow into a position of top level re- 
sponsibility and decision making. 

Our staff knows of this ad. Replies will be 
held in strict confidence. 

Box 997 ADVERTISING AGE 


480 Lexington Ave. New York 17, N. Y. 


THE ADVERTISING MARKET Piace ff 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


| creative layout man who will contribute 


HELP WANTED 


CREATIVE LAYOUT ARTIST 
You're not tied down by formulas and set 
ways of doing things here. We want a 


freshness, originality, ideas of his own. 
You should have enough experience to 
know something about type and produc- 
tion, but long years of experience are not 
a requirement. This job is for the young 
layout man who has the basic talent and 
who will profit from an environment 
where he can put it to use freely in a 
variety of ways. It is not a beginner's job 
with a beginner's salary, nor is it a big 
fat-salaried job. It is a good job with a 
good, medium-sized, progressive 4A agen- 
cy in a midwest city of 85,000. Where 
working conditions are almost unbeliev- 
ably good. Send us a letter about yourself 
along with samples of your work 
Box 8449, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
for 
CREATIVE TALENT 

ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bldg. Chicago 3. 

ADVERTISING COPYWRITER 
Industrial, for highly respected Chicago 
Mfr. If you are a “creative copy man” 
seasoned with a few years in a small 
agency or with hard gods mfr. and want 


to develop professionally writing indus- 
trial films, TV spots, promotional and 
training literature, 
you. Congenial people, good salary, profit | 
sharing, etc. convenient N. W. side loca- 
tion. Please send resume including educa- | 
tion, experience, and salary requirements. | 
Box 8450, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TYPOGRAPHY SALESMAN 
Well established New York firm has an/| 
interesting proposition for a productive 
typography salesman. 
Box 8403, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS | 
GEORGE WILLIAMS - PLACEMENTS | 
209 S. State St. Ha 7-1991 Chicago | 


ONE OFFICE | 
AVAILABLE 
at this smart 
Near North address 
18’ x 20° office. 
Air Conditioned. 
Receptionist. 
National Sporting 
Goeds Association 


716 N. Rush 
Chicago 11, til. 
DE 7-3870 


EXECUTIVE SALES 


>>> IN GRAPHIC ARTS 
Point-of-Purchase and Packaging 


Our expanding organization has an important East 


Coast or Mid-West opening 


in executive-type, creative 


sales for a man of tested ability. 

We are one of the largest and best-known companies 
in the graphic arts, specializing in lithograph, letter- 
press and gravure color reproduction. We served na- 
tional accounts in industries such as food, drugs, liquor. 


light beverages, hardware 


and pharmaceuticals that 


buy point-of-purchase displays and merchandisers, 
packaging materials (including flexible packaging), 
booklets, folders, calendars and a wide variety of other 
creative material, in volume. We offer our accounts 


unusually diversified and 


extensive manufacturing 


facilities, plus specialized departments providing art 
direction, package designing, advertising and promo- 
tional ideas development, merchandising service and 


* market research. 


For this opening we can only consider a man who has 
seasoned, imaginative insight into merchandising and 
sales promotion problems, outstanding sales experience 
and ability, and a desire to further his career in direct 
sales where the earnings potential is exceptionally high. 
We prefer a man who currently carries a responsible 


creative sales assignment 


requires a new, broader base for fullest personal 
achievement and earnings. We strongly invite applica- 
tions, however, from otherwise qualified men with suc- 
cessful backgrounds in merchandising, sales promo- 
tion, or other related fields, particularly in the types 


of industry which we serve. 


in our industry but who 


Please send me a complete resume, including compen- 


sation requirements. It will he kept in strict confidence. 


General Sales Manager 


FORBES LITHOGRAPH MFG. COMPANY 
P. O. Box 513, Boston 2, Mass. 


we have a spot for|s 


HELP WANTED 
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BUSINESS OPPORTUNITIES 


ASSISTANT SALES 
PROMOTION MANAGER 
Large national trade association wants a 
creative man as assistant department head 
to produce copy and rough layouts. Enjoy 
small community life, 10 minutes from 
work, yet only 60 minutes from Chicago. 
Age to 40. Excellent working conditions 
and benefits. American Institute of Laun- 
dering, Joliet, Illinois 
ART EXPERT 
Man who can execute finished promotion 
ads and mailing pieces for newspaper and 
magazine use. Must know production 
methods and follow-through techniques as 
well as do fast art work and layout. Fine 
climate, many benefits, start $425-$500 
month. Detail why you are our man. 
Public Relations Director 
Mercury and News 
San Jese, Calif. 
Girl with agency traffic experience capa- 
ble of taking over all details of traffic 
operation. Good salary 
Box 8452, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Advertising sales promotion and research 
national trade 


manager for established 
paper with publishers’ representatives. 
Texas location. Very little travel. Send 


resume, salary expectations, availability. 
Box 8453, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Copy writer with experience in general 
advertising copy by AAAA eastern Penn- 
sylvania Agency. Hospitalization, vaca- 
tions, retirement plan, etc. 
Box 8454, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Circulation manager on established trade 
paper familiar ABC and BPA procedures. 
Southwest location. Give complete educa- 
tion, experience background, expected 
salary, when available 
Box 8455, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SEAWAY NEW TRADE—grow- 
ing fast slick business type mag- 
azine, Ist on St. Lawrence Sea- 
way. Publisher backing magazine 
with concentrated promotion. 


Good territories open for space 
sales representatives. SEAWAY, 
Detroit Harbor Terminals Build- 
ing, 4461 W. Jefferson, Detroit 9, 
Michigan. 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 


% Whether you are the head 
of an agency or one of the men 
behind the desks, we may be 
able to help you — and it won’t 
cost you a cent! 

% Our PROFESSIONAL 
DIVISION serves many of Chi- 
cago's leading advertising and 
publicity agencies, newspapers, 
magazines, radio and TV sta- 
tions. 

% Our files contain applica- 
tions from graduates of 106 col- 
leges and universities. We have 
copy writers, artists, media peo- 
ple, editors, free lance writers. 

% No fees charged applicants 
or employers. 


Professional, Sales & Clerical Office 


| sumer field. Nine years heavy 


I hope some Advertising Executive reads 
this . . . and acts on it 


Here’s a chap who is 32 years old; who 
has managed an advertising department; 
who has written copy (likes to. do so); 
who has proved his worth as a salesman; 
who has done a creditable job as an as- 
sistant sales manager. But above all else 
he favors advertising as his life’s work 
and would like to associate himself with 
an advertising, agency, or with a manu- 
facturer in an advertising capacity. May 
he tell you more in detail what he has to 
offer? Box 8451, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGEK 
for small but growing company in con- 
creative 
and planning experience assures effective 
advertising. Skilled in promotion and 
merchandising; knows copy, art, produc- 
tion, premiums. Age 34, married, Mid-west 
only. Box 8456, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 
NEED A COPYWRITER “GAL FRIDAY"? 
Radio, TV and Print copywriter with 
mdsg.—selling bkgrd, extensive media in 
graphic arts knowledge. Acct. Exec. ex- 
r... complete agcy. bkerd. 
Box 8457, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE DESIGNER AVAILABLE 
Top creative artist, layout and finish. 
Box 8458, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED AD MAN, contact, copy, 
space buyer, research director, production 
manager. 10 years experience all up the 
ladder. Ran branch office for agency com- 
plete. Looking for broader horizons. Few 
men in early thirties have had my exten- 
sive experience in all phases. Make su- 
perb ad manager, excellent agency man. 
Box 8459, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARTIST—ART DIRECTOR 
15 yrs. exp. Crisp Layout to Top Finish 
Art any med. or field. Knows Type 
Production A to Z. Can handle men & ac- 
counts. Min. $8,600. Locale SW or Fila. 
Box 8460, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
FOR ADVERTISING MANAGER 
12 yrs. exp., 8 agency. Major appl., hous- 
wrs., drugs, indus. All media, includ. TV. 
Sals-plang., copy, layout, prod. Deal with 
top mgmt. Provn. orgnzr, admstr. 37. 
Box 8461, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDUCATED PR MAN 
Experienced in PR, social sci- 
ences Ph.D., newspaper, research 
experience. Desire new connec- 
tion with advertising or other 
organization which can make 
full use of excellent combina- 
tion of education, experience, 
keen mind. Age 39, married. 

Box 113, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


Milline rate is for the pigeons. Get cardi- 
nals. Buy by the inch in Sanders ABC 
Three, Geneseo, N. Y. 
MISCELLANEOUS 
D. D. HEDBERG & ASSOCIATES 
Consultants specializing in writing, edit- 


ing, and presenting technical and scien- 
tific information for advertising, publici- 


ty, sales-reports, brochures, manuals, 
handbooks, etc. Write: 
Box 3094 Mdse Mart Chicago 54 


JINGLE WRITERS 
Free lance team looking for accounts. 
Write and arrange; original tunes. 
Box 8462, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Stock color illustrations for advertising. 


200,000 varied subjects by top photog- 
raphers. Also one 


million black and 
whites. Selection on request, FPG, 62 W. 
45 St., N.Y.C. 

SALES LETTERS WRITTEN BY EXPERT 
Powerful! Dynamic! Aggressive! Lucky! 
$19. Ralph Nathan, Since 1932. 814 - 44th 
Avenue, San Francisco 21, California. 


Wanted 


or 
ADVERTISING MANAGER 
WHO WANTS TO BECOME AN 
AGENCY PRINCIPAL 


One of Chicago’s most respected 
agencies, instigating a strong ex- 
pansion program for wider diversi- 
fication of accounts, has top-level 
management opening for a market- 
ing executive, presently employed, 
and thoroughly experienced in all 
phases of consumer advertising, 
and capable of selling that experi- 
ence to our clients and prospective 
clients. 


The man selected will be a mem- 
ber of our management group... 
he will be given the finest creative 
assistance and have the full coop- 
eration of principals, other key ex- 
ecutives and department directors 
... his base salary and potential 
remuneration will be limited only 
by his own ability. 


You may send complete resume 
through your bank or attorney for 
initial contact, or write direct, in 
strict confidence to 

Box 112, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


INDUSTRIAL PUBLIC RELATIONS 
ACCOUNT EXECUTIVES 


Attention: Industrial PR Men-Trade Book Editors. 


Fifty-year-old Chicago area 4A ad agency with separate 
Public Relations Dept. has outstanding opportunity for 
man (30 to 35) with solid industrial and/or engineering, 
writing and placement experience. Must be self-starter, 
able to handle complete details on established accounts, 
capable of meeting top business executives. Excellent work- 
ing conditions and company benefits. Enclose photograph 
with resume and state salary requirements. Replies han- 


Hart, Schaffner & Marx 
Prefer retail experience in qual- 
ity stores. Men's fashion back- 
ground helpful. 

Good starting salary, 
Outstanding opportunity. 
Send full details of experience, 
age, salary requirements, etc. 

All replies confidential. 
Director of Personnel 
Hart, Schaffner & Marx 
36 South Franklin 
Chicago 6, Illinois 


you are interested in in- 
creasing your advertising 
lineage in the Midwest, and 
you publish a magazine or 
magazines that are impor- 
tant in their field—we are 
interested in talking with 
you. 

We can furnish the very 
best of references but more 
important we feel is the fact 
that we can assure you top 
notch sales performance. 


O. A. Feldon & Associates 


185 N. Wabash Ave. 
Chicago 1, Illinois 
Phone Franklin 2-4842 


COPY — CONTACT 


Experienced man wanted by Chicago 
agency to service Chicago industrial 
account. 


$9,000 to $10,000 
according to experience 


Box 101 Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


pag ne reer Service dled in strict confidence. 
200 E. Illinois St., Chicago 11, Illinois 
COPY WRITER—CHICAGO 


“Our 45th Year” 


3 SR. COPYWRITERS $15-$20,000 


30-38, must be currently with rec- 
ognized agency with print and some 
radio-TV experience. New York and 
east coast openings. All correspond- 
ence confidential. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110S. Dearborn CE 6-5353 Chicago 


TOP COPY DIRECTOR FOR 
LONDON OFFICE OF LEADING 
INTERNATIONAL AGENCY 


One of England’s largest agencies seeks man with out- 
standing experience, ability and record in creative ad- 
vertising, both in print and radio/television. Must have 
strong, compelling personality and proven leadership 
qualifications. Will direct a highly competent staff and 
work with major clients in soap, food, automotive, 
household appliance and other fields. Tenure of two 
years or on a permanent basis. May retain American 
citizenship. Salary open. Interviews held in New York, 
Chicago and Los Angeles. All replies treated in strict 


confidence. 


BOX 103 
200 E. ILLINOIS ST. 
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ADVERTISING 
COPY WRITER 


Feel lost in a big agency? Yearn 
to have someone know who wrote 
that sentence, coined that phrase? 
We might be able to use you. 
Ours is an old, established 
Chicago agency serving large 
national accounts, and we're ex- 
panding. We’ll include you in our 
plans if you qualify. Writing ex- 
perience in all media is a must. 
Experience in package goods 
preferred. If chosen, you'll par- 
ticipate in semi-annual cash 
bonus, profit-sharing trust and 
liberal vacation program. Send 
complete information in first let- 
ter, including salary expected 
and references. Box 106, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


WANTED: MAN FOR LAYOUT, 
ART, PRODUCTION 

Must be competent and fast, familiar 
with procedure in executing production 
art for printed advertising material. 
Knowledge of typography essential. 
A challenging opportunity for experienced, 
energetic man with fast growing crea- 
tive printing plant. Send resume of back- 


ground, starting salary expected to Le- 

oy Barfuss, Art Director, Wetmore & 
Company, P. Box . Houston 19, 
exas. 


ACCOUNT 
EXECUTIVES 


Fast growing, ten year old New 
York Agency, fully recognized, fully 
staffed with diversified billings ex- 
ceeding 5 million dollars, is seek- 


Walter Lowen 


PLACEMENT AGENCY 


* 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly outlining your 
specific experience or personne! needs. 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


ALERT ALL AROUND EDITOR— 
PUBLISHER'S ASSISTANT 


MARINE CAPTAIN returning civilian career desires work 
like mad on challenging editing and/or publisher’s assistant 
job. Ten years practical experience all around editor food, 
home furnishings, amusement fields. Skilled background 
advertising and circulation promotion; editorial, advertising 
production; publicity; art. Own 4x5 press camera; can 
save you money, time on editorial, advertising photos, cov- 
ering conventions. Military specialties: public relations, 
communications. Recent fourth tour Far East offers you 
chance capitalize on ideas from exceptional travel back- 
ground. Not subject military recall. Am 39; have MBA 
Chicago U, BA (Journalism) Wisconsin U. Salary: open. 
Box 107 Advertising Age, 200 E. Illinois St., Chicago 11, Il. 


PR man will take 
upper berth to make 
right connection 


My greatest assets are my 
shirt sleeves. I work in them. 
Harvard was good to me, but 
20 years and three jobs later 
you will find my practical 
equipment in tip-top shape. 


With three companies; a trade 
association; a large electrical 
manufacturer; and an adver- 
tising agency I directed public 
relations, editing company 
publications and employee 
relations. 


Want to discuss your ideas 
and mine together? 


Box 102 Advertising Age 
480 Lexington Avenue 
New York 17, N.Y. 


EXECUTIVE SALESMAN AVAILABLE 
Accustomed operating at top 
management levels in consumer 


cellent and successful record 
leading business and class con- 
sumer publications. Seek impor- 
tant territory with top business 
publication and/or sales man- 
agement responsibility in gen- 
eral intangible field. Now em- 
ployed. Income requirements 
substantial. Box 105, Advertising 
Age, 200 E. Illinois St., Chicago 


11, Illinois. 


ACCOUNT EXECUTIVE 
To service electric utility accounts for 
rapidly growing 4-A agency in Midwest. 
erchandiser, ad formatter, copy 
critic, idea man. Age 27-35. At least five 
years’ major utility experience. Knowl- 
edge of agency p ure helpful. Please 
give us complete details on experience, 
responsibilities, interests. Include salary 
requirements. 
BOX 996, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAG@® = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


The Midwest's 
eutstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment enly 
59 E. MADISON + SUITE 1417 
CEntrot 6-5670 


BIRCH 
* 1 


Executive © 


Placement 
Counselors 


TWO NEW ADVERTISING DEPARTMENT OPENINGS 


MORTON SALT COMPANY 


ARTIST 
Young Artist with minimum three years experience. 
Will work directly with Art Director. Some package 
design and layout work; primary emphasis on execu- 
tion of layouts for reproduction. Must have thorough 
knowledge of lettering, paste-up, and keylining. Salary 
open. Contact Ray Leech for Appointment. 


TRAINEE 

Young college graduate for general assistance in Ad- 
vertising Department. Most important single function 
will be’ product publicity. Should have a talent for 
writing and a knack for getting along with people. The 
right man can°combine security with truly outstand- 
ing opportunity. $300 start. Apply by letter only to 
G. W. Carrington, Morton Salt Company, 120 So. 
La Salle St., Chicago 3, Ill. 


ing two account executives who 
control immediate billing and can 
handle house accounts in packaged 
goods and/or industrial field. Lib- 
eral compensation. Write in full. 
Confidential. 
Box 999, Advertising Age 

480 Lexington Ave., N.Y. 17, N.Y. 


MEDIA MANAGER 


A fast growing Pittsburgh 4-A 
Agency has an opening for a 
media manager thoroughly fa- 
miliar with industrial and busi- 
ness media. If you have had a 
minimum of three years’ ex- 
perience and are interested in a 
real opportunity to do a cre- 
ative media job, write us about 
yourself and your salary re- 
quirements. 


Box 110 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


COPY CHIEF 


Our client, a medium-sized 
AAAA Chicago Advertising 
Agency with diversified ac- 
counts in Automotive, Com- 
mercial and Industrial fields, of- 
fers a rare opportunity for a 
creative copywriter. This man 
must be capable of directing and 
producing a volume of trade 
publication advertising and col- 
lateral material. Must be good 
administrator who will take 
over as assistant to the Gen- 
eral Manager. This is a fast 
moving, top-flight agency look- 
ing for a man who is looking 
ahead. Age 30 to 40 preferred. 
Salary range: $7000 to $9000. 
Write, in full confidence, giving 
complete details of experience 
and earning record. 


Box 109 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


DRAKE PERSONNEL, INC. 
Confidential Nation-Wide 
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Available July 1! 


THE UNUSUAL MAN 


Twenty solid years of advertising, 


sales promotion and merchandis- 


ing experience as a 


PACKAGE GOODS 


Advertising Executive 


handling multi-million dollar bud- 
gets both as an agency man and as 
a client on outstanding accounts. 


Exceptionally strong in TV-Radio. 
Ideal Advertising Director or Ac- 
count Supervisor 
DRUG + LIQUOR 
TOBACCO - BEER 
or any Packaged Goods 


New York City or vicinity 


AGE: in Forties 
SALARY: $25,000— $30,000 


Box 104, ADVERTISING AGE 
480 Lexington Ave., 
New York 17, N. Y. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


2 \. 


ENN 
og 
e j ; 


Industrial Division 
Surface Combustion Corporation 
Toledo 1, Ohio 


“AA’s broad coverage of all phases of 
advertising is most helpful to me. Over 
the years, it has assisted me in the develop- 
ment of successful campaigns from ideas 

y not applied to industrial advertis- 


ing 


“During the busy days in the office a 
stream of magazines and publications is 
crossing my desk. This is why I read Ad- 
vertising Age at home where I am at ease 
to absorb interesting editorials and create 
new approaches to advertising and market- 


ing problems. 


“AA’s fast-reading news reporting keeps 
me in constant touch with my many friends 
in metropolitan areas with whom I no 
longer have personal contact. To me, AA 
is a must for anyone engaged in advertis- 
ing, sales promotion, or marketing.” 


VF 
* 


to advertising problems” 


H. W. BLUETHE 
Advertising Manager 


“At home...at ease... 
AA helps me to create 


WORDS OF 


ADVERTISING 
WISDOM... 


FREE 
Handbook 


Are you in search of new 
approaches? S-u-r-e you 
are! Who in this business 
isn’t? Why not give Mr. 
Bluethe’s “at home, at 


ease” method with AA a trial. For a mere 


3 bucks you may have a whole year of AA— 
52 issues for less than 6¢ per week! With it 
you get FREE a copy of “Words of Advertis- 
ing Wisdom” a handbook reprinted from Ad 
Age that tells the interesting marketing ex- 
periences of three famous advertising men. 


Better hurry—our supply of Handbooks is 
limited. Your satisfaction guaranteed. 


MAIL TODAY—MONEY BACK IF NOT SATISFIED 


i ADVERTISING AGE, 200 E. Illinois Street, Chicago 11, Il. ’ 

§ Please enter my 1-year (52 issues) subscription to Advertising Age at the regular $3 
- rate and send me FREE a copy of WORDS OF ADVERTISING WISDOM. 

’ My Name Title 

g Company I 
— © Home or 

i “ Office Address vats 

| City Zone State 

: 0D $3 enclosed © Bill me C0 Bill Company 
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